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SPAPER OF MARKETING | 


Six Agencies Vie 
With FC&B for 
Sunkist Lemons 


Los ANGELEs, April 7—One of 
the longest existing agency-client | 
relationships may start fraying | 
next week when the advertising 
committee of Sunkist Growers 
hears presentations for the fresh 
lemon portion of its account from | 


Univac Seeks Agency 
in Mundane Manner; 
People Will Decide 


New York, April 7—Remington | 
Rand’s Univac division, which has 
undergone some major changes in| 
its ad, marketing and sales organi- 
zation over the past year, is cur-| 
rently listening to presentations | 
by agencies seeking its $500,000) 
ad account. 

Among those making presenta- | 
tions is Univac’s present agency, 
Gardner Advertising. Donald C. 


Ground-in 


: - = 
a VO iataicoenatianan 


its present agency, Foote, Cone & Porteous, vp and general manager | need CLOROX to get out dirt that suds leave in! 
Belding, and six other unnamed| of Gardner, told ADVERTISING AGE | =~“ 


national agencies. Foote, Cone &| 
Belding (originally as Lord &| 
Thomas) has been the only agency | 
Sunkist has had in its 52 years of 
advertising. 

In confirming the fact that Sun- 
kist will consider other agencies 
next week, Russell Eller, adver- 
tising manager, said, “Only the 
fresh lemon account is under con- 
sideration at this time. Foote, Cone 
& Belding has the responsibility 
for fresh oranges, grapefruit and 
processed citrus products advertis- 
ing, in addition to the fresh lemon 
account at the present time.” 


s The total fresh lemon budget 
was $1,250,000 last year, of which 
about $1,000,000 went into media. 
The total Sunkist budget is over 
$5,000,000. 

While Mr. Eller would not iden- 
tify the six agencies vying for the 
fresh lemon account, it was learned 
three are in the “top ten” and 


that Univac was not previously a 
“specific account” at Gardner, but 
that billings were “lumped togeth- | 
er” with other portions of Rem-| 
ington’s account. Gardner handles | 
all of Remington’s print advertis- 
ing, with the exception of its elec- 
tric shaver division. 


® Univac, whose product line runs 
from $70,000 computers to $6,000,- 
000 electronic brains, formerly has 
invested virtually all of its adver- 
tising budget in business maga- 
zines and trade papers. However, 
the company said this week that 
it plans a considerable increase in 
the division’s ad expenditure. 

As part of an “acceleration pro- 
gram” in its marketing and sales 
organization, the company last 
year appointed Harold R. Hunger- 
ford, formerly a branch manager, 
to the new post of ad and sales 
promotion manager of Univac 


three are classed as “medium size.” 


McGraw-Hill Chiefs Tell Publishing 
Problems Here and Abroad at Meeting 


ATLANTIC CiTy, April 8—The 
McGraw-Hill Publishing Co.’s pub- 
lishing division concentrated on 
problems of communication and 
opportunities for leadership at 
home and abroad during a two- 
day conference here this week. 

The publications division con- 
ference was the third the compa- 
ny has held, and the first since 
1954; it was also the largest, with 
552 company executives, publish- 
ers, sales managers, editors, sales- 
men and circulation people at- 
tending. Joseph H. Allen, vp and 
advertising sales director, noted 
that the conference was to exam- 
ine the company’s relation to busi- 
ness and to the world. 

It was held at a time of peak 
company prosperity. Donald C. 
McGraw, president, noted that 
1959 had produced income of 
$105,000,000 and profit of $8,000,- 
000. He pointed to the gains of the 
book company, which accounts for 
more than a third (37% in ’59) of 
the company’s volume. 


a Mr. McGraw described the 
ownership of the company: 43% in 
family control; 12% in the hands 
of officers, directors, and former 
officers (“thus the majority is in| 
what the financial people call 


(AA, Oct. 26). # 


opportunity for explaining compa- | 
ny practices and policies; “I want | 
the public relations image of Mc-| 
Graw-Hill to be the best in the 


publishing business,” he said. 


# Nelson Bond, president of the 
publications division, said the com- 
pany faced the following chal- 
lenges: 


1. Success—He mentioned the 
“four horsemen of conceit, com- 
placency, conservatism and con- 
formity,” and urged a sense of 
humor and of decent humility as 
antidotes. He warned that “it is 
dangerous to succumb to the no- 
tion that ours is the only right 
way,” and noted that “our com- 
petitors have good men, good ideas 
and even good intentions.” He 
urged that McG-H men “keep 
awake, keep moving, keep work- 
ing,” and—while he repeated his 
liking for salesmen who wear hats 
and garters and his belief that 
crew cuts are inadvisable for any- 
one older than 15—it “is con- 
formity under the hat that worries 
me most.” 


2. Age—He commented that the 
company is mature but not old, 
that age is largely an attitude of 
mind, and that “we can grow old 
or we can just grow.” 


‘friendly hands’,”’ he noted drily), 
27% with the public, and 6% with | 
pensions and mutual funds—a_| 
percentage which is rising. He) 


3. Push Button Mentality—He 
deplored the automated mind, 
which insists on research to docu- 
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DEATH TO pDiIRT—Clorox Co., San 
Francisco, will use magazines and 
newspapers to show how Clorox 
gets “suds proof” dirt out of 
clothes. New safe-grip and “no 
drip lip” features of the bottle will 
be promoted also. Honig-Cooper & 
Harrington is the agency. 


Chrysler Leads 
Account Switches 
in First Quarter 


(See Page 54 for major agency 
changes in the first quarter.) 

Curcaco, April 8—Chrysler Corp. 
was responsible for the major 
agency switch during the first 
quarter of 1960, when more than 
100 major advertising accounts— 
with total billings estimated at 
$100,000,000 annually—changed 
hands. 

Included in the Chrysler $28,- 
000,000-billing move was the 
$17,000,000 Dodge account from 
Grant Advertising to Batten, Bar- 
ton, Durstine & Osborn; the $4,000,- 
000 Dodge truck account from Ross 
Roy Inc. to BBDO, and the $7,000,- 
000 De Soto and Valiant accounts 
from BBDO to N. W. Ayer & Son: 

Revlon Inc., which transferred 
$5,500,000 in billings, was respon- 

(Continued on Page 12) 


grime... or simply soiled... | BBDO*s “60 New Busin  '"s $27,000,000... 


Pepsi Hits New Spot- 


BBDO Inste 


$10,000,000 Account | 
Rides Sales, Profits 
Crest; Lauds K&E Service 


(For other news of Pepsi-Cola, | 
see Pages 10 and 109) 

New York, April 6—The letter 
|from Herbert L. Barnet contained | 


| client can pen to its agency: 
| “It is. with deep regret that I) 
ladvise you of the withdrawal of | 
| the Pepsi-Cola account from Ken- | 
yon & Eckhardt. Shortly, you will | 
receive a letter from our legal | 
department officially terminating | 
our agreement. Our decision was | 


made after great consideration | 


of view.” 


truly sorry for the turn of events,” 
wrote Mr. Barnet. ““‘We know Ken- 
yon & Eckhardt is capable of fine 
and full service, so please don’t 
hesitate to use Pepsi-Cola in new 
business presentations.” 


s Thus it was yesterday afternoon 


west, to 383 Madison A've. and 
Batten, Barton, Durstine & Osborn 


and wholly from an objective point ‘Pepsi-Cola secount switeh: 


Then came a paragraph that) - : ‘ 
must have evoked bitter laughter |ins its entire marketing program 
at K&E’s Park Ave. offices: “I am | fr the 1960s. 


that Pepsi-Cola bounced two blocks 


ad of K4E 


—winner over six other agencies. 

The other finalists were Nor- 
man, Craig & Kummel; Doyle 
Dane Bernbach; Ted Bates & Co.; 
Compton Advertising; Leo Burnett 
Co., and K&E. 

Earlier, four other agencies de- 
clined a Pepsi invitation to solicit 
the business: Sullivan, Stauffer, 


new GOTTLE! ithe saddest words a $10,000,000 |Colwell & Bayles; Dancer-Fitz- 


(Continued on Page 10) 


Serene Surface Hid 
Pepsi-K&E Tension, 
Some Observers Feel 


New York, April 7—Three rea- 
sons were cited today for the 


e 1. The company was re-evaluat- 


e 2. There was dissatisfaction with 
K&E’s creative services. 
e 3. K&E-Pepsi personal relation- 
ships had broken down. 

These factors were cited to Ap- 
VERTISING AGE by beverage indus- 
try sources. 


es It was explained that Pepsi- 
Cola, looking ahead to the 1960s, 
(Continued on Page 10) 


Committee Expands List 
of Possible Successors to 
Fellows from 15 to 30 


Cuicaco, April 6—Held in what 
speakers frequently termed the in- 
dustry’s time of greatest crisis, the 
38th annual convention of the Na- 
tional Assn. of Broadcasters drew 
a record attendance of nearly 5,000 
here this week. 

But the streamlined program 


Last Minute 


Woolite Moves to Daniel 


News Flashes 
& Charles from Hoyt 


New Youx, April 8—Woolite Co., whose unusual no-copy advertising 


(AA, Oct. 
switched its account from Charles 


16, 59, et seq.) provoked considerable controversy, has 


W. Hoyt Co. to Daniel & Charles. 


Society «! American Florists Names Keyes, Madden 


WASHING? =N, D. C., April 8—The Society of American Florists, after | 
seeing pres itations by i2 agencies, has appointed Keyes, Madden & | 


Jones to hai.dle its first industrywide program. The agency also han- 
dles the Fle-ists’ Telegraph Delivery Assn. 


Rogers Moves to C&W in Top Creative Post 


Battle-Weary Broadcasters Regird, 
Seek New Leader at Quiet Convention 


| skirted most of television’s well- 
|publicized problems. They were 
j}touched upon by a number of 
speakers, but for the most part 
fleetingly and in a somewhat par- 
enthetical fashion. A good deal of 
the program was devoted to mis- 
sionary work by the various satel- 
lite organizations of the NAB; and 
some of these presentations were 
by no means new. 

It was as though the broadcasters 
had had enough of headline ex- 
citement lately and were deter- 
mined to conduct this meeting on a 
bland, undisturbed note. The set- 
ting, too, was a good deal more 
sedate and subdued than usual, 
with the syndicators no longer per- 
mitted to liven up the corridors 
with their flamboyant displays and 
circus-like promotions. 


= The principal topic for specula- 
tion in the intervals between the 
well-attended sessions was the fu- 
ture pattern of the NAB and the 
question of who its next president 
will be. One guess appeared to be 


New Yor; Apri] 8—Sherman E. Rogers, formerly vp and creative 
board chair...an of Anderson & Cairns, has been named creative depart- | 
ment directe~, a new post, at Cunningham & Walsh, Chicago. His suc- | 
cessor at A.C has not been named. Mr. Rogers was radio and tv | 


director at {\att-Forbes for 13 years prior to joining A&C. 


Brown & Williamson Tests Kentucky Kings Cigarets 


Loutsvitt:~ April 8—Brown & Williamson Tobacco Co. will begin test 
marketing Kentucky Kings, a king-size cigaret with a finely cut tobac- | 


as good as another as to the succes- 
sor to the late Harold E. Fellows; 
the committee which will make the 
selection came to Chicago with 
about 15 names on its list. The 
members went home with a work- 
ing list that was twice as long. 
Opinion seemed to be about fair- 
ly evenly divided as to whether 


urged the concept of public rela- ment every decision, and warned 
tions on the salesmen, noting their| that “we can’t forget that every 
role as @ dors, and their | (Continued on Page 110) 


co filter, usi, @ mewspapers and tv here and in major Texas cities (ex- the new head of the association 
cept El Pasq .hext week. Ted Bates & Co., New York, is the agency. 
fAdditional News Flashes on Page 109) 


| should be an insider or an outsider, 
‘with one faction arguing that a 
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AA Presents a Roundup of News from the NAB Convention .. . 


broadcaster knows the radio-tv 
business and its problems better 
than anybody else, and the other 
insisting that a big name of pres- 
tige value from outside the indus- 
try would be a good choice in view 
of the danger of more regulation. 

Still a third faction suggested the 
possibility of a combination of an 
outsider—as the industry symbol— 
backed up by an insider, perhaps 
as exec vp. 


s W.D. (Dub) Rogers, of KDUB- 
TV, Lubbock, Tex., was elected 
chairman of the tv board of di- 
rectors, succeeding G. Richard 
Shafto, of WIS-TV, Columbia, 
S. C., whose term expired. Dwight 
W. Martin, WAFB-TV, Baton 
Rouge, was named vice-chairman, 
succeeding Payson Hall, of Mere- 
dith Broadcasting, Des Moines. Six 
new directors named for two-year 
terms on the 14-man tv board in- 
cluded: Joseph C. Drilling, KJEO- 
TV, Fresno; Eugene S. Thomas, 
KETV, Omaha; Campbell Arnoux, 
WTAR-TV, Norfolk; Henry B. 
Clay, KTHV, Little Rock; William 
B. Quarton, WMT-TV, Cedar Rap- 
ids, and Joseph S. Sinclair, WJAR- 
TV, Providence. Mr. Martin was 
re-elected. # 


FCC's Sponsor 
Identity Rule 
Is Hot Topic 


Broadcasters Reply to 
Threats of Regulation; 
Cite Continued Popularity 


Cuicaco, April 7—A major uni- 
fying force at the National Assn. 
of Broadcasters convention was 
the industry’s concern over the 
Federal Communications Commis- 
sion’s new ruling requiring sta-‘ 
tions to make on-the-air announce- 
ments of records or other program- 
ming supplies received free. 

During the panel session the FCC 
members were peppered with 
questions about this new sponsor 
identification rule—some of them 
almost to the point of hyperbole 
(see story in adjoining column). 
The meeting ended with an associ- 


FCC Head Says Rule of 
Reason to Mitigate Ukase 
on Sponsor Disclosure 


Cuicaco, April 6—In his initial 
arance as chairman of the 
Fe 1 Communications Com- 
misSTon, Frederick W. Ford put 
broadcasters on notice that they 
can expect closer scrutiny from his 
agency in the future. 
In a luncheon speech Tuesday 
he shrugged off “payola” and 


NAB Meeting 


rigged quiz shows by observing 
that neither the industry nor the 
commission is going to allow that 
kind of “wrong and indefensible” 
programming to occur again. 

“Now,” he told the members of 
the National Assn. of Broadcasters, 
“the task is to go forward to 
make the broadcast medium all 
that it is capable of being, namely 
a vital force for good in the social, 
cultural, educational and political 
life of the nation.” 


= Broadcasters did get some re- 
assuring advice on the application 
of FCC’s highly controversial an- 
nouncement on sponsorship iden- 
tification, however. 

During their annual panel ses- 
sion with members of FCC today 
they were told that (1) an oc- 
casional announcement—perhaps 


centage of commercial announce- 
ments as a result of the disclosure 
of free materials would not affect 
ptheir standing with most FCC 
members and (3) the commis- 
sion recognizes that some rea- 
sonable allowance is necessary 
with respect to indentification of 
records currently in_ libraries 
which cannot be identified. 


= In his prepared speech at the 
Tuesday luncheon, Chairman Ford 
offered statistics showing that 


ation resolution urging every | Toushly 11% of the radio-tv sta- 


broadcaster to place comments 
with the FCC preparatory to the 
rule-making proceedings which 
will get under way May 2. 


# In his keynote address, Clair R. 
McCollough, Steinman Stations, 
Lancaster, Pa., recipient of this 
year’s NAB distinguished service 
award, called quiz rigging and pay- 
ola symptoms of something deeper 
—‘business malpractices, whose 
only cure is self treatment.” 

“Among the fundamental, under- 
lying ills of broadcasting,” he said, 
“are rate manipulations, trade 
deals, downgrading the competition 
in our own media and kindred ac- 
tivities. Until we cure them—and 
we can only cure them individual- 
ly, not in concert—we run the con- 
tinuing risk of loss of advertiser 
confidence.” 

As a result of the great postwar 
expansion of radio and tv, he said, 
“we have found ourselves engaged 
in a frantic and occasionally untidy 
search for economic and regulatory 
equilibrium. 


= “We have moved from the ener- 
vating period of rate cutting to the 
far more dangerous situation 
where some radio stations do not 
have established rates. Indeed, 
manifestations of this same prac- 
tice are beginning to appear in 
television. 

“Are we indeed such poor busi- 
ness men that we do not know how 


| 


Broadcasters Can Expect More FCC 
Scrutiny, Ford Says in NAB Debut 


tions have reported receiving pay- 
ola in one form or another. How- 
ever, only 18 admitted instances 
in which they received cash and 
failed to announce it. 

He took the first steps toward 
establishing a new personality for 
FCC by spelling out his determi- 
nation to nudge broadcasters to- 
ward meeting criticism in such 
areas as children’s programming 
and public service announcements. 


s After disclaiming any desire to 
go into program content, he pro- 
ceeded to give the industry a 
“dutch uncle” talk about chil- 
dren’s programming. 

Quoting from a recent state- 
ment by President Eisenhower, he 

(Continued on Page 118) 


Sweeney Puts Finger 
on Radio's ‘Enemies’ 
—Including Radio 


Cuicaco, April 6—In typical 
hard-hitting style, Kevin Sweeney, 
president of the Radio Advertis- 
ing Bureau, used his time on the 
NAB program to lash out at ra- 
dio’s enemies. He directed most 
of his heavy artillery against four 
major enemies—newspapers, tel- 
evision, magazines and “radio it- 
self.” 

Mr. Sweeney said he had re- 
ceived a “roundabout request” to 
soften his title—‘*The Nature of 


once an hour—ought to satisfy|the Enemy’”—since there are a 
their obligation to identify rec-|great many radio stations that 
ords which are received free; (2) |have tv and/or newspaper affilia- 
any increase in the number or per-|tions. “But,” said the outspoken 


Mr. Sweeney, “we still consider 
newspapers and tv enemies.” 
The RAB president included ra- 
dio in the “enemy” list because 
it uses up so much of its strength 
fighting against itself. He said 
that 91% of the hard sell ads 
placed by stations are directed 
against other stations, rather than 
against competing media. The 
same tends to be true of presen- 
tations to agencies, he continued. 


= But the presentation by Mr. 
(Continued on Page 117) 


Commercial Time 
Standard Is Relaxed, 
Radio Men Learn 


Cuicaco, April 6—Radio station 
operators learned today that com- 
mercial time provisions in the ra- 
‘dio standards of the National Assn. 
jot Broadcasters have been relaxed 
|slightly in’an effort to bring them 
|into line with industry practice. 

A decision to revise.the commer- 
cial time standards was made at a 
meeting of the standards 6éf. good 
practices committee in Washington 
last week,. according to the com- 
mittee’s chairman, Cliff Gill, Ana- 
heim, Cal. 

Under the new plan the amount 
of commercial time allowable in a 
five-minute show will be 90 sec- 
onds, instead of 75 seconds. 

Mr. Gill reported that other 
changes also were considered, but 
only this one was approved, in the 
belief it will “solve the dilemma of 
conscientious broadcasters who 
want to subscribe to our standards 
but who could not live with our 
previous commercial time limita- 
tion for five-minute programs.” 


® Radio “image” became a favorite 
talking point of speakers at the 
radio sessions throughout the con- 
vention. Mitch Miller, of Columbia 
Records, in possibly one of the 
most effective speeches on the ra- 
dio sessions, chided broadcasters 
for depending on music lists in- 
stead of well-paid professional pro- 
grammers. 

“Why should an advertiser who 
may spend millions to build cor- 
porate image buy time on a station 
that puts him in the Three ‘I’ 
League—Irresponsibility, Infantil- 
ism, Irritation,’ Mr. Miller said. 

If you are going to depend on 
amateurs and list makers for mu- 
sic, he challenged, why not have 
your news department call the 
news vender, or canvass the junior 
high school for favorite news sto- 
ries of the day? You might end 
with a newscast starting with a 
report that Fabian lost his comb, 
then an item about Jerry Lewis 
marrying his 14-year-old cousin, 
etc., he suggested. 

“It is foolish to let the sub-teens 
get their grimy fingers into the 
till,” or “let your records be run 
by the caucus of kids at the drug 
store,” he said. 

He said current rules requiring 


(Continued on Page 117) 


Charlotte Montgomery, consultant and 
columnist for Good Housekeeping, 
says manufacturers neglect the wom- 
en’s viewpoint in packaging prod- 
ucts Page 4 


Michael J. O’Connor, vp and director of 
merchandising, Foote, Cone & Belding, 
says premiums should be aimed at 
creating faithful buyers * 


Lighting division of Sylvania Electric 
Products launches a drive in grocery 
publications for its new color code 
system of identification of its resi- 
dential incandescent bulbs ........ Page 20 


Burchard M. Day, advertising manager 
of Carborundum Co., says the ability 
to convince management of what needs 
to be done in advertising is essential 
for an advertising manager ....... Page 40 


Tidewater Oil Co.’s eastern division 
launches the largest campaign in its 
recent history to promote its Flying A 
gasolines Page 47 


Federal Trade Commission examiner con- 
demns “blind” help wanted ads in 
newspapers, in upholding a portion of 
a complaint against Northwest Schools 
and Soma Advertising Agency ..Page 58 


Edward N. Hoffman, former president of 
Hoffman-Manning, files a personal 
bankruptcy petition, listing liabilities 
of $132,500 and no assets ............ Page 60 


B & B study reveals about 
771% of American families save trading 
stamps, a 10% increase over the number 
of families which saved stamps in 
1958 Page 64 


(Continued on Page 118) 


Federal Trade Commission order re- 


Inc., New York, 


quires Globe Readers Service to stop 
, selling subscriptions for unauthorized 
magazines, refusing to make refunds 
and requiring customers to accept sub- 
stitutes Page 66 


Pacific Ocean Park launches a three- 
week, pre-season promotion to build 
attendance during Easter week ..Page 68 


Merle 8. Jones, head of the CBS-TV sta- 
tions division, says, “It is not adver- 
tising as such that raises wrath, but ad- 
vertising on television’’ .............. Page 70 


Charles F. Adams, exec vp of MacManus, 
John & Adams, advises direct mail ad- 
vertising leaders to forestall punitive 
legislation against the business by set- 
ting up a ‘“‘watchdog committee” to po- 
lice fringe operators ................... Page 82 


Kenneth Groesbeck discusses fees, how 
to figure them and how to sell 


Highlights of This Week's Issue 


In this issue ADVERTISING AGE presents a 
complete tabulation of all planned advertising 
readership studies of general and farm mag- 


azines, newspapers and business papers for 
1960. The study, compiled by Max Berking 


appears on Page 72. 


the 1960 season, with brewers repre- 
senting the largest single category of 
advertiser b ball fans Page 112 
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goods Page 102 


Bronson Reel Co. says the revision of its 
advertising policy which shifted em- 
phasis from consumer appeals to 
business publications was a major fac- 
tor in its success in competing with 
Japanese imports 


E. R. Wagner Mfg. Co. test markets its 
new cleaner applicator, Wagner-Wand, 
in Fort Wayne 


Forty-two advertisers sign contracts for 
sponsorship of radio and tv coverage 
of major league baseball games during 
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NBC's No Rabbit; 
It Walks Like a 
Man, Sarnoff Says 


Tells Affiliates Rival’s 
Programming Is ‘Narrow’; 
ABC Tells of New Shows 


Cuicaco, April 5—At the af- 
filiates meetings of ABC-TV and 
NBC-TV here this week attention 
was focused on fall programming 
changes and sponsor switches from 
one network to another. 

Both networks staged presenta- 
tions to whip up station interest 
in the 1960-61 schedules, to bally- 
hoo their audience gains, and to 
announce dramatic sales coups 
that are starting them off to fall 
billings highs. 

CBS-TV, which so far is being 
somewhat less definite about its 
fall program lineup than the other 
networks, did not hold an affiliates 
business meeting at the conven- 
tion. These stations met with 
their network management recent- 
ly in Washington. 

In touting NBC as the network 
with the “most varied schedule,” 
Robert W. Sarnoff, its chairman, 
took a swipe at the ABC competi- 
tion, without mentioning that net- 
work by name: 

“We will compete aggressively 
with the best mass-appeal shows 
we can produce or obtain, but we 
will not put all our eggs into one 
basket that stands for a single 

(Continued on Page 117). 


Success Stories 
Spark Meeting of 
FM Broadcasters 


FM Men Told of More 
Sets, More Stations in 
Black, Market Saturation 


Cuicaco, April 5—The booming 
fm radio industry had its day Sun- 
day at the annual convention of 
the National Assn. of Broadcasters. 

Owners and managers of fm 
stations heard the following op- 


NAB-NAFMB 


timistic facts 
about their field: 


e There are 848 authorized fm sta- 
tions in the U.S., compared with 
725 last year. 


e There are currently 696 oper- 
ating fm stations in the country, 
compared with 591 in 1959. 


e More than 15,500,000 fm radio 
sets are now in use in the US. 
Henry Fogel, president of Granco 
Products, Kew Gardens, N.Y., pre- 
dicted that fm set sales, which 
passed the 1,000,000 mark last 
year, will have an annual sales ’ 
rate of 4,000,000 by 1963. About 
1,000,000 of these sets will be car 
radios, he said. 


e A total of 123 applications from 
38 states for permits to operate 
new fm stations currently are 
pending before the Federal Com- 
munications Commission. 


e.More than 2,000 fm _ stations 
will be broadcasting full stereo- 
phonic sound by 1963, Mr. Fogel 
forecast. 


e And more fm stations today 
are making money than ever 
before. This fact was. strongly em- 
phasized by no fewer than II sta- 
tion owners or managers, all rep- 
(Continued on Page 113) 


and _ predictions 
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Advertising Age, April 11, 1960 


Rep. Celler Cites | 
Achievements of — 
Radio, TV Stations 


Often Critical of 
Broadcasting, He Tells 
Study of Public Services 


WASHINGTON, April 7—Repre- 
sentative Emanuel Celler (D., 
N.Y.), a frequent critic of the 
broadcasting industry, yesterday 
urged Congress to review the 
achievements of television and ra- 
dio, as well as its failures, before 
it considers legislative proposals to 
remedy the “grave abuses which 
have cast discredit on the broad- 
casting industry.” 

In an address before the House 
of Representatives, Mr. Celler said 
that the New York State Assn. of 


Radio & Television Broadcasters 
recently conducted a study, at his 
request, in an effort to review 
some of the industry’s achieve- 
ments. Results of this study, made 
among nine radio and tv stations 
in the metropolitan New York 
area, showed that these stations in 
1959 devoted a total of more 
than 220,000 minutes of their 
broadcasting time to community 
service programming, for an esti- 
mated value in excess of $10,000,- 
000. These same stations contrib- 
uted free air time worth more 
than $6,500,000 for non-commer- 
cial spot announcements and pro- 
(Continued on Page 112) 


Sealed Ad Tells 
of Revlon’s New 
Ultima Makeup Line 


New York, April 6—Revlon 
Inc. is running a sealed ad in three 
fashion magazines to introduce its 
expanded Ultima makeup collec- 
tion. Previously the line consisted 
only of Ultima face cream. 

The four-page ad opens with a 
right-hand page which is trimmed 
1” short. This short edge is affixed 
to the next page by a round gold 
seal—and Revlon believes few 
readers will be able to resist the 
temptation to peel off the seal 
and see what’s on the next page. | 
What they will see is a color spread 
picturing the full Ultima line of 
Gossamer Tint nutrient founda- 
tions, powders and lipsticks. 

The opening page pictures a 
woman dressed in gold against a 
gold background. The copy reads: 
“Dedicated by Revlon to the ex- 
citing woman who spends a life- 
time living up to her potential 
...An extraordinary cosmetic 
achievement .. . lifting the art of 
makeup into limitless new dimen- 
gions...” 


= The fourth page is all text, re- 
verse printed in white on a gold 
background. The ad handled as 
an insert, and the seal was hand- 
tipped in, but it is considered 
worth the extra effort, since it is 
“such a simple and effective de- 
vice for piquing the imagination.” 

The ad is running in April 1 
issues of Harper’s Bazaar, Town 
& Country and Vogue. Newspaper 
versions of the center spread ran 
March 27 in the Chicago Tribune, 
Los Angeles Times and New York 
Times, plus 1,800 line ads in 18 
other markets. 

The campaign will be continued 
via color spreads, without the 
seals, throughout the spring in 
Harper’s Bazaar, Playbill, Prome- 
nade, The New Yorker, Town 
& Country and Vogue. 

The Ultima brand was first ad- 
vertised in another type of sealed 
ad in February, 1958. 

C. J. LaRoche & Co. is the agen- 
cy. + 


Anderson & Cairns, 
Chirurg Will Merge 


New York, April 6—Agreement 
on a proposed merger of Anderson 
& Cairns and James Thomas Chi- 
rurg Co. has been announced 
pending stockholder approval. The 
merged agency will have a com- 
bined billing of between $11,000,- 
000 and $12,000,000. 

While a name for the combined 
agency has not been disclosed, a 
source told ADVERTISING AGE that it 
will be either Chirurg & Cairns or 
Cairns & Chirurg. 

Both agencies indicated that 
there were no conflicting accounts, 
thus, there would probably not be 
any account losses because of the 
merger. 

They said legal details of the 
merger were being worked out and 
that they hoped a special stock- 
holders meeting could be held in 
four or five weeks. 


# A joint press release said “ini- 
tial plans include establishing the 
principal office of the agency in 
New York City to serve present 
clients of both agencies. Chirurg’s 
Chestnut Hill, Mass., office will 
continue to provide complete agen- 
cy service to New England cli- 
ents.” Anderson & Cairns has one 
office, in New York; Chirurg also 
has an office here. 

Anderson & Cairns reported its 
1959 billings at $6,925,000 (AA, 
Feb. 29). Chirurg reported its ’59 
billings at $5,300,000. While a 
press release indicated the merged 
agency will have combined billings 
“in the neighborhood of $11,000,- 
000,” Chirurg said the figure would 
be closer to $12,000,000. 

Both agencies handle about 30 
accounts. A&C has such accounts 
as the textile fibers department of 
Union Carbide Chemicals; textile 
& leather sales and the Dobeckmun 
divisions of Dow Corning; Julius 
Wile Sons; Volvo Import Inc., and 
The New Yorker. Chirurg’s ac- 
counts include Norton Co., Hotel 
Corp. of America, Binney & Smith, 
James O. Welch Co., and A. C. 
Lawrence Leather Co. 


@ The agencies declined to disclose 
what effect the merger will have 
on agency personnel. -It was 
learned, however, that the name 


Anderson will be dropped from the | 


name of the combined agency. T. 
Hart Anderson Jr., former board 
chairman of Anderson & Cairns, 
resigned early last year to devote 
full time to market counseling. # 


Edelman Names O'Reilly VP 

Daniel J. Edelman & Associates, 
Chicago, has appointed John 
O’Reilly a vp. Mr. O’Reilly was 
formerly with Selvage & Lee, Chi- 
cago, where he supervised the 
Studebaker-Packard account and 
prior to that was public relations 
director of Grant Advertising. 
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SEALED AD—Revlon introduces its 

expanded Ultima make-up line 

with this sealed four-page ad in 

Harper’s Bazaar, Town & Country 
and Vogue. 
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Ad Promotion to 
Poll 22,000,000 
on Candidates 


Cuicaco, April 7—A_ unique 
Presidential preference poll, being 
promoted by the Reuben H. Don- 
nelley Corp., is the feature of a 
nationwide cooperative couponing 
program involving three Armour 
& Co. products and, on a regional 
basis, a number of other grocery 
products. 

Donnelley is mailing 22,000,000 
entry-blank ballots from two of 
its direct mail plants for delivery 
to homes during the weeks of April 
11 and 18. Families will be invited 
—for prizes totaling $100,000—to 
express their preference for a 
Presidential candidate. 

The couponing program is being 
supported by a four-page color ad 
in the April 26 issue of Look. Ful- 
ton, Morrissey Co., Chicago, is 
Donnelley’s agency. Only Armour’s 
products are being featured in the 
ad, with the exception of the New 
England edition, which also fea- 
tures Tri-Nut margarine, a prod- 
uct of E. F. Drew & Co., New York. 


s Look is planning to announce 
the results of the political poll—be- 
lieved to be the most extensive 
|ever conducted—in a feature story 
to appear just ahead of the two 
national conventions. 

The three Armour products in- 
volved in the couponing program 
are Treet, Chiffon and Dial. Beside 
Tri-Nut, the grocery products in- 
cluded on a regional basis are Wes- 
son oil and Snowdrift shortening, 
products of Wesson Oil & Snow- 
drift Co., New Orleans; Robin Hood 
flour, a product of the Internation- 
al Milling Co., Minneapolis, and 
Tetley Tea, New York. 

The $100,000 prize list includes 
a grand prize of $25,000 cash, 


seven Rambler Americans, 
| Philco portable tv sets, 500 Philco 
transistor radios, and 940 $25 U. S. 
Savings bonds. + 


Johnson Joins ‘S. F. Chronicle’ 


| Lyle Johnson, who resigned last 
| January as business manager of|a stockholder query. He added 
the Omaha World-Herald (AA, |that the company is going to drop 


Jan. 11), has 
joined the San 
Francisco 
Chronicle as as- 
| sistant business 
manager. He 
| succeeds Louis 
| Johnson, who 
|has resigned. 
Lyle Johnson, 
| who was associ- 
|ated with the 
World-Herald 
|for 11 years, 
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NOMINEE POLL—This is the opening spread of a four-page, color ad | 
to appear in the April 26 issue of Look, inviting readers to name 
their preference for Presidential candidate. 
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Business Paper Ad 
Volume Didn’t Dip; 
It Rose 2% in ‘59: ABP | 


New York, April 6—Instead of a | 
$13,200,000 decline in the estimated 
1959 dollar volume of business 
publication advertising, the field 
actually registered a 2% gain of 
$10,100,000 last year over 1958. 

This became evident today after 
ADVERTISING AGE checked with As- 
sociated Business Publications, fol- 
lowing a report in AA last week 
that “the dollar volume of business 
publication advertising trailed off 
2.5% from a 1958 estimated total 
of $516,700,000 to $503,500,000.” 


® Actually, ABP confirmed today, 
business publications did an esti- 
mated $493,400,000 volume in 1958, 
not $516,700,000. A year ago ABP 
had put out a press release using 
the erroneous $516,700,000 figure, 
but this was subsequently recalled 
and the correct $493,400,000 figure 
substituted. 

In assisting AA to meet its dead- 
line last week, ABP supplied the 
original, erroneous 1958 press re- 
lease with interlineations penned 
in ink to show the new 1959 fig- 
ures. While these were accurate, an 
AA reporter compared the 1959 
total with the incorrect 1958 total, 
which had not been completely 
inked out by ABP. 

Here are the totals reported by 
ABP for advertising dollar volume 
since 1954 (in millions): 


1959 ......$503.5 1956 ......$440.0 | 
1958 ......$493.4 1955 ......$390.0 
1957 ......$489.0 1954 ......$372.0 


Westinghouse Spends 
About $39,000,000 a 


150 


tions of national advertising man- 
ager and assistant business man- 
ager before being named business 
manager in 1954 (AA, July 5, *54). 


Year on Ads: Cresap 


San Francisco, April 7—West- | 
inghouse Electric Corp. spends | 
| about $39,000,000 annually on ad- 
| vertising, it was revealed at the 
annual stockholders meeting here. 
| (In its report on the 100 leading 
| advertisers last August, AA gave 
the 1958 Westinghouse ad figure as 
$37,000,000.) 
| Mark W. Cresap Jr., president, 


| disclosed the figure in response to 


{sponsorship of “Desilu Playhouse” 
|(CBS-TV) and will sponsor tele- 
|easts of political events and other 
| programs instead. 

| At a press conference follow- 
‘ing the meeting, Mr. Cresap re- 
'vealed that first-quarter sales of 
| 1960 are running 5% to 10% ahead 
| of first-quarter sales last year. The 
|company earned $14,409,000 on 
sales of $440,072,000 in the first 
| quarter of last year. # 


RKO Names Overseas Rep 
Information et Publicite, Paris, 
a subsidiary of Radio Luxembourg, | 
has been appointed European and 
North African representative of all 
RKO General stations in the U. S. 


Three Accounts 
Follow Johnstone 


to Kastor, Hilton 


Sofskin, Dunbar Labs, 
Positan Leave 
Richards Agency 


New York, April 6—Sofskin Inc., 
Dunbar Laboratories and Positan, 
a major new product of Drug Re- 
search Corp., have moved from 
Fletcher Richards, Calkins & Hold- 
en to Kastor, Hilton, Chesley, Clif- 
ford & Atherton. 

The three accounts follow Ed- 
mund F. Johnstone, who three 
months ago (AA, Jan. 18) resigned 
as senior vp of Fletcher Richards 
to join Kastor, Hilton as vice- 
chairman of the executive commit- 
tee and a member of the board of 
directors. 

Positan, a suntan preparation, 
has been tested in Florida since 
January, and will go national about 
April 18 with a campaign embrac- 
ing magazines, outdoor, network 
and spot television and spot radio. 
About $1,000,000 reportedly will be 
spent this year for the new prod- 
uct. 


= Positan differs from Drug Re- 
search Corp.’s other tanning prod- 
uct, Man Tan, in that Man Tan is 
an aftershave lotion for use with- 
out sun, while Positan is said to be 
effective with or without sunshine. 

A fourth account that Mr. John- 
stone had serviced at Fletcher 
Richards, Rapidol Distributing Co., 
did not accompany him to his new 
affiliation because its products— 
Blensol and Hi-Lite—would con- 
flict with Kastor, Hilton’s Tintair. 
Rapidol is estimated to bill some 
$200,000. 

The Sofskin account is budgeted 
at $500,000, with the money going 
for magazines, network radio and 
spot tv. A new product introduction 
is planned shortly. Albert Plaut is 
the account supervisor. 

The Dunbar Laboratories ac- 
count, a division of Chemway 
Corp., includes Pretty Feet, Zon- 
itors and several other products in 
test. + 


Dodge Announces 
Its Compact Car 


Detroit, April 7—Dodge is the 
latest line to confirm plans for a 
new compact car next fall. 

M. C. Patterson, Dodge general 
manager, speaking at a truck clinic 
in Cleveland last week, mentioned 
briefly that there would be a com- 
pact car in the Dodge line to ac- 
company the Dart. Dodge declined 
to enlarge on the statement this 
week, except to indicate that pric- 
ing will be in line with other com- 
pacts. 

The new small Dodge is expected 
to bow in the fall. 


= Last week, C. E. Briggs, general 
manager of the Chrysler & Imper- 
ial division, said no small car is 
planned for his division. 

The Buick division of General 
Motors a few weeks ago confirmed 
that it would market a small car 
next fall (AA, March 28). 

At least two other auto makers 
—Pontiac and Oldsmobile—are ex- 
pected to start producing compact 
models for their lines soon, but 
neither division will as yet confirm 
this. 

Ford Motor Co. also remains 
close-mouthed on rumors that Ford 
is planning to produce a “compact 
compact,” which would be even 
smaller than its highly successful 
Faleon. # 


ae ~ 
SS ee 3 
| SEEySrers See "0.000.50 | 
a a ¢ Miles | 
: ‘s, ° AR 4 oe Pa 
| | ©) | | : ; 
\| 
as ee SS - 
age i| oe 7 NEw “3 . ids 
RAMBLER ’ ne 
; 7 a ae 
. Hi | : 
a | ee 
he Es oe si 
pe Tes —s etd 
4 SLENDER SEVENTEE NE # e : sie 
ale . comes eevee | , . PS. 
ae mae : “aid oS 
Ni a e 
ate 2 os Bip 
ii ‘*. co amo we aes mere wee = es 
a 4, i i 
ae : dia, 
aa | aaa 
Se 
| 
1s a ; . 
a 
‘ | 
3 ra ; 
ts a 
Bees, ue 
Beast ake ’ 
e he % 
aa = 
Sac : 
ee og 
aes ager 
rs ©) me 
ae “i 
‘ES - i 
a. ap 
— a ‘- 
pea os 
z on ka. 
Bi oe 4 
ie i 
ito 
eit oat 
Set fet hs . : . a. - 
— O guano me intima : 
aoe 4 ' tea Spee fing 1p "0 hae, Pei a 
a # ? ° in Po. ee: Se 
w -:- Hy a _s 
Ta Ed oie Sai » bh 2 a: 
pas a bar Ne . * * 
a: ee: >. = Fig ss 
eg: a ati — a 7 
cet ee ba eae Fa a \ % 
ar —— ae e's Eg) Ses 
Pom i ahs tA : 4 . & 
zeae an Er ee 4 rr 
oe saci te 4 nee Es -. i ‘2 
ad wi te « &* 2 
a oa oe. Sa _¥. 
¥ a ne = ts ae 
ta. = “. 
a2 
a Ti” ‘SG > 
‘ 3 aa 
| Ot = 
r : a Sesh 
a i Sc 
pe 2 aa baN es. 


4 


Marketers Neglect Women’s Views in 


Packaging Wares, 


Consultant Blasts 
Unawareness of Users at 
AMA Package Conference 


ATLaNnTIc City, April 5—Char- 
lotte Montgomery, consultant and 
columnist for Good Housekeeping, 
told the American Management 
Assn. packaging conference today 
that women think manufacturers 
are unreasonable about packaging. 

In a preface to her speech, Mrs. 
Montgomery said a business man 
told her, “You’re the one who 
wants manufacturers to spend 
thousands of dollars just to please 
their customers.” 

“Women,” she told the confer- 
ence, “don’t understand why you 
choose a clear glass jar to pack 


your product and then wrap it so | label outside a clothing package— | pairs to a box, which is the way 


children’s pajamas or jeans which | 
shouts ‘Machine washable,’ then | 
inside buried are contradictory in- 
structions to ‘wash by hand,’ ‘wash | 


separately,’ or ‘dry clean.’ | 
| 


s “They think you are unreason- | 


Montgomery Says 


completely with an over-all label 


Advertising Age, April 11, 1960 


wise has not changed since 1923. 
| A. K. Sprenkle, vp of Ameri- 
|can Stores Co., in reviewing super- 
|market packaging, said he has 
|found that a package or label can 
|become stale, but small changes 
|can be made to present new and 


that they can’t possibly see the 
contents. 


s “They can’t see why you pick a 
slithery, slimy, slippery container 
for things that they almost invari- 
ably use when their hands are wet 
—products like shampoo, bleach, 
baby care products and weed kill- 
er. 

“They think you’re absolutely 
nuts that you package toys which 


are obviously going to be used by 
the most destructive members of | 


the family in the flimsiest boxes | 


man can make. 


“They can’t see why you don’t |that are far bigger than the con- | 
package hot dogs and hot dog rolls | tents require. 


in equal numbers. They find you | 
unreasonable when you put a big) 


able when your ads say that you 
do absolutely everything possible 
to make your product please the 
customer, and then you hide your 
address so completely that they | 
can’t write to you to say whether | 
you succeeded with them or not,” 
Mrs. Montgomery said. 

“They think you’re inconsider- | 
ate and annoying to be so lavish | 
with sharp pins, 20 pins to a shirt, | 
11 to a baby dress. 

“They find it impossible to com- 
prehend why you package your | STATUS—Rose Marie Reid, Los An- 
stationery, candy, cosmetics, shoe | geles, will use ads in the Wall 
polish, furniture wax, crackers and| Street Journal to build status 
games in boxes, bottles, or jars) 


among investors and financial peo- 
ple. Carson/Roberts is the agency. 


“They think it’s madness that 


when you package stockings, three |they like to buy them, they are 


|almost always of different lengths. 


They think it’s obvious that you 


fresh ideas. The use of color iden- 
tification in packaging has been a 
big factor in increasing sales in 
supermarkets, he said. 

Among innovations in packag- 
ing recently, Mr. Sprenkle noted 
that General Foods is test market- 
ing Birds Eye frozen baby food in 
glass. “The food is granulated, 
pours easily from the jar and any 
unused portion can be put back in 
the freezer,” he said. 

“Even the lowly onion has suc- 
cumbed to the artistry of the pack- 
ager—four red onions in a plastic 
package,” he said. 

Mr. Sprenkle advised the audi- 
ence: “Give your package the third 
degree, analyze it on the shelf 
alongside its competitor. They all 
look pretty good on the executive’s 
desk.” 


don’t try out your own packages,” 
Mrs. Montgomery concluded. 


. The packaging conference and 
|exhibition opened yesterday and | 
| will close tomorrow with 363 ex- | 
|hibitors. First day attendance was | 
|8,800 despite heavy rain. The at- 
tendance is equal to opening days 
of the 1958-59 shows in New York 
| and Chicago. 

Edward L. Slater, director of ad- 
| vertising, Sylvania Electric Prod- 
jucts Inc., described a new concept 
> . 
jin the packaging of incandescent 
| light bulbs. 
| Working with Lippincott & 
|Margulies Inc., Sylvania deter- 
|mined that approximately 85% of 
|the lamps sold in food stores are 


® Orlin E. Johnson, vp in charge 
of production at Bristol-Myers 
products division, said that in 
many product items the cost of 
the package outweighs the cost 
of the product itself. “Aerosol cans 
are a prime example,” he said. 

“These types of packaging have 
been the success story of the ’50s,” 
he said. “This new decade may 
well change our whole concept of 
packaging through the exhaustive 
use of vending machines.” 

He said that the vending ma- 
chine, originally designed for cig- 
arets and candy, is rapidly enter- 
ing the field of retail selling. 

“Occasionally we come upon 
automatic milk dispensing sta- 
tions. The consumer is demanding, 


jin the 25, 40, 60, 70 and 100-watt 
|sizes. The housewife purchases | 


|two or more lamps 60% of the 


carry a more consolidated inven- 
tory. Sylvania’s new merchandise 
system for bulbs consists of the 
twin pack. 


| s “Every Sylvania twin pack is of 
the same size, contains two bulbs, 
| and uses approximately 10% less 
|space than previous packaging 


'time and the retailer can safely | 


| methods,” Mr. Slater said. “Bulb | 


expecting and receiving more con- 
venience in purchasing his re- 
quirements.” 

Mr. Johnson said he expects to 
see cosmetics, hair preparations, 
baby foods, soft goods and proprie- 
tary drugs in vending machines in 
the ’60s. 


s Gordon C. McNown, Mead, 
Johnson & Co. contreller, said he 
|doubts if anyone has ever heard 
his controller sing, “The Best 


| wattage is printed prominently, all | Things in Life Are Free.” 

|bulbs are pre-priced and color- | “We can offer economy pack- 
|coded in brown, orange, green,|ages that are so economical that 
|blue and red, depending on watt-|we can sell ourselves right out of 
|business. And we can offer con- 
| He said bulb packaging other- | (Continued on Page 111) 


Would you 
settle for a 
* 242% sALes INCREASE 


in 1960? 


That’s what a famous manufacturer achieved —a big 
242% increase in sales to America’s Newest Families 
when he sampled his product through BRIDAL-PAX. 
BRIDAL-PAX is a new idea in sampling. Non-competing 
products are packaged in an attractive kit. They’re pre- 
sented with the manufacturers’ best wishes to more than 
500,000 new brides and grooms just when they are decid- 
ing their brand preferences for a lifetime. 

If you want to increase your sales for years to come, use 


BRIDAL-PAX in 1960! 


An inexpensive Test Program can be 
tailored for your product in any area 
you wish. Phone or write to 


BRIDAL- PAX inc. 


Controlled Product Sampling 
25 Hempstead Gardens Drive 


West Hempstead, L. I., N. Y. 


*Fact Finders. Inc. 


THINK TWICE ABOUT TACOMA 


First: always think of Tacoma as a vital 
segment of the dominant Puget Sound 
Circle—biggest market in the Pacific 
Northwest. 

When your sales forces work this Puget 
Sound market, nine times out of ten they 
cover retail outlets in both Seattle and 
Tacoma at the same time. 
When distribution and mer- 
chandising is set in both metro 
areas, the advertising breaks. 


Unless it breaks in Tacoma at the 
same time, a good quarter of your sales- 
merchandising effort is wasted. 

That’s because of the second thought 
you have to keep about Tacoma. 

It’s a market that can not be covered 
by any outside newspaper or any com- 

) bination. Only the dominant 
Tacoma News Tribune—now 
delivering more than 85,000 
daily—can do the job. 


TTLE 


Ask the man from SAWYER - FERGUSON -WALKER and get the facts ys 
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What happens to 


purity stores 


ae a 


} 


‘food sales at 


, ere 
Purity Stores... 


—— 


\ 
‘ 


when THE BIG ONE puts on the pressure? 


Let Mr. J. R. Niven, President and Chief Executive Officer of 
Purity Stores, Ltd., give you just one example of what happens 
in food stores from coast to coast when products are advertised 
in THIS WEEK Magazine—the biggest thing in print: 


“WT IS no secret with us that the movement of merchandise adver- 
tised in THIS WEEK is noticeably accelerated at the time of 
publication. Therefore, we are always delighted to see suppliers, 
whose products we market, include THIS WEEK on their advertising 
schedule. It makes it easier for us to sell goods in volume, profitably.” 


J. R. NIVEN, President and Chief Executive Officer, 
Purity Stores, Ltd., 


Burlingame, California - 
97 stores. $100,271,427 annual volume. (FEC, 


to move goods fastest... 


Buy The Big One 


CIRCULATION MORE THAN 
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Use Premium to Get Faithful Buyer, 
Not Fickle Folk: O'Connor to PAAA 


Cuicaco, April 5—‘“Time after|best offer the next time she’s in 


time I have seen good, imaginative | 


premium ideas fail miserably be- 
cause they were aimed at the 
wrong target.” 

These words from Michael J. 
O’Connor, vp and director of mer- 
chandising, Foote, Cone & Belding, 
were delivered to the premium 
advertising conference, sponsored 
by the Premium Advertising Assn. 
of America, held in conjunction 
with the National Premium Buy- 
ers Exposition. 

“A premium, like any other 
form of promotion,” said Mr. 
O’Connor, “must attract the kind 
of customers who will buy again 
and again and again—and not 
concentrate solely on the fickle, 
indifferent buyer who buys your 
premium this month. 


the market.” 

While there is a real place for 
the big volume premium, especial- 
ly in the children’s field and in 
test marketing, Mr. O’Connor 
strongly recommended premiums 
that attract long-term users. 


@ He cited a special study by Mar- 
ket Research Corp. of America on 
cake mix sales over a six-month 
period. It revealed that 15% of 
cake mix buyers bought 55% of 
all the deal merchandise—yet in 
total volume, they accounted for 
no more than a normal share of 
total cake mix sales. 

“Put another way,” Mr. O’Con- 
nor continued, “MRCA found out 
that 15% of the cake mix buyers 


| tising manager, Procter & Gamble, 


|Cincinnati, noted that marketing 
. then goes| were taking over half the millers’ | 


on to buy the product making the | promotional dollars and in return | detergents in many foreign coun- 


were giving them virtually no | 
loyalty and practically no extra 
volume.” 

He said that MRCA found, as a 
general rule, “that one-third of a 
brand’s customers buy two-thirds | 
of its total volume. Here again it | 
seems to me we have evidence 
that numbers alone aren’t the 
answer—for if a premium is to be 
considered successful it must re- 
cruit heavy buyers, and I’m sure | 
you'll agree that premiums which | 
have the greatest appeal to the 
buyer aren’t necessarily the pre- 
miums which will bring in the 
greatest number of returns.” 

Mr. O’Connor defined the two 
basic requirements that gauge the 
success of a premium idea as (1) 
that it be a readily recognizable 
bargain, or (2) that it be suffi- 
ciently unique and desirable to get 
reaction. 


s David H. Trott, overseas adver- 


success for packaged synthetic 


PREMIUM PEERING—‘“Miss Something Extra,” Chicago model Michael- 
ain, cruised through last week’s National Premium Buyers Exposi- 


tion, Chicago, sponsored by the 
America, at 


tries depends heavily on a com- 
pany’s ability to develop good mer- 


IT’S THE PROS WHO MAKE THE HITS! 


In today’s market, only the professional approach gets to first 
base in producing advertising that sells. With Jam Handy’s 
professional, fitted-to-the-purpose techniques, your message 
scores with the right people. 


When you call on Jam Handy for motion pictures, slidefilms or 
presentations, you can count on getting results—results that 
only the experts can give you. Whatever your advertising needs, 


whether you sell products or ideas, 


our staff is trained, our 


studios equipped for versatile, thorough service. The Jam Handy 
Organization is prepared to give you the very highest quality 
. .. to make every advertising campaign a real hit. 

And costs are always realistic for top-flight quality. With Jam 


Handy One-Stop Service, one organization, one briefing, one 
accounting does it all. For consultation call . .. 


7c JAM HANDY Onjengection 


GROUP PRESENTATIONS OF IDEAS 


MOTION PICTURES « DRAMATIZATIONS « PRESENTATIONS ¢ VISUALIZATIONS + SLIDEFILMS ¢ TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4080 HOLLYWOOD, Hollywood 3-2321 DETROIT, TRinity 5-2450 DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


Advertising Age, April 11, 1960 


Premium Advertising Assn. of 
Navy Pier. 


chandise premiums. 

He said the merchandise premi- 
um trend has grown so great that 
in some countries a brand without 
a premium has little chance of 
success. 

Mr. Trott said only generalized 
explanations can be offered for the 
consumer appeal of in-package 
merchandise, and even these are 
speculative and subject to excep- 
tions. He cited two possible ex- 
planations: 

1. Permanent merchandise pre- 
miums seem to be popular in 
proportion to the living standards 
of the people of various countries. 

2. The “cracker jack” technique 
(in which the consumer doesn’t 
know what merchandise she will 
receive until the package is 
opened) seems to have most suc- 
cess in countries with legal lot- 
teries or where the people are 
otherwise conditioned to offers 
involving an element of chance. 


= The P&G ad executive listed 
the following conditions in areas 
where his company has operations: 


e Canada: The majority of wash- 
ing powder brands sold contain 
some type of merchandise in the 
package. Generally, the consumer 
knows from ads and from the 
package what kind of merchandise 
is inside. The consumer pays a 
small price premium for products 
with merchandise compared to 
those without. 


e Mexico: This is the origin point 
of the “cracker jack” technique 
and still the place of its greatest 
popularity. At one point it was 
almost impossible to buy a pack- 
age of well-known washing pow- 
der and not get a premium. 


e Venezuela: This country fol- 
lowed the Mexican pattern, which 
is still continued, but has also 
adopted the Canadian pattern and 
has come up with some variations. 
For example, one brand in Vene- 
zuela is putting edible products— 
such as a can of chili—in the 
washing powder package. 


e Europe: The permanent offer of 
merchandise premiums has be- 
come an important element in 
washing powder sales here, al- 
tfough not yet as dominant as in 
Latin America, and not yet ac- 
counting for as high a percentage 
of the total business as in Canada. 
“Cracker jack” premiums are 
found mostly in France, Italy and 
Belgium. # 


Sullivan to Sudler & Hennessey 


Jack Sullivan, formerly with 
G. M. Basford Co. and William 
Douglas McAdams Inc., has joined 
Sudler & Hennessey, New York, 
as manager on a medical account | 
group. 


Smith/Greenland Moves 


Smith/Greenland Co., New York, 
has moved to larger offices at 666 
Fifth Ave. 
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Q: What’s an Ad Page Exposure? 


AX I thought you knew. When a magazine reader turns to your 
gnt y g y 

ad page, he is exposed to it. Your ad’s on page 19. The reader’s on 

page 19. Bang—an Ad Page Exposure. 


Q: That seems Fundamental enough. But why make a fuss 
about it? 


As Come, come. As the manufacturer of Quinby’s Kumquats, 
how have you been selecting magazines? 


Q: Audience has been helpful. It told the number of people who 
look at or read some part of the magazine. 


A: Ah, but if that audience isn’t exposed to your ad page, what 
good is it? 


Q: Gee, I’m supposed to ask the questions, Atherton. What good 
is Ad Page Exposure? 


AX: You remember when you were selling kumquats door to door. 
Some doors opened when you knocked; some didn’t. Now I don’t 
know what your sales percentage was with the housewives who 
answered ... but I know for sure what it was where nobody came to 
the door. Each Ad Page Exposure is a proved face-to-face contact 
between your ad page and a reader. 


Q: How do the different magazines stack up at opening doors? 


— ATHERTON UNSCREWS 
THE UNSCRUTABLE 


Wasn’t it a Senator who said 
“unscrew the unscrutable,” 
Atherton? 


True, Quinby, but I’m bor- 
rowing it in a good cause 
—a Fuller Explanation of 
the Fundamentals of Ad 
Page Exposure. 


As So happens there is a new study of media effectiveness. And 
pe y 
it shows that Life and Look aren’t too far behind the Post. 


Qs What's the box score? 


As I just happen to have the figures right here: Post—30,861,000 
Ad Page Exposures, Life—30,110,000 APX, Look—30,702,000 APX. 


Q: Hmm-m. But which should I use for Quinby’s Kumquats? 


As Buy all three—at a cost per thousand Ad Page Exposures of only 
90¢. Or, if your budget holds you to one, remember there are impor- 
ant qualitative differences in magazines and you choose accordingly. 


Q: Well, I’m looking for exposures to bigger families with more 
money to spend. 


As Then you want the one magazine that gives you high frequency 
exposure to high quality readers in each issue ... the Post. Your Post 
ad page is seen by heavy-consuming larger families 3 million more 
times than a Life ad page, 1% million more times than a Look 
ad page. And among the $4000-and-higher households that spend 
two-thirds of all durable and package goods dollars, the Post gives 
you half a million more Ad Page 
Exposures. To see how high fre- 
quency can work for you, ask your 
Post salesman for a demographic 
breakdown. 


Qs I will! Pll ask him for the 
Republican breakdown, too! 


A CURTIS MAGAZINE 


The Saturday Evening 


POST 


THE INFLUENTIALS’ MAGAZINE 
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‘N.Y. Times’ ‘59 Ad 
Revenue Hit Alltime 
High of $80,792,555 


Advertising Age, April 11, 1960 


\tion. Advertising—less discounts,,; when revenue is certain to drop; margin be widened. To accomplish | bl . 

‘commissions, allowances and re-|more rapidly than expenses can, | this in part, advertising rates in all Hit Rival Fuels, 
turns—totaled $80,792,555 in 1959,|or should, be cut,” the Times said.| major categories have recently | 

jas against $65,833,213 in 1958 and | |been increased [and] a major ef- 
| $66,922,473 in 1957. (In March, the| # “In periods of prosperity,” the|fort is being made to control 
| Times said in an ad that the gross| report continued, “this margin is| costs .. .” 


New York, April 7—The New |cost to advertisers of space run in 
York Times grossed a record $103,- | 1959 was over $90,000,000.) 


269,682 from its newspaper opera- | 
tion in 1959, a gain of some | 
$17,600,000 over its 1958 gross of | 
$85,576,162. 

Net income from newspaper op- 
erations last year—which the 
Times said was not comparable 
with 1958 because of an extended 
newspaper strike that year— 
amounted to $1,867,869, as against 
a 1958 net of $166,052 and a 1957 
net of $1,462,814. 

From all operations, including 


dividends from Spruce Falls Power 
& Paper Co. Ltd. and gains from 
sale of real estate, the Times last 


s Circulation during the year 
brought in $20,426,594, compared 
with $17,969,856 in 1958 and $17,- 
899,419 the preceding year. 

Ad volume in 1959 amounted to 
a record 60,056,995 lines, compared 
with 50,655,463 lines run up in 
strike-bound 1958. Linage in 1957 
totaled 52,334,513 lines. 

Commenting on its general fi- 
nancial shape, the Times noted that 
increased daily and Sunday circu- 
lation prices in its 50-100 mile zone, 
increased ad rates put through in 
1959 and gains in advertising vol- 


year netted $3,001,460, as against | ume provided sufficient revenue to 


$1,285,359 in 1958. 


cover increased costs of operation. 


In its statement to stockholders, Its 1959 margin of income from 
the Times attributed the record | newspaper operations, however, “is 
gross from newspaper operations to|too narrow to provide adequate 


gains in advertising and circula-| 


protection in periods of recession 


not sufficient to build up the funds | 
needed to finance future growth. 
It is therefore essential that this) 


A breakdown of advertising lin- 
age by classification was reported 
by the Times as follows: 


1959 1958 1957 
» PARES 1 «See <r Ye Oe 60,056,995 50,655,463 52,334,513 
ED tet cgaihatiatthsansihnsersexccsse 24,273,090 21,651,768 22,252,646 
NEE, citi cnssnsencsasciiilimccdions 15,708,245 13,496,982 12,878,192 
I  ircistestlocerecttaocareess 1,541,780 1,308,289 1,550,863 
UIIIIE”  coccicalinisdeiasipaeeceseseoosabenas 2,467,926 1,890,470 1,886,076 
RON EE ee 16,029,067 12,262,228 13,714,210 


Baltimore Gas Co. Runs 
‘Count on the Sun’ Contest 


$500, will go to the contestants who 
come closest to estimating the 


The Baltimore Gas & Electric hours and minutes of sunshine 


'Co. is using heavy advertising 
in the Baltimore Sun and the Balti- | 
more News-Post to promote its 
|*Count on the Sunshine” contest 
| designed to stimulate sales of nat- 
ural gas heat during the slump sea- 
son for heating equipment sales. 
Prizes, including a first prize of 


uring May, 1960. Double prizes 
will be awarded winners who con- 
tract for gas heat between April 1 
and May 31. Contestants must 


|agree to a free heating survey and 


estimate on the cost of changing to 


|natural gas heat. Emery Advertis- 


ing Corp. is the agency. 


REG. VU. S. PAT. OFF. 


and 
DACRON 


eec. uv. S. 


PAT. OFF. 


are 
trademarks, 
too! 


As this helmet identifies the fireman, our trade- 
marks identify the unique qualities and char- 
acteristics of two of our modern-living fibers. 
“Orlon’’* distinguishes our acrylic fiber; 
“Dacron’’*, our polyester fiber. As we use and 
protect these trademarks, they become more 
meaningful and valuable both to consumers 


and to the trade. 


For handy folders on proper use of the trade- 
marks ‘“‘Orlon”’ and ‘‘Dacron’’, write Product 


Information, Textile 


Fibers Dept., Section 


AA, E. I. du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 


TEXTILE FIBERS DEPARTMENT 


C6 yu 5. pat OFF 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


*DACRON and ORLON are our registered trademarks. When you use them: Distinguish them—Capitalize and use quotes or italics, or otherwise distinguish by color, 


lettering, art work, etc. Describe them— Associate them with their generie terms—for DACRON the generic term is 
acrylic fiber. Designate them—As Du Pont's trademark for its polyester (acrylic) fiber in a footnote or otherwise. 


ree = Ye 


r fiber, for ORLON the generic term is 


Compton Urged in 
EEI Presentation 


Cuicaco, April 5—Members of 
Edison Electric Institute today got 
a look at part of the presentation 
which won EEI’s Live Better Elec- 
trically program for Compton Ad- 
vertising. 

Compton was named last week 
to succeed Fuller & Smith & Ross 
on the account, which is expected 
to bill more than $2,000,000 (AA, 
April 4). 

Ralph Zeuthen, Live Better Elec- 
trically program director, dis- 
cussed the new plans at EEI’s 26th 
jannual sales conference. In es- 
|sence, they stress a more concen- 
|trated and more competitive ad 
| drive. 
| He showed. Compton’s “recom- 
;mended copy platform,” which al- 
|ready has been approved by the 
|proper EEI committees. Among 
| the recommendations: 


|e Advertising should be “sharply 
competitive” with other fuels. 

|@ This can be done by “exploiting 
‘the exclusive consumer benefits 
|which stem from the fact that 
| electricity is flameless.” 


|@ Advertising should persuade the 
|woman that she will increase her 
|stature as a “smart home man- 
ager” by using electric appliances, 
and should project a picture of all 
members of the family “living bet- 
| ter electrically.” 


e Advertising should give prom- 
inent and consistent display val- 
ue to the theme line, “You live 
better electrically.” 


= Mr. Zeuthen said advertising 
will concentrate on “the most crit- 
ically competitive subjects: ranges, 
water heaters, dryers, heating and 
cooling and Medallion (all elec- 
tric) homes.” 

He stressed that research (by 
F&S&R) on the “live better elec- 
trically” slogan revealed that it 
evokes a “warm, believable, happy 
thought. This is worth millions 
of dollars to us and we must pro- 
mote it.” 

The research also showed that 
housewives look upon flame as old 
fashioned, he added, which is why 
LBE ads will stress ‘‘flameless” 
electricity. - 


= Research was also the topic of 
another speaker, Dr. Virginia 
Miles, vp and research director of 
McCann-Marschalk. 

She reported that research 
which her company has done indi- 
cates that consumers have a gen- 
erally unfavorable attitude toward 
gas and electric companies, pri- 
marily for these reasons: 


e The feeling that utilities sell 
something that is essential to life, 
thus being in a position to with- 
hold the sheer necessities of life 
from unfortunate people. 


e The feeling that the consumer 
is deprived of freedom of choice, 
since utilities do not face compe- 
tition. 

e The feeling that utilities merely 
supply natural phenomena (gas or 
electricity) without adding any- 
thing to it. 


® “As a result of these underlying 
attitudes,” Dr. Miles said, “good 
service and low rates become 
something the consumer thinks the 
utility owes him.” 

Some utilities are viewed favor- 
ably by the public, she said, be- 
cause they make a concerted effort 
to get a good image. “Different 
images stem both from the goals 
and practices each company has 
set itself, and also from the con- 
tent and impact of their advertis- 
ing and other sales promotion ef- 
forts.” # 


$ 
. 7 t -/ ? A = = ae : d 2 ? ; , 3 , ; : - , 
i F | 
I 
et ay 
# me Nin 
a ie 
ag - igs 
: fat! 
: ae. 
: i eS 
a 4 
vue 2 — ‘ 
=o ae 
| | oP ar 
. a | Pe “ ie 
ee coer 
TOE 
ee : 
ee 2 Ne 
aie eS 
Seat 
7 = aes 
‘ — ‘ aw 
Fp oo. Th Ce 
ae a soo xt ' 2 = il Se in 
= on tier : ~ oe Sige ™ , 
“ga ry oe eo a ae oe 
i PH Seat ae Me Ta SR i RN — S Pa? 
_ Pee PM “42 a 
2 = ow i a preg 7 ‘ i 
“ / ee a = a _ 4A ae A vi 
es ay j > ee 4.8 es j eee % a 
ae mail 2 i ae ia: cet Pek i Dh. P as 
aed ” ee Stl & aes ie ESR ae 
* 7 # . a ae - ae oh hers . 
j rae ok ieee geet ee) Z a : 43 Ga \* wy 
. Sc ee ' TO) nnn 
~ Meare ARE ee moe ae =a bai a | 
f : : eh % = 
aap ’ Y : * ae irs 
: oo ~ a. : x aig teed ‘ 
nei é  <iatinaal Nl So ‘ ines 5 ieee 
re Ge aaaMeesEr DEITIES IS. : ae 
4 TY ae nen peak re | 
% - —— <n : i uta me See ie aes ee 
ip ee ae at SAF a Bat PS aca 
a — Ss — 8 a ee reer 
e ——— an . 7 : 
am a 3 a Lt Sigs i 
ss: | Se 
ori : 
ts vA 
: zs | P £% 
ae 
me, 7” 
Bite | st 
: : a fate. 
es RENE. 
he | _ 
eae ee 
erry ae ae 
te ah : 
ie : 
ee 
rE : 
Pah 
Fae Bich 
eli eae 
EE | 
eee) | 
a ey 
ny tees | , 
See bas) Bs 
Pare Ske 0 
at 
ea | ; 
ve eee zi 
= a : 
iy 21 | 
es | | 
2 — 
ety i 
ae. 2 = 
ier . 
‘x eh a3 - < = 
= ree 4 F 
oe he 4 3 
Sea toi é 
Dt Ob te | a 
Ri alge es , 
Sea : 
ne tpi 
ee ae 
eg Se 
fat. | | 
| 
| PC | . 
iia 
- - | Wig 
* ee | % 
Po | 
| 
| | 
| 
} 
QU POND | 
| ; 
ee ‘ | : 
q 
ig 
he 
| 
| f 
” ; ‘ is . a 
Soe ee z a Se ead wae 52 tin he te meta NS ae Mee pee hs a eis sas pe 
} rat he Te aes “ed Mee ei, pay oer Ripe Pt Bee Pip VTE AA oe ER i ea Ee Aa ee bt : 
cate to ge OS? BREE EY Sag a ® VI Wee tery! ) Se me. Veg 7 ar 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


la ig 3 Pee ee 
a 
oii 
* 
~ 
* 
tied 
i 


Beeline station radio broadcast markets are fertile with 
sales potential. For example, in Bakersfield — home city 
of KERN —retail sales are even greater than in Erie, Pa. 
(with almost 3 times more population ) and San Berna- 
dino, Calif. (almost twice as big! ).° 

Kern County, with Bakersfield its county seat, pro- 
duces a quarter of all the State’s oil . . . is the third 
largest agricultural county in U. S. . . . is important in 
mining, food-processing, metal fabrication and as a 
distribution center. 

The most effective way to beam your radio message 
into the thriving Bakersfield market is on KERN, the 
Beeline station in Bakersfield. 

As a group, Beeline stations give you more radio 
homes than any combination of competitive stations 
... at by far the lowest cost per thousand. 

(Nielsen & SR&D ) 


*Sales Management’s 1959 Survey of Buying Power 
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Kern County Administrative and Courts Building 
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SACRAMENTO, CALIFORNIA 


PAUL H. RAYMER CO., 
NATIONAL REPRESENTATIVE 
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Pepsi Hits New Spot- 
BBDO Instead of K&E © 


(Continued from Page 1) | the agency: John H. Soughan, vp- | 
gerald-Sample; Foote, Cone &| marketing services; Philip B. Hin-| 
Belding, and Needham, Louis —_ vp-advertising, and Allan 
Brorby. A 12th agency, Young &/|Pottasch, director of marketing 
Rubicam, widely regarded as a/| services. 
contestant, last week told AA it| And it may be that Young & 
was not in the running. {Rubicam never figured in Pepsi’s 

For BBDO the $10,000,000 Pepsi | planning—despite published re- 
plum, which falls officially into| ports that the agency had been in- 
the agency’s basket about Aug. 1,|vited to solicit the account—be- 
was piled atop last month’s acqui- |cause Y&R last year took on Pep- 
sition of Dodge cars and Dodge | si’s Los Angeles bottler. 
trucks (while losing De Soto and| 
Valiant), for a net gain of about|# The L.A. bottling operation is 
$14,000,000 in billings; the addition) owned by Bernard Relin, whose 
of Warner-Lambert’s Bromo-Seltz- | New York public relations compa- 
er in February, worth $2,500,000 in|ny was once very close to Pepsi | 
billings. Its recent losses were the | and handled its publicity for a long | 
$1,500,000 Penick & Ford account to| time. But Mr. Relin and the top | 
Grant Advertising; Hat Corp.’s | management of Pepsi reputedly 
Cavanaugh hats, billing $40,000, to| had a disagreement, and Mr. Relin | 
Grey Advertising. |lost the soft drink as a client.) 
Trade sources regard the Pepsi-| 
Relin split as indicative of contin- 
| uing ill feeling between both sides. 
\In such an atmosphere, it would | 
be unlikely that Y&R could ever | 
have been regarded as a serious | 
contender for the Pepsi accounts. 

Another explanation had nothing 
to do with personalities. It had it 
that Y&R could not possibly have 
taken on the parent company, since | 


s Kenyon & Eckhardt’s track rec- 
ord in the first quarter of 1960 
looked like this: Resigned the 
$1,500,000 Wilson meat advertis- 
ing; added Elgin Watch in Canada; 
picked up the $500,000 Reddi-Wip 
business. 

K&E also figured in the biggest 
account change of 1959. This saw 
the $12,000,000 Radio Corp. of| 


America business moved out of 
Kenyon & Eckhardt last August 
in favor of J. Walter Thompson 
Co., the agency which had lost the 
business to K&E in 1954. 

There were some ironical simi- 
larities in the RCA and Pepsi losses 
for K&E. 

e Item: Pepsi sales and profits 
reached record levels in 1959 (vol- 
ume zoomed from $142,217,863 to | 
$157,769,109, and net ineome!| 
jumped from $11,547,954 to $13,- 
873,843. RCA posted gains of 17% 
in sales and 29% in net profits last 
year (volume was $1.37 billion and | 
after-tax profits were $40,000,000). | 


e Item: Pepsi had “deep regret” 
for moving out of K&E, which it 
knew was “capable of fine and full 


Mr. Relin’s plant also bottles Hires | 


SEER?—When this 
shot of William 
Lewis, president 
of Kenyon & 
Eckhardt (le ft), 
and H. L. Barnet, 
president of Pep- 
si-Cola, was tak- 
en in 1956, the 
two were in close 
accord, but the 
seemingly clair- 
voyant waiter 
apparently saw 
the split-up com- 
ing four years 
hence. 


epsi ‘Ran Scared’ 
in Seeking Agency. 
Hinerfeld Explains 


New York, April 7—‘‘We have 
to run scared.” 
This was Phil Hinerfeld’s ex- 


Advertising Age, April 11, 1960 


Ratings Not Sole 
Basis for TV Buy: 
Lorillard’s Gruber 


We Buy Short-Term 
To Avoid Popularity 
Ebb-Tide, He Says 


New York, April 5—One of tele- 
vision’s major selling points—the 
ratings system—received a left- 
handed swipe today from the chief 
executive of one of the medium’s 
biggest users—P. Lorillard Co. 

In a speech to stockholders to- 
| day, Lorillard’s chairman and chief 
executive officer, Lewis Gruber, 
revealed some of the philosophy 
behind the company’s advertising 
program, particularly in its use of 
television. 

Noting that more advertisers are 
increasing their “exploitation 
budgets,” Mr. Gruber predicted 

| that this will one day “pose a seri- 
would you have us do? We don’t! ous problem from the standpoint of 
think we were unfair to K&E. In|clear product exposure. 
fact, we gave them preferential) “Large firms are using more 
treatment. If we had decided to| space and placing increasingly siz- 
stay at K&E, we would have been|able schedules for tv and radio 
better off for having gotten the) time,” he said. “While print media 
agency to look ahead to the prob-| can add pages, the additional vol- 
lems—they are actually opportu-| ume could lessen impact. However, 


nities—facing us.” 


advertising involving air time can 


root beer and Bireley’s soft drinks, | Planation of why Pepsi-Cola de- 


Mr. Hinerfeld said that in the 


|look at the different sources of 


and Y&R handles that advertising. | 


Serene Surface Hid 
Pepsi-K&E Tension, 
Some Observers Feel 


(Continued from Page 1) 
has been reviewing all the mar- 
keting services it buys. This re- 
view extended not only to agency 
service but to the suppliers of 
such items as point of sale dis- 
plays. 


s In this context, it was decided 
that the company should take a 


cided to review its agency service, 
despite the ever-rising sales of the 
company. 


next 10 years Pepsi would spend 
between $350,000,000 and $400,- 
000,000 on advertising, and he said 
Mr. Hinerfeld, Pepsi’s advertis-|it was incumbent on the com- 
ing vp, told ADVERTISING AGE that/Pany to re-evaluate its program 
the company was looking ahead to| in this light. ; 
the 1960s and was therefore re-| It was no secret at Pepsi that 
viewing all the services it buys.|Charles Brower, president of 
“We are reaching for new goals,” |BBDO, made a big hit with the 
he said, “and we have told all our|\Ccompany. Mr. Brower personally 
suppliers the same _ thing.” headed up the agency’s presenta- 
Mr. Hinerfeld said he was proud|tion, and the Pepsi executives 
of the way Pepsi conducted this| were impressed with his approach. 
agency hearing. “It was on the 
up-and-up, with all the cards on 
the table,” he said. “There was 
absolutely no pressure from uncles 
or brothers-in-law or anybody.” 
The basic measuring rod used 


s “BBDO may have been a little 
stodgy some years ago,” said one 
Pepsi executive. “But it’s differ- 
ent now. We wouldn’t work with a 
stodgy agency.” 


supply in the advertising field. 
The decision to undertake this 
review was probably hastened by 
agency-client difficulties. 
® Kenyon & Eckhardt, by its own| For example, it is known that 
admission, made a “heroic effort” | some Pepsi bottlers have been 
to save the Pepsi business after it | critical of recent Kenyon & Eck- 
became known that the client was | hardt advertising. One of the ques- 
sending out invitations “to a group | tions raised was whether the soph- 
of agencies selected to meet certain | isticated, high-fashion advertising 
specifications that Pepsi-Cola Co.| theme had outlived its usefulness. 
held essential.” | One complaint that reached 
In a memo sent to his staff at| Pepsi’s top management was: “Our 
4:05 p.m. Tuesday, William Lewis, | advertising isn’t as good as it was 
president of K&E, wrote: three years ago.” 


service.” RCA hailed K&E’s “cre- | 
ative excellence” on the account. 


= “The attached letter [announc- |g One beverage industry execu- 


ing Pepsi’s departure] was re-| 
ceived at 3:40 this afternoon. I am| 
sorry to send this news. I want to 
say this agency made an heroic ef- | 
fort to save the Pepsi-Cola ac- 
count, and we have nothing but! 
praise and admiration for the extra 
efforts contributed by a host of tal- | 
ented and dedicated Kenyon &| 
Eckhardt people. To every one of | 
them, my heartfelt thanks. 

“We are proud of our record of | 
service to Pepsi-Cola, we are glad | 
we were able to contribute mate- 
rially to their progress, and we 
wish them every success in the| 
years ahead. 

“T know that all of you will con- | 
tinue to give full and prompt serv- | 
ice on the account until the official | 
termination date [which is yet to) 
be announced]. 


,at Pepsi’s beautiful sales curve 


;seemingly happily-married couple 


tive said it would be naive to look 


and assume that therefore all was 
well with the agency-client rela- 
tionship. He pointed out that a 


sometimes end up in the divorce 
court—to the great surprise of 
their friends. 

“No one but the husband and 
wife know what happens after 
the door is closed and the guests 
go home,” he pointed out. 

Another source close to the 
Pepsi situation said the agency 
could not always be credited with 
sales gains of the client. “Pepsi 
has a hot marketing team,” he 
noted. 

Finally, it was pointed out that 
Pepsi had simply decided to go 
outside and see what services were 


“By that time, we hope that we/available to measure up to the 
shall have sufficient new billing| Kenyon & Eckhardt services. Once 
to continue K&E’s uninterrupted| it saw, it left. 
growth.” 


|= According to one observer, after 
= Personalities may have played Pepsi got a long look at the BBDO 
paradoxical roles in the account operation, the prevailing opinion 
switch. K&E lost out despite the|at the company was, “Why fight 
fact that Pepsi-Cola’s marketing | with bayonets when atom power is 


team is dotted with graduates from | available?” + 


by Pepsi was a comprehensive 
questionnaire that was left at 11 
advertising agencies. This ques- 
tionnaire covered the agency’s en- 
tire operations, including billings, 
principal accounts, pension plans, 
ownership, research services and 
media buying practices. It also 
asked for the name of the account 
supervisor who would be respon- 
sible for the account and his sal- 
ary range. 


= The questionnaire ended with 
requests for a “short 500-word 
summary indicating how you feel 
you could contribute to Pepsi-Cola 
company’s growth” and “a short 
statement on your philosophy of 
doing business.” ‘ 

Mr. Hinerfeld said that the 
answers to the questionnaire made 
up 60% to 70% of the selection 
decision. The other important fac- 
tor was the people Pepsi’s execu- 
tives met during the interviews. 

Pepsi indicated that it was 
highly impressed by the creative 
force at BBDO. Mr. Hinerfeld 
emphasized that Pepsi did not ask 
for any speculative advertising, 
but agencies were encouraged to 
show examples of the work done 
for their clients. 

The main point, Mr. Hinerfeld 
said, was to get the agencies to 
talk at length about how they 
would service the Pepsi account. 

Mr. Hinerfeld defended the 
company’s decision to invite the 
present agency, K&E, to submit 
its ideas along with the others. He 
took strong exception to the AA 
editorial of March 21, in which 
this practice was termed unfair 
to the present agency and an “im- 
possible situation” for it. 

e Mr. Hinerfeld 


said: “What 


The last thing Herbert Barnet, 
president of Pepsi, told Mr. Brow- 
er on Tuesday was that the com- 


all on BBDO as far as personnel 
went. “It’s up to you to service the 
account with the people you want,” 
Mr. Barnet told Mr. Brower. 

“You’re my kind of man,” said 
Mr. Brower, with a final hand- 
shake. + 


Plough Net Hits 
'New High; ‘59 Ad 


Level Was $7,000,000 


Mempuis, April 7—Plough Inc., 
marketer of proprietary drugs and 
owner of five radio stations, spent 
$7,000,000 on advertising in 1959 
while earning, after taxes, $2,656,- 
804. 

Last year’s net sales were $34,- 
021,806, compared to $31,517,125 
in 1958. 
| The advertising expenditure was 
| $650,000 more than the 1958 figure, 
|/and more than two and one-half 
times the amount spent five years 
ago. 

The net earnings were the high- 
est in Plough’s history—up 15.3% 
over 1958. Earnings per share 
equaled $2.10, compared to $1.88 
in 1958. # 


Zlowe Adds Two Accounts 


pany would make no demands at 


go no further than the clock per- 
mits.” 


= Mr. Gruber said that Lorillard 
invests in many types of tv pro- 
ping to reach proper age groups 
|for its products. He said tv, how- 
ever, is a medium “of fads and 
| fancies, ruled by audience influ- 
ence and questionable ratings.” 

He gave stockholders a rundown 
on how the company picks its pro- 
grams. 

“We avoid making long-term 
commitments in order to guard 
against being caught in an ebb-tide 
of waning talent and program pop- 
ularity,” he said. ““‘When we feel a 
program has served its purpose, 
we seek a replacement. And may 
I remind you that high ratings are 
not necessarily indicative of magic 
selling ability. Many -shows with 
moderate ratings do far better at 
| the cash register.” 

In a question and answer session 
following his talk, Mr. Gruber 
|side-stepped a query on the com- 
|pany’s ad expenditure, saying that 
estimates published in the trade 
press were “pretty close.” 


= According to ADVERTISING AGE’s 
annual listing of 100 leading adver- 
tisers, P. Lorillard spent an esti- 
mated $28,000,000 in 1958. And 
according to Television Bureau of 
Advertising’s breakdown of spot 
television expenditures, the com- 
pany ranked the 18th biggest 
advertiser in the medium in 1959, 
investing $4,177,170. In 1958, Loril- 
lard invested $6,717,450 in spot tv, 
making it the llth biggest user. 
In network tv, TvB placed Loril- 
lard as the 11th biggest user in 
1959 with an expenditure of $12,- 
825,558. This compared with a 1958 
network tv budget of $9,791,226. 
Lorillard currently sponsors al- 
ternate weeks of “Hennessey” and 
“Johnny Ringo” via CBS, and has 
alternate weeks of “Arthur Mur- 
ray” and one-third of “Overland 
Trail” on NBC. Until January, the 
company had participations on 
ABC’s “Bourbon St. Beat.” Before 
that it had dropped. “World of Tal- 
ent” because of poor ratings and 


Preston Shirt Co., New York, 
_maker of women’s shirts, has ap- 
|pointed Zlowe Co., New York, to 
j|handle its advertising, succeeding 
| Papert. Koenig, Lois. Zlowe also Jordan, Sieber Adds One 
j|has been named to handle adver- Smith-Dorsey division of Wand- 
tising for Radiation Applications, |er Co. has appointed Jordan, Sieb- 
Long Island City, nuclear, chemi-| er & Corbett, New York, to handle 
cal and electronic research and| advertising for its new ethical drug 
| development company. product, Kanulase. 


replaced the program with “21 
Beacon St.,” which it dropped in 
March. # 
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In electronics, the 
bandspread method of 
tuning permits rapid and 
easy selection of the 
desired signal. 


bandspread (ez 
p of bandspread tuning is 
found in your home 


TV receiver. After selecting 
the desired channel, the 


fine-tuni trol it 
bandspread racoanae 


the station. 


band spre ad The editorial format of 


Electronic News employs the 
bandspread technique. 
Separate sections present 
news of each major industry 
segment. Within each. news 
section, engineers and 
executives readily zero in on 
the news they need. 


lectronic. News 


paper ®* oe 
THE inDbuUSTRY’S weeKtY news 
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Cigarets Cause 
Cancer, Medics 
Insist at Trial 


Experts Testify in 
$1,125,000 Damage Suit 
Against Liggett & Myers 


PiTTsBuRGH, April 7—A trio of 
medical specialists joined in put- 
ting the blame for lung cancer on 
cigaret smoking during a trial of a 
$1,125,000 damage suit brought by 
Otto Pritchard, a 61-year-old 
Pittsburgh carpenter, against Lig- 
gett & Myers Tobacco Co. 

Mr. Pritchard charges that he 
had a cancerous lung, which was 
removed, because he was a heavy 
smoker of Chesterfield cigarets. 
Testifying in federal court here, all 
three of the experts stuck stub- 
bornly to their opinion that cigarets 
are the “common denominator” in 
causing the disease. 


# Cross-examined by attorneys for 
the company that makes such 
heavily advertised brands as Ches- 
terfield and L&M, the medical men 
admitted there may be predispos- 
ing factors, such as air polution, 
which may make humans more 
susceptible to cancer. They also 
admitted they do not know the 
“basic mechanism” which causes 
lung cancer. 

But they refused to budge from 
their collective opinion that cigaret 
smoking is the basic cause. They 
further testified that there is no 
controversy in the medical profes- 
sion on this point. 


s Those testifying as medical ex- 
perts were Dr. William F. Kremer 
of Hartsdale, N. Y., medical direc- 
tor of Denver Chemical Corp.; Dr. 
Richard Overholt, head of Over- 
holt Thoracic Clinic, Boston, and 


Dr. Victor H. Kaunitz of Buffalo, | 


thoracic surgeon. 


Doherty, Clifford 
Passes Optical Assn. 


‘Test’ tor Account 


New York, April 7—There’s ap- 
parently nothing much wrong in 
Doherty, Clifford, Steers & Shen- 
field’s relations with the Federal 
Trade Commission, because the 
Better Vision Institute yesterday 
named that agency to handle its 
upcoming national “vision care 
program.” 

Early this year, the Optical Man- 
ufacturers Assn. decided to use 20 
questions in its search for an agen- 
ley to handle a $750,000 industry j 
promotion program. The question- ‘ 
naire went to “six or seven” un- 
identified agencies which were 
asked whether “you or any of your 
accounts are currently involved in 
FTC investigations. If so, name the 
accounts and state the circum- 
stances” (AA, Feb. 15). 

The institute, founded in 1929, 
is aiming at educating the public ' 
to the need for professional vision 
care. It said a recent study showed 
one-third of all Americans who do 
not wear glasses have visual de- 
fects that require correction, and 
that 40% of those who do wear 
glasses have not been re-examined 
in nearly four years. 


s BVI, a public education organi- 
zation for the ophthalmic industry 
and professions, represents optical 
manufacturers, wholesalers, pre- 
iscription opticians, optometrists 
land ophthalmologists. The Optical 
Manufacturers Assn.—members of 
|the industry-wide institute—raised 
the promotion funds for the forth- 
coming campaign, then turned 
|\them over to Better Vision. In 
view of this, it was the association 
‘that sent out the agency question- 
|naires. The association has never | 
|previously advertised; the insti-| 
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OUTDOOR TOPPERS—Sunbeam bread topped the leading ten outdoor 

advertisers in the Starch national ratings for the four weeks ending 

March 9 with a copy performance index of 88. Coca-Cola posters 

placed second and third with 85 and 65. The remaining top raters 

were Atlantic gas (59); Hamm’s beer (55); Standard Oil (Ind.) (53); 

Budweiser beer (50); Schaefer beer (48); Ford car (46); Delco bat- 
tery (44), and Olympia beer (44). 


‘tute did some advertising several | 
|years ago. + 


_CFAC to Sponsor Collegiate 
| Advertising Conference 
Thirty-five students from 17)! 


No ‘Monkey Business’ on Royal-Wedding 
Shows, Networks and Advertisers Promise 


New York, April 7—Sponsors|back three special programs of | 


Advertising Age, April 11, 1960 


Chrysler Leads 
Account Switches 
in First Quarter 


(Continued from Page 1) 
sible for the second biggest re- 
alignment. The Love Pat, Moon 
Drops, Ultima cream and makeup 
and Sun Bath account was moved 
to Grey Advertising from C. J. La- 
Roche & Co. Grey also acquired 
the Top Brass and Hi & Dri ac- 
count from Mogul Williams & 
Saylor, for a billing total of $4,- 
500,000. 


es Warwick & Legler was given 
Revlon’s Intimate fragrance and 
Baby Silicare account, formerly 
held by C. J. LaRoche, and the 
Aquamarine fragrance and Satin 
Set account, formerly held by 
Mogul Williams, for a total of 
$1,000,000 in billings. 

Third in the tabulation was Cal- 
vert Distillers Inc. The company 
took its Lord Calvert account 
away from Cohen, Dowd & Ale- 
shire and the Calvert Reserve and 
gin account from Grey Advertis- 
ing—a billing total of $5,100,000— 
with both liquor accounts going to 
Benton & Bowles. 

Union Oil Co. of California 
switched its $3,000,000 account 
from Erwin Wasey, Ruthrauff & 
Ryan to Young & Rubicam, repre- 
senting the fourth largest agency 
| change. + 


Jersey Standard Net 
Increases 12% in ‘59; 


Revenue $8.7 Billion 


New York, April 6—Standard 
|\Oil Co. (New Jersey) this week 
‘reported consolidated net income 
|for 1959 of $629,778,000, a gain of 
/12% over 1958 net income of $562,- 
| 475,000. 

In its annual report, the com- 
|pany said revenues from sales and 


|midwestern colleges and univer. | Of the U. S. tv coverage of the | the Princess over NBC-TV. CBS | investments in 1959 totaled $8.7 
sities. most of whom are market- | royal wedding of Princess Mar- is still looking for a sponsor for |b inion a 5%% gain over total rev- 
ing - journalism majors, will at- | aret to Antony Armstrong-Jones|its 45-minute special scheduled | | ues in 1958. 

tend the Collegiate Advertising | will bend over backwards to main- | for the day of the wedding, May 6, | Operations in the U. S. ac- 
|Conference of Mid-America to be tain the propriety of the occasion. at 11: 15 P. m., EST. Tapes will be| counted for some 34% of consoli- 
‘held in Chicago from April 18-20, | These cautious advertisers,|sent via jet airplane or a trans- 

Sponsored by the Chicago Feder- 


\dated earnings, the company said, 
ated Advertising Club, the three- 


| Frigidaire and Yardley, as well as| atlantic cable film system for | hile other western hemisphere 
‘the networks, will use every | presentation on all three networks. | (erations accounted for 38%. 

day program will include discus- 

|sions with leading advertisers, 


means to avoid a recurrence of | . d f 
: , ‘ | Eastern operations accounte or 
\the comments of poor taste|# First of the NBC specials is an | the remaining 28% of earnings. 


lelicited by the coverage of Queen | hour show, “The Princess and the | 


All three said they appeared 
voluntarily as witnesses, and are 
not being paid to testify. 

The trial is expected to continue 
into next week after a weekend 
recess and both the plaintiff and 
the defendant are expected to call 
a number of additional witnesses 
during the first day of the trial. 
Attorney J. P. McArdle, counsel for 
media 


Mr. Pritchard, announced that he 
intended to show that Chesterfield 
advertising has been “deceitful” 
and that Liggett & Myers was neg- 
ligent in not recognizing that ciga- 
ret smoking causes cancer, but this 
issue has not cropped up so far. 


= Liggett & Myers lost a minor 
legal skirmish soon after trial of 
the case started. 

Contending that medical scien- 
tists simply do not agree as to 
whether cigaret smoking causes 
lung cancer, attorneys for the com- 
pany asked for a hearing on the 
value of such testimony. Their ar- 
gument, in brief, was that such 
testimony is not competent and 
sufficiently based on scientific evi- 
dence. 

Judge John L. Miller ruled, how- 
ever, that he would hear the testi- 
mony and “rule thereon as the 
case proceeds.” + 


Nielsen Co. of Canada 
Expands Broadcast Service 

A. C. Nielsen Co. of Canada Ltd., 
Toronto, has expanded its Broad- 
cast Index service across Canada 
to include 15 major markets, 
which account for more than 80% 
of Canada’s tv homes. The 15 
markets are Calgary, Edmonton, 
Hamilton, Halifax, Kingston, Lon- 
don, Montreal, Ottawa, Quebec 
City, Regina, Sherbrooke, Toronto, 
Vancouver, Windsor and Winni- 
peg. 


agencies, executives and 
other key personnel engaged in 
marketing. 

In addition, visits to the Chicago 
Federated Advertising Club, Chi- 
|cago Sun-Times, R. R. Donnelley 
'& Sons, General Foods, McCann- 
Erickson, A. C. Nielsen Co., Fred 


when some “monkey business” in- 
vaded the ceremony. The showing 
of a picture of chimpanzee J. Fred 
|Muggs, of tv fame, along with 
;speculation of ‘fa coronation in a 
{monkey kingdom” midway in 
the religious service brought a 


A. Niles Productions, Standard | : 

Oil Co. (Indiana), Swift & Co., deluge of scathing comments from 
and ADVERTISING AGE, are sched-| ‘the British press as well as from 
uled. ‘ \critics in this country. 


The networks and sponsors were 
charged with overcommercializa- 
tion and other indiscretions, in- 
'cluding references to automobiles 
/as “America’s crown jewels” and 
| the “queen of the road.” 


AIA Board Defers Action tor 
Year on Company Members 
Establishment of a new “com- 
pany” membership classification 
in Assn. of Industrial Advertisers 
has been postponed for at. least 
another year, it has been decided 
by the AIA board of directors. The 
board voted to send the proposal | 


/back to committee for more re-|columnist Paul Tanfield wrote: 
search. |“Millions of Americans will see 
The board action followed a rec- | princess Margaret’s wedding on 
|ommendation by Jordan D. Wood, | ty by kind permission of Yardley 
manager of marketing services at | of London Inc. They are the sole 
Jones & Lamson Machine Co. and | sponsors of the American Broad- 
chairman of the AIA company |casting Co. program. At least it’s 
membership committee, who said | an improvement on America’s ar- 
that more time was needed to re-|rangements for the telecast of the 
solve several questions on the pro-| coronation. The ceremony was 
posed new membership category.|interrupted with spirited inter- 
‘ludes by chimpanzee J. Fred 
“Coin World’ to Bow April 21. Muggs.” No reference was made 
Sidney Printing & Publishing Co.,| 
Sidney, O., will launch a new) Frigidaire division of General Mo- 
| weekly newspaper for coin collec-| tors on NBC. 
| tors, Coin World, on April 21. Rate| Frigidaire 
|for a one-time b&w page is $76. | $350,000 


|= Comments about the U. S. cov- 
‘erage of the wedding have al- 
ready appeared in the London 
Daily Mail. In the April issue, 


will spend about 
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to sponsorship of the event by the 


|Elizabeth’s coronation in 1953 | Photographer,” set for April 24,| 


Worldwide sales of petroleum 


> |products reached record levels in 
as a p. m., EST. It will portray the| 1959, with 1.1 billion bbls. repre- 
Princess from the crib to the altar, | seuntionas an 8% increase over the 


as well as present some of the | preceding year. Jersey said the 


social events preceding the wed- | biggest gains were made in the 
ding. “The Royal Wedding” (Part | U. S., where product sales volume 
1), scheduled for the afternoon of 
the ceremony (time to be an- 


nounced), will show the waiting | = In a statement to stockholders, 
crowds and the processions iN | the company noted that the oil 
London. “The Royal Wedding” | industry is undergoing a “period 
(Part 2), an hour show to of imbalance of supply and de- 
presented the same day, at 7:30 | mand,” brought on by excess ca- 
p. m., EST, will cover the entire! pacity. Consequently, there has 
wedding day. _ |been “intense competition and 
An executive at Dancer-Fitz-| weakening of price structure in 
gerald-Sample, Frigidaire’s agen- the industry,” Jersey said. 
cy, said, “We will go from the| On the marketing front, Jersey 
ceremony to a commentary and | said that as a result of the con- 
then to a commercial to forestall | .o)jdation of its principal domes- 


increased 12%. 


any possibility of running a com- 
mercial directly after the Prin- 
cess.”” The spokesman said it has 
not been decided yet what direc- 
tion the commercials will take. 

ABC has indicated that, al- 
though there are no restrictions 
as such; extreme good taste will 
be exhibited. Emphasis on deco- 
rum was reiterated by Charles R. 
Hogen, vp at. N. W. Ayer & Son, 
agency for Yardley. Mr. Hogen 
said that the commercials will 
probably emphasize the company’s 
Red Roses line of cologne spray 
mist and dusting powder because 
of its natural tie-in with the Tudor 
Rose. The half-hour special on 
ABC will be shown the day of the 


in time and talent to} wedding, at 5 p.m., EST. + 


\tic affiliates with Humble Oil 
|Refining Co., “Jersey will be in a 
| position to compete more effective- 
|ly than ever before and to extend 
marketing to all 50 states as prof- 
itable opportunities appear. 

“Though Jersey intends to re- 
tain the use of the familiar Esso 
| trademark,” the report added, “the 
search continues for a brand name 
to be used nationwide.” + 


‘Colle & McVoy Gets Gluek 

Colle & McVoy, Waterloo, Ia., 
and Minneapolis, has been named 
to handle advertising for Gluek 
Brewing Co., Minneapolis, brewer 
'of Gluek beer and Gluek Stite. 
|Olmsted & Foley is the former 
agency of record. 
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Photographer: Robert Elmore, of the 

Wesley Bowman Studio, applies advanced staging 
and photographic techniques to solve a problem 
of symbolic illustration. 


When Archimedes grasped the principle of the lever, he said: ‘Give me a place 
to stand on, and | will move the world.'’ National advertising applies the 
leverage of language to move merchandise . . . and its power depends on the place it 


stands on. Advertising in established magazines stands on the firm ground of reader Loyalties run deeper than statistics in American 

business and family life. We know this from our 

own business experience with leading American 

advertisers, agencies, and publishers for more 

than a quarter century. Like the well-known art- 

loyalties month after month and year after year. tp ne GhelagEEha we hare napRnENS He 
us in the development of this series, we honor the 
past and believe in the future of America's 
national magazines. Both editorially and as ad- 
vertising media they are basic to the health of 
American society. 


loyalty earned by editorial service. They are basic media because their audiences 


are not transient, but enduring, with the permanence needed to build brand 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Young Chicago loves to buy... | 
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the Chicago 
Sun-Times 


Smart advertisers know it’s the young families who buy the most. 
Very smart advertisers know where to find them in high proportion. 
Advertise in the Chicago Sun-Times—more than half 


its readers are men and women 35 and under! 
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The Editorial Viewpoint . . . 


Improvement in California 


California advertising men and organizations are to be congratu- 
lated upon having handled a difficult problem in public relations 
in so effective a manner as to raise the stature of advertising in that 
state. 

In January, Gov. Edmund G. Brown of California made a speech 
to the Sacramento Ministerial Assn. in which he called attention to 
the amount spent by Henry Ford on the debut of his daughter, the 
retirement from government service of Neil McElroy of Procter & 
Gamble, and the fact that “the U. S. spends more on advertising, 
liquor and tobacco than it does on education.” 

Advertising people in the state got the impression, from reports 
of the meeting, that the governor was castigating advertising, and 
they made a considerable fuss about this “unwarranted and ridicu- 
lous attack on an important business function.” 

Last week a delegation of 11 representatives of organized adver- 
tising in the West, including representatives of two western adver- 
tising papers and ADVERTISING AGE, spent an hour with the governor 
in his office in Sacramento. Gov. Brown said he had no intention of 
taking the advertising industry to task for lack of ethics or anything 
else; that he was merely trying to point up the need for moral values 
and for sacrifices in the public welfare. 

He suggested that the members of the group in attendance con- 
sider establishing in California an operation similar in procedure 
and techniques to the national program carried on by The Advertis- 
ing Council. Those present thought this made sense, and Richard 
Ryan, president of the Advertising Assn. of the West, and Charles 
Collier, exec vp, agreed to explore the governor’s idea. 

“The advertising industry,” Gov. Brown said, “can be a big help 
in ‘selling’ public services in much the same way advertising helps 
sell commodities. Perhaps, by working together, we can develop a 
program and figure out how to accomplish this job of upgrading 
government. 

“I'd like to see the appointment of a small committee with which 
we could sit down and work out ways to package and promote pub- 
lic services of state government which are non-controversial and 
non-political.” : 

We believe this makes sense. We hope it comes to pass in Cali- 
fornia, and in other states too. 


‘National’ Is Not Always Best 


Marketers, and particularly those with new products, should pay 

close attention to the experience of Noxzema Instant Lather shaving 
’ cream which was related to an Assn. of National Advertisers’ work- 
shop by H. W. Grathwohl, Noxzema’s vp-advertising. 

Essentially, this is a story which a good many marketers can du- 
plicate—a story of a product marketing and advertising “nationally” 
when its sales and distribution pattern did not warrant even national 
pressure. Distribution was spotty, and average factory sales per 
1,000 of population ranged all the way from $2.12 in one territory 
to $23.52 in another. “Yet,” said Mr. Grathwohl, “we’d been treating 
all alike.” 

“Our first major decision,” he continued, “was to abandon the 
idea of being a national advertiser... We’d concentrate on a few 
selected areas and spend right up with the leaders—away ahead of 
sales, if need be—while we’d put a small holding campaign through- 
out the rest of the country.” 

In two years of this kind of strategy, the product’s sales and dis- 
tribution patterns were improved so greatly that it returned as a na- 
tional advertiser, and is also concentrating in 25 markets. 

The point is simple: Sales and advertising effort should be tailored 
to meet the individual problem. There is no magic in a “national” 
label as such; sometimes it makes excellent sense to be national, oth- 
er times it does not. 


The Dead Hand of Technique 


One of our scouts was recently at an advertising meeting in which 
a prominent agency man showed a series of television commercials. 
They were shown to demonstrate techniques now in use in the tele- 
vision field. Technically, most of them were excellent, and the 
commentary which accompanied them was very instructive. 

But what bothered our man was this—in all too many cases not 
only was it impossible to tell what products sponsored the commer- 
cial, it was even impossible to tell what type of product was being 
advertised. 

We have noticed before that technique tends to get in the way of 
identification and simple direct sell in television commercials, and 
we are alarmed by the viewpoint which seems so common in the 
business: That technique is all-important in television commercials; 
that humor and a light touch and being engaging and amusing are 
more important than simply getting the product’s story across. 

Be smart; be modern; be clever. But don’t forget to sell. 


Gladys the beautiful receptionist 


—Sandy Woedbridge, Bozell & Jacobs, Omaha. 
“He wants to know if payoia is commissionable!” 


What They're Saying... 


Definition of a Salesman 

A salesman is many things. He 
is a pin on a map to the sales man- 
ager, a quota to the-factory, an 
overloaded expense account to the 
auditor, a bookkeeping item called 
cost-of-selling to the treasurer, a 
smile and a wise crack to the re- 
ceptionist, and a purveyor of the 
balm of flattery to buyers. 


—From The Modern Almanac, Herb 
Daniels column, in Chicago 
Tribune, March 20. 


The Millennium? 

What are the distinctive features 
of the Lark for 1960? [For one 
thing], there is consistency of de- 
sign to deliver high resale values 
to our owners, rather than delib- 
erately planned obsolescence of 
their purchases. 


various kinds thrust upon him, 
and he would feel lonely without 
them. From birth, he has been 
trained to react in a habitual man- 
ner to his environment. He prefers 
the habitual, in fact, and gets 
frightened when, for any reason, 
he is cut off from it. No rugged 
individualist, he... 


—From an article in Sales Trails, 
publication of Norfield-Bulman Ltd., 
Winnipeg, Can. 


Imitable? 

A lot of U.S. advertising could 
be a little more bland, along the 
lines of Canadian advertising 
Some U.S. admen are overly in- 
trigued with their own ingenuity. 
They’re throwing that cute, clever, 
animated stuff all over the place. 
They forget that the ads that are 


Advertising Age, April 11, 1960 


Rough Proofs 


—S. A. Skillman, vp of Studebaker- 
Packard Corp., in a speech March 14 
at the Chicago Agate Club. 
No Individualism 
The modern consumer is quite 
accustomed to having “images” of 


talked about the most generally 
are those that are the least effec- 
tive. 


in Toronto, Ont. 


—Ernest A. Jones, president of Mac- 
Manus, John & Adams, in an inter- 
view March 16 with an AA reporter, 
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“Schick tv ads scare buyers from 
competitors’ razors, FTC charges.” 

That’s what the headline says, 
but those who were scared must 
have been close relatives of Caspar 
Milquetoast. 


Malcolm Muggerridge, appearing 
on Jack Paar’s London program, 
said The New Yorker circulates 
only in New York, a statement 
much funnier than most of the 
things he used to print in Punch. 

e 


“Who made the ice in Squaw 
Valley?” asks Chemical Week. 

You may not know who made 
it, but the correctly named Carol 
Heiss was hot enough to melt it. 

e 


“How to Win at Bridge,” a new 
syndicated tv show, has the unique 
distinction of being advertised by 
its loving friends, sponsor North 
American Van Lines, and its agen- 
cy, the Biddle Co. 


One of these days a smart ad- 
vertiser will include in his contest 
prize lineup a baby sitter who will 
serve the winners while they fly to 
Paris for a two-week holiday. 

ry 


Chicago sports fans watching the 
Canadiens clobber the Black- 
hawks four straight in the Stanley 
Cup hockey play-offs must have 
thought the Yankees were playing 
the Cubs again in the World Series. 

© 


Las Vegas odds-makers haven’t 
indicated whether the poor show- 
ing of the Yankees in the Grape- 
fruit League has changed their 


‘| opinion of the 1960 pennant mara- 


thon in the American League. 
. 


“Some dealers ask less ad stress 
on small cars,” a news story on the 
automobile sales picture says. 

The smaller the car, the smaller 
the profit, it says here. 

a 


“Tee up a new Titleist, hit it— 
you’ll never be satisfied with an- 
other ball.” 

Unless, heaven forbid, your hit 
is a slice, hook or dub. 

. 


Some testimonial ads carry pic- 
tures of show business stars with- 
out identification, but when Walter 
Slezak approves a Smirnoff vodka 
libation, he’s correctly labeled as 
“Walter Slezak, famous star and 
epicure.” 

— 


When winter lingers in the lap of 
spring, as it has been doing this 
year in the East and Midwest, the 
vacation season in Florida and Ari- 
zona is automatically lengthened. 


One of the requirements suggest- 
ed by a New England agency look- 
ing for a creative account execu- 
tive is “a liking for clients.” 

An account executive who doesn’t 
like clients doesn’t like the idea of 
eating regularly. 

* 


Irv Hexter is advertising for 
ideas for new industrial magazines. 
How about a publication devoted 
to new ideas for promising busi- 

ness enterprises? 
Copy CuB. 
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Only three newspapers in Americas top ten 
markets published more Total Advertising during 


1959 than The Washington Post with over 


44,491,000 lines. These were the TOTAL ADVERTISING 


10 Leaders in Top 10 Markets 
6 and 7-Day Newspapers — 1959 


Los Angeles Times, the New York | “ist 50'tepon 


. Los Angeles Times 
. New York Times 


. ‘ - , Chicago Tribune 
Times and the Chicago Tribune. }Hexs% 
. Philadelphia Inquirer 
. New York News 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker Co.—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd.—London; Senor G, Enriquez Simoni—Mexico 
City; Allin Associates—Toronto and Montreal; The Hal Winter Co., Florida Hotel and Resorts, Miami Beach; Tom McGill, New England Hotel and Resorts, West Roxbury, Mass.; Lou 
Robbins, N. Y. and N. J, Hotel and Resorts, 1265 B’way, N. Y.; Grant Webb Co., Financial Adv., N. Y., Chic. San Fran., Los Angeles, Seattle, Boston, Phila; Puck, The Comic Weekly 
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Portland 4 Maine 


the launching pad of 
3 Little Kittens 


NEW COMPLETE 


product testing 


FIRST in the United States 
among cities under 
150,000 population. 


Dawson & Daniels Moves; 
Names Dobrynsky. Morrison 
Dawson & Daniels Advertising, 
Nashville, has moved to new of- 
fices at 814 Sudekum Bldg. The 
agency has named Rad Dobrynsky 
art director and Anne Morrison 
traffic and production manager. 
Mr. Dobrynsky was formerly art 
director of Vickers & Benson Ltd., 
Toronto, and Miss Morrison was 
formerly with Goldhill Foods, 


Advertising Age, April 11, 1960 


Sylvania Push for 
Coded Bulbs Opens 


in Grocery Books 


SALEM, Mass., April 5—The 
lighting division of Sylvahia Elec- 
tric Products has a new color-code 
system of identification for its res- 
idential incandescent light bulbs 
which it hopes will challenge the 


General Electric-Westinghouse 
leadership in the incandescent 
field. 

After estimating that about 90% 
of light bulb retailers stock only 
one brand, Sylvania redesigned 
the package of its 25 to 100-watt 
bulbs to get retailers to substitute 
them for other brands, or at least 
to add them to their shelves. 

Sylvania, a subsidiary of Gen- 
eral Telephone & Electronics, will 
push the color-coded system with 
a four-color, four-page insert in 
April issues of Progressive Grocer, 
Chain Store Age, IGA Grocergram, 
and Coop-Merchandiser. B&w ads, 
ranging from pages to spreads, 
will appear in 12 other business 
publications in April, May, August 
and September. 


Ponchatoula, La. 


Two Join Lessing Agency 

Day Hacke, formerly sales man- 
ager of Messenger Printing Co., 
Fort Dodge, Ia., has joined Les- 
sing Advertising Co., Des Moines, 
as an account executive. Sheila 
Dorton, previously affiliated with 
KRNT-TV, Des Moines, has joined 
Lessing as radio-tv copy director. 
Lessing has moved to new quarters 
at 915-925 Fleming Bldg., Des 
Moines. 


SIXTH in the United States 
among ideal testing cities 
regardless of population. 


Cat Food 


Portland Maine Newspapers 
PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 
94% coverage of ABC retail zone 
100% coverage of city zone 
represented by Julius Mathews Special Agency ( 


SECOND of all testing cities 
in New England 
regardless of size. 


source: Sales Management 


# Copy in the color insert will 
say, “Sylvania color-coded twin- 
pack system creates higher profits 
ten ways. Facilitates storage, cuts 
out-of-stock loss, improves dis- 
play, stimulates impulse buying, 
better use of shelf space, speeds 
selection, cuts in-store losses, 
boosts profits, looks new—is new, 
builds business.” 

A consumer drive, to include 
four-color ads in Life and possibly 
some use of radio, will be launched 
in the fall. 

The twin packs, containing two 
bulbs each, are colored according 
to the wattage of the bulb—brown 
for the 25-watt pack, orange for 
40, green for 60, blue for 75 and 
red for 100. The color-coding sys- 
tem also is used on shipping car- 
tons. 

The new system, specifically de- 
signed for supermarket chain op- 
erators and grocery stores (which 
account for about 70% of total in- 
candescent lamp sales), can be 
adapted by any outlet. 

Sylvania felt little could be done 
to make the product itself more 
appealing to the consumer and re- 
tailer. With the help of Lippincott 
& Margulies, industrial designer, 
and after three years of research, 
including 2,400 consumer, retailer 
and distributor interviews, it re- 
designed its packaging. 

The research revealed that 25, 
40, 60, 75, and 100-watt bulbs 
made up 85% of total light bulb 
sales in food stores and that in 
60% of the cases two or more 
bulbs were purchased at a time. 

Kudner Agency, New York, is 
the agency. # 


“THROW IT OUT THE WINDOW AND 
SEE WHAT COMES BACK/” 


~ The Houston Post’s circulation soars 
into first place—daily and Sunday! 


According to the latest ABC Publisher’s 
Statements, The Houston Post is Hous- 
ton’s largest newspaper daily and Sunday 


Instant Yuban in Drive 

. . General Foods Corp., White 

the same line rate, The arithmetic, is Teint 0. ¥, hes opened “the 

simple. The Houston Post is the obvious most extensive sampling campaign 

buy for the Houston market. ever undertaken to launch a new 

coffee” is under way in the north- 

= seven days a week! ; When you plan your next newspaper eastern U. S. for the Instant Yu- 

Like to throw a few figures into the add- schedule for the Houston market, remem- ban introduction. A 2 oz. jar and a 

ing machine and see what comes back? ber The Houston Post is Houston’s coupon worth 15¢ toward a second 
Try these: 13,618 more circulation daily number one newspaper — your first buy. 
and 1,942 more Sunday circulation than The figures tell the story. Use the leader 


jar are being left in “millions” of 
homes in a door-to-door campaign. 
the second Houston newspaper .. . and at — advertise in The Houston Post. 


Thousands of additional homes 
will receive two 15¢ coupons by 
mail. Most recent Yuban expan- 
sions include Philadelphia, Atlan- 


NR ee eee es ta and St. Louis. 
DAILY* SUNDAY* 
Dietrich Rejoins Stanley 
PF ee one icle The Press The Post The Chronicle Stanley Publishing Co., Chica- 


5 day average) (Saturday only) (Monday-Friday (saturday only) 


5 day average 
195,448 178,884 101,398 88,667 218,509 


*ABC Publisher’s Statement for 6-month period ending September 30, 1959 


had been with Stanley as execu- 


THE HOUSTON POST’® == 2555 


News. 
Represented nationally by Moloney, Regan and Schmitt oe 


6 day average) 


209,066 


go, has appointed Carl B. Dietrich 
director of research and service, to 
head an expanded research and 
special services department. Mr. 
Dietrich, for the past year direc- 
tor of business methods and mar- 
ket research of the Automotive 
Service Industry Assn., previously 


216,567 
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dn the 28th Annual Competition and 
Exhibit of Outdoor Advertising Art 

sponsored by 
‘The Art Directors Ciub of Chicago 


FOSTER AND KLEISER 


* 


ADVERTISERS SCORED 
A MOST REMARKABLE 
RECORD IN A MOST 


...The Highly Coveted 
‘Embellished Painted Bulletin Awards 


COMPETITIVE FIELD 
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Produced in prideful association with our advertisers, their agencies 
and artists...these outdoor designs reflect many creative talents. 
Thus we give first salute to those advertisers and agencies, art 
directors and artists who originated and developed these designs — 
top winners in the classification of embellished painted bulletins — 


outdoor’s most dramatic form. 


And we express our appreciation of their trust in Foster and Kleiser’s 
ability to do full justice to their creations ...to provide the talented 


reproduction that has culminated in this recognition. 

We are, of course, particularly gratified by the fact that... 
EACH OF THESE WINNERS WAS PAINTED 
IN FOSTER AND KLEISER STUDIOS AND 


DISPLAYED EXCLUSIVELY BY FOSTER 
AND KLEISER ON THE PACIFIC COAST 


To keep in the lead —as Foster and Kleiser has done for so many 


years — calls for continual improvement in techniques, and constant 
upgrading of plant facilities. In this regard, it is most interesting to 
note that each of the award-winning embellished designs was on 
an F & K ROYAL bulletin —a development pioneered by Foster and 


Kleiser to provide new dimensions in outdoor advertising. 
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HOLLY SUGAR 


Agency: 
DOYLE, DANE & BERNBACH 


Art Director: 
St LAM 


Artist: 
MAX YAVNO 


MORTON SALT COMPANY 


Agency: 
NEEDHAM, LOUIS AND 
BRORBY,. INC. 


Art Director: 
GEORGE HNATT 


Artist: 
WILL NELSON 


AWARD 


CAMPBELL SOUP COMPANY 


Agency: 
NEEDHAM, LOUIS AND 
BRORBY, INC. 


Art Director: 
THOMAS R. GOREY 


Artist: 
JAMES BRADDY 
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-- 4 More TOP AWARDS to F&K Advertisers 


First and only award in the regular painted bulletin classification went to another 
F & K Advertiser, Theo. Hamm Brewing Co. 


Agency: 
CAMPBELL-MITHUN, INC. 
Art Director: 
PAT NOLAN 
Artist: | 
CARL PAULSON 


Foster and Kleiser Advertisers also won three out of six ‘‘honor- 
able mentions’’ awarded for embellished painted bulletins —as 
well as the top three awards in this classification. Here are the 
three ‘‘honorable mention” awards which Foster and Kleiser had 
the privilege of reproducing and displaying. 


Advertiser: 
P. LORILLARD CO.-—KENT CIGARETTES 
Agency: 

LENNEN & NEWELL 
Art Director: 
ARNOLD NODIFF 


Artist: 
RICHARD BEATTIE 


Advertiser: 


HOLLY SUGAR 


Agency: 

DOYLE, DANE & BERNBACH 
Art Director: 

Si LAM 


fa Remember Holl 


MAX YAVNO 


Advertiser: 

KELLOGG COMPANY 

Agency: 

LEO BURNETT COMPANY, INC. 
Art Director: 

NORMAN HOUK 

Artists: 

WESLEY BOWMAN, ROSS WETZEL 
& SCHREINER BENNETT 


In the west, most major advertisers 
place their outdoor advertising with 


FOSTER AnD KLEISER 


DIVISION OF METROPOLITAN BROADCASTING CORPORATION 


SAN FRANCISCO * LOS ANGELES « SEATTLE * PORTLAND * SACRAMENTO * OAKLAND * FRESNO * LONG BEACH 
SAN DIEGO * PHOENIX * CHICAGO + DETROIT * NEW YORK 
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ABC Opens New Libraries information center, 485 Lexington;were formerly headed by John, the National Assn. of Transporta- 
Audit Bureau of Circulations, | Ave. The Audit Bureau closed its| Horn, who is now a member of tion Advertising, New York, in- 
Chicago, now has two reference | Newark office when it established| the publicity department at CBS-| creasing NATA membership to 34. 
libraries in New York. ABC reports| the new libraries. ae Director of advertising at 
on magazines, farm publications CBS-TV was Robert Patt, who is “WISSIE ROCKET BALL POINT PEN] 
and business eulithentigten will be| Traube Joins WCBS-TV now director of promotion and ad- po voll BALL POINT PEN 
maintained at the Magazine Pub-| Leonard Traube, formerly a) Vertising at WRCA and WRCA- os 2 Perfect “Sheet” 
lishers Assn. magazine center, 444|member of the editorial staff of| New York. a Gorton “ 
Madison Ave. ABC reports on U.S.| Variety, has been named director | Miniature ie S we 
newspapers will be maintained at| of information services and adver- NATA Adds 34th Member |g Boehet_- 
the Bureau of Advertising, Amer-|tising of WCBS-TV, New York. K&V Advertising, Oklahoma “a 
ican Newspaper Publishers Assn.|WCBS-TV’s information services| City, has been elected a member of 


New, 
different, 
exclusive, low 
cost. Write for 
quantity prices today.—* 


R-W CORPORATION 
22849 Ventura Boulevard 
Woodland Hills, California 


You can pinch a penny 
if you're a miser— 


What's Britain like as a market? 


Squeeze an orange 
or a lemon instead— 


but | 
PLEASE 
DON'T PINCH 
the 
Peter Pan Bread 


it's sO- 
FRESH , 
and 
TENDER 
you'll 

hurt it! 


REQUEST—This request not to pinch 
the Peter Pan bread appears in 
newspapers in Nebraska and Iowa. 
Radio-tv spots push the same hu- 
morous theme in a jingle. Allen & 
Reynolds, Omaha, is the agency. 


Gordon & Hempstead Adds 3 

Gordon & Hempstead, Chicago, 
has been named agency for Illinois 
Bronze Powder Co., Chicago paint 
manufacturer, Audibel Mfg. Co., 
Minneapolis, hearing aid manufac- 
turer, and the Park Ridge Inn, 
a new hostelry to be built this 
year in Park Ridge, Ill. Tobias, 
O’Neil & Gallay, Chicago, is the 
former agency for Illinois Bronze 
Powder. 


Goody Settlement Approved 

The courts have confirmed a 
Chapter XI arrangement for Sam 
Goody, New York record retailer, 
and four affiliates, according to 
which they will pay creditors 3% 
cash and 45% in instalments over 
a ten-year period. Goody’s reor- 
ganization proceedings were filed 
in March, 1959, at which time li- 
abilities aggregated more than 
$5,000,000. 


Teen Magazine Launched 

A new monthly magazine for 
Milwaukee area teen agers, Teen 
Beat, is being published by Teen 
Beat Inc., 1212 W. Wisconsin Ave., 
Milwaukee. Two issues have been 
published so far, with the maga- 
zine’s paid circulation at the 5,000 
mark, according to the publisher. 
Controlled circulation for the first 
three issues adds an additional 
5,000 per issue, the publisher said. 


A Survey has shown that 94°, of women and 67% 
of men at three British universities thought that 
socially speaking being a salesman was a Bad 
Thing. In a similar Survey in the United States, 
only 23% of students felt like that. 

The fact is, the British kid themselves that they 
are never ‘sold’ anything-—they just happen to 
decide to buy it. 

That is one of the reasons why successful British 
advertising is different from successful American 
advertising. In Britain it pays to be persuasive 
rather than dogmatic-—to use more verbs and 


Advertising & Marketing 


The British dot take salesmen to ther hearts 


fewer adjectives—to add a lightness of touch even 
to the worthiest of products. 

Doing this kind of advertising comes naturally 
to a native British advertising agency like the 
London Press Exchange—one of the two largest 
agencies outside the U.S.A., and one of the very 
few with American ideas of what agency service 
should mean. 

We would like a chance to tell you more of our- 
selves—in London, or in the U.S. if you are really 
interested. May we start by sending you a booklet 
we have just published? 


The London Press Exchange Limited, 110 St. Martin's Lane, London WC2, England 
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WHAT'S THE TREND IN TRENDS? | 


Make your ads make a name for you. Read ART DIRECTION, The 
Magazine of Creative Advertising. Each exciting issue gives you 
new directions in art, layout, type, photography. Tremendous idea 
and art source. ART DIRECTION has been helping Art Directors and 
Advertising Managers since 1949. Subscriptions ore only $6 for 


12 issues, $10.50 for 24. 


subscribbp-ART DIRECTION 


A42, 19 W. 44th St., New York 36, N. Y. 


| Crown Spends $500,000 
Crown self-service shoe stores, 
a 38-store midwestern chain, has 
‘announced it will spend almost | Publisher Opens New Office 
| $500,000 during 1960, compared | Industrial & Engineering Chem-| 
| with $150,000 spent last year. The istry, New York, has opened an} 
|company will increase its news-| advertising sales office in the Port-| 
paper campaign, and has signed for| er Bldg., 601 Grant St., Pittsburgh. 
| sponsorship on the “Susan and| Robert E. Newberry, who had been 
| the Professor” children’s tv show | manager of the Pittsburgh district 
| (WBBM-TV, Chicago). The com- | from the publication’s Cleveland 
| pany said its sales should pass $6,-!| office, will be district manager of | 
| 000,000 this year, and the number the new office. 


| of outlets will be expanded to 60 
over a five-state area. 


> That man! I told him to advertise his silly product in New York 


and Nassau. I mean, 


where else is there? Of course, he keeps prattling about 


S.R.D.S.—whatever that is—listing the population of Metropolitan 


Peoria as over 300,000. So the poor dear is actually running ads there! 


NOW: R.°O. P. 4 color process in less than page units! 


PEORIA JOURNAL STAR 
O'MARA & ORMSBEE, INC. national representatives 
New York « Detroit « Chicago * San Francisco « Los Angeles 


| 


ROBIN— Warner, 


ment company, 
newspaper 
newspapers with this ad which ran 
in the March 23 Philadelphia In- 
quirer. 
George L. Mallis Advertising, Phil- 


British Exhibition Set 


British goods and scientific and 
technological 
be held in the New York Coliseum 
June 10 through June 
chairmen are Lord William Rootes, 
chairman of the British Dollar Ex- 
ports Council, and W. H. McFadze- 
an, president of the Federation of 
British Industries. 
buyers from the U.S., Canada and 
South America will be invited. The 
exhibition will be open to the pub- 
lic. 


RCA Makes Magnetic Tape 


York, 


mercial, professional and home 


of the RCA Victor record division. 
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THE MIRACLE 


ong 4 ream akening of ile 


OF SPRING 


» bhommaming of coke the araane of growth and perception 


The miracle of spring lien in its power to show us the famshar im « 


Mandel 


Jennings, 
& Longstreth, New York invest- 


is using its first 


color in Philadelphia 


The ad was placed by 


adelphia. 


The British Exhibition, showing 


achievements, will 


26. Joint 


Some 120,000 


Radio Corp. of America, New 
is beginning the manufac- 
ture of magnetic tape for com- 


recording use at its new plant in 
Indianapolis. It operates as a part 


Initial production is audio tape; 
later magnetic tape for television, 
tape recorders and electronic data 
processing systems will be made. 


CONNECTICUT'S 
TOP-SPENDING 
HOUSEHOLD MARKET! 


In 8 categories, New Lon- 
don ranks Ist or 2nd among all 
Connecticut cities of 25,000-or- 
over population in sales per 
household. Look .. . 


Total Retail Sales . . 1st 
ee 
Apparel.........1st 
Furn-HH Appl. ....1st 
Eat & Drink .....2nd 
Gen Mdse ......2nd 
Automotive .....2nd 


(All data: SM ‘59 Survey) 
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And only The Day covers 
98% of this 61,547 ABC City 
Zone! 


Che Day 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON KENT, GAV:N 
& SINDING, INC. 
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NEW YORKER 


creates 


COPYRIGHT © 1952, THE NEW YORKER MAGAZINE. INC 


“The New Yorker stimulates the desire 
to travel. Its pages include many fea- 
tures that appeal to The New Yorker's 
travel-minded audience. And they re- 
spond. That’s why the Bahamas Devel- 
opment Board has used The New Yorker 
as an advertising medium so effectively 


for 27 years.” yf 


Stafford L. Sands, C. B. E.,M.H. A. 
Chairman, Bahamas Development Board 
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ALITA ITA AIA, IL TH yt 
att Os a income again leads age ll 
all other men’s magazines in the 


Starch Report. 


1.2 million Elks are first in median 
income with $7220... first in percent 


~ 


cpp oes od 
READERS 

WITH ABOVE 

AVERAGE INCOME! 


of readers earning $7000 or more. . . 
first in more ownership classifications 
than any men’s magazine repOrted. 


Investigate this leading male market. 
Ask your local ELKS representative for 
the complete market story, or write 


for your copy of our fact-filled ‘ HI} | 


booklet—“The ELKS Market.” 


MAGAZINE 


New York, 386 Fourth Ave. 
Chicago, 360 N. Michigan Ave. 
Los Angeles, 1709 W. 8th St. 


YOU'RE ONLY 


HALF-COVERED | 


IN NEBRASKA 


This is Lincoln-Land — KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


Hunt around Nebraska all you like; you'll 
find just two big television markets. One 
is in the extreme East where three top TV 
stations beckon to your budget. 


The other big market—Lincoln-Land—is 
acknowledged to be KOLN-TV country, with 
no serious challengers in sight. Latest Nielsen 
credits KOLN-TV with 65,500 TV HOMES 
during prime 6 to 9 p.m. viewing time. 
Compare this figure with that of ANY 
Omaha station! 


KOLN-TV DELIVERS THE 
MAXIMUM AUDIENCE IN NEBRASKA* 
-98,000 homes 
Father Knows Best........86,500 homes 
6;00 p.m. News..........84,400 homes 
10:00 p.m. News.........74,400 homes 


*November Lincoln NS! 


re ere 


Avery-Knodel will give you all the facts 
on KOLN-TV —the Official Basie CBS 
Outlet for South Central Nebraska and 
Northern Kansas. 


KOIN-TV 


CHANNEL 10 ¢ 316,000 WATTS * 1000-FT. TOWER 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 
Avery-Knodel, Inc., Exclusive National Representatives 


wes PEORIA, 
WMBD-TV — PEORIA, ILLINOIS 


ee 
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Advertising Age, April 11, 1960 


Getting Personal 


New titles: Robert W. Sarnoff, NBC board chairman, and J. Kings- 
bury Smith, publisher of the New York Journal-American, are the 
“Good Scouts of 1960,” so chosen by the first advertising and pub- 
lishing Lunch-O-Ree for the Boy Scouts of New York, March 31... 
General David Sarnoff, RCA board chairman, has received a second 
honor from the Italian government: The Order of Merit of the Re- 
public of Italy, presented for his collaboration with Marconi and 
Toscanini and his contribution to telecommunications in Italy. Ear- 
lier this year, he received the Prize Cristofor Colombo... James T. 
Quirk, publisher of TV Guide, has been picked i960 “Man of the 
Year” by the Philadelphia Guild of Advertising Men... Bert Her- 
ron, ad director for Owens-Illinois Glass Co., has received the To- 
ledo adclub’s silver medal... Lowe Runkle, president of the Okla- 
homa City agency bearing his name, has received the community 
service award from the United Fund of Oklahoma. He’s headed the 
fund’s publicity committee since 1946... 

Beachcombers: John Pomeroy, owner of Michigan stations WILX- 
TV, WILS, and WPON, and his wife sunned for several weeks at 
Crane Beach, Barbadoes, British West Indies... 


William M. Savitt, president of WCCC, Hartford radio station, 


and Mrs. Savitt are on an around-the-world flying trip, returning 
to Connecticut May 15... 


1 WW 


RETIREE—E. Ross Gamble (center), who retired after 25 years with the 
Audit Bureau of Circulations, was honored recently at a special din- 
ner and presented an engraved silver tray and pitcher. Shown mak- 
ing the presentation are fellow directors H. H. Kynett (left), Aitkin- 


Kynett Co., and William R. Farrell, Monsanto Chemical Co., ABC 
board chairman. 


New arrivals in the Sports Illustrated advertising sales depart- 
ment: To John Marin, a third child, first daughter, Melinde Bentley, 
on Feb..15. To Mary Ellen O’Connor, a first child, a son, Sean Pad- 
raic, on Feb. 21. To Robert Gardner, a second child, second daughter, 
Lynn Carson, on Feb. 29. To Peter Carr, a fourth child, first daugh- 
ter, Kelly Anne, on March 2. To Life ad salesman Cole Williams, a 
fifth child, third son, Christopher Dunn, on Feb. 11. To House & 
Home ad salesman James Gerard, a third child, first daughter, Eliz- 
abeth Lee, on Feb. 20. Fortune ad salesman Dan Stevens has adopted 
a son, D. Scott Johnson... 

Testimonial Dinnertime: Sol Dickstein, advertising and publishers’ 
consultant, was honored March 23 at a Greater Jamaica Community 
dinner on behalf of the United Jewish Appeal of Greater New York 

. The publishers division of the Joint Defense Appeal in New 
York has chosen Benjamin Friezner, president of the Brooklyn News 
Co., and William Welkowitz, circulation director of the New York 
Daily News, as honored dinner guests at its annual dinner April 28. 
Abner Sideman, Cowles magazines vp, is chairman of the drive... 
Harry E. Gould, of Reinhold-Gould, will be feted by the graphic 
arts and fine paper industry at its United Jewish Appeal dinner 
May 5... 

Service award: William Benton, founder of Benton & Bowles, now 
owner-publisher of Encyclopedia Britannica, will receive Syracuse 
University’s School of Journalism Medal at an annual awards ban- 
quet April 10 for distinguished service in the field of mass com- 
munications ... 


Perry Brand, vp with Clinton E. Frank Inc., Chicago, was appoint- 
ed executive co-chairman of the Junior Board of the National Con- 
ference of Christians and Jews. He’s served as a board member the 
past three years... 

Sigurd Larmon, head of Young & Rubicam, has been reappointed 
a member of the U.S. advisory commission on information. This is 
his third term on the five-man commission ... 


Kenneth W. Slifer, a vp of N. W. Ayer & Son, Philadelphia, and 
his wife, Caryl, received the Brotherhood Award of the Goodwill 
Council of Gloucester County, N.J., for their participation in civic, 
church and education endeavors in Woodbury, N.J., their home... 

Bob Wettstein, president of Wettstein, Nowell & Johnson, West 
Coast publishers’ representative, who left in mid-March for a tour 
of the common market countries to study marketing opportunities 
for American manufacturers, is headquartering in Frankfurt, West 
Germany, for six weeks... 


It was love at first frequency, says Dwight Case, sales manager of 
KRAK, Stockton-Sacramento, who married Virginia Smith, execu- 
tive secretary at KRAK, March 20..: Carol J. Scheer, daughter of 
Mrs. Sylvia Scheer, office manager for Shaller-Rubin Co., New 
York, will be married April 10 to Sandy Stone...Harriet Lewis, 
with the Television Information Office, and Richard Fishel Jr., 
promotion manager of Erwin Wasey, Ruthrauff & Ryan, both of 
New York, will be married April 23... 
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SPIRITS SOAR ON 
FIRST STREET IN 
LOS ANGELES 


FIRST IS 
WHERE YOU FIND 
THE TIMES 


In June, 1957, the Los Angeles Times opened 
its pages to liquor advertisers. Inside of three 
short months, all other Los Angeles newspapers 
were far behind in liquor linage. Have been ever 
since. 


It’s pretty evident that The Times reaches the 
biggest, growingest, most able-to-buy newspaper 
audience west of the Mississippi. 


If you want to sell Los Angeles, a good place 
to start is on First Street. That’s the home of 
The Times. 


FIRST IN THE NATION’S NO. 2 MARKET 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER 
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Belbin Blasts ‘GH’ Article jin the April issue of Good House- | Bantron ads (AA, April 6, ’59). 
Ashley Belbin, d hief keeping, which was critical of 
of —y we ree. } caed pr seen 'Bantron and other stop-smoking | KFOY-TV Ready to Bow 
Target date for a new station in 


ing, Chicago, has blasted an article | rugs. He said the story we 6 
'\“shocking misinterpretation of 


president of Southwestern Operat- 
ing Co. 


Edmund A. Rossi to Resign 


Judge Charges 
Lawyers’ Yule Card 


LETTERS with that FOLKSY Touch 
Homey, human, down-to-earth letters 
talk the readers’ language, and SELL! 
One series 31 years old. Write for circular, 


aot pt Wott E X 


Leo P. Bott, jr., 64 E. Jackson, Chicago 


Hot Springs National Park, Ark., 


| facts” and added that “there is| KFOY-TV, to be built by South- 


|}undisputable clinical proof that 
|Bantron performs in every way 
| claimed in its advertising.” Kastor 
is the agency for Campana Sales 
Co., Batavia, Ill., maker of Ban- 
tron. The agency last year charged 
that tobacco companies were pres- 
| suring magazines not to accept 


The station and tower will be lo- 
cated at Whippoorwill and Ex- 
change Sts., with business offices 


the founding members of 


was 
Whitt, of KFSA-TV, Fort Smith, 


has been named acting manager of 
KFOY-TV. Donald W. Reynolds is 


Edmund A. Rossi will retire as 
manager of the Wine Advisory 
western Operating Co., is May 1.| Board, effective June 30. One of 
the 
Wine Institute in 1934, Mr. Rossi 
an institute director until 
located at 362% Central Ave. John|1947 and played an important 
part in the formation of the Wine 
Advisory Board in 1938. He has 
been board manager since 1948. 


AKRON, OHIO 

The Akron Typesetting Co. 
ATLANTA, GEORGIA 
Higgins-McArthur Company 
BALTIMORE, MARYLAND 
The Maran Printing Co. 
BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 
CHICAGO, ILLINOIS 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 

Runkle- Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Biinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jaggers-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICHIGAN 
Arnold-Powers, Inc. 

The Thos..P. Henry Company 
George Willens & Company 
INDIANAPOLIS, INDIANA 
The Typographic Service Co., Inc. 
KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 
LOS ANGELES, CALIFORNIA 
Adtype Service Co., Inc. 
MILWAUKEE, WISCONSIN 
Arrow Press 

MINNEAPOLIS, MINNESOTA 
Duragraph, Inc. 


advertising TORTOIS 


It pays to set type right 


NEWARK, NEW JERSEY 
Barton Press 
William Patrick Co., Inc. 


NEW YORK, NEW YORK 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service Corporation 
King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris Olsen Typography, Inc. 
Frederic Nelson Phillips. Inc. 
Philmac Typographers. Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

Progressive Composition Co. 
Typographic Service, Inc. 


PITTSBURGH, PENNSYLVANIA 

Davis & Warde, Inc. 

PORTLAND, OREGON 

Paul O. Giesey, Adcrafters 

ROCHESTER, NEW YORK 

Rochester Monotype Composition Company 
ST. LOUIS, MISSOURI 

Warwick Typographers, Inc. 


SEATTLE, WASHINGTON 
Frank McCaffrey 


TORONTO, CANADA 
Cooper & Beatty Limited 


advertising 
or 


Once upon a time, two advertisements started out to run a race. The one 
(that was the hare) had a pretty good selling idea, and he rushed out 
copy and layout and slapped it into type, and sat down, figuring he had 
won the sales race. The other (that was the tortoise) had a good idea, 
too. He wrote it right. He layed it out right. But then he took a step the 
very objectionable bunny didn’t think was important. He remembered that 
type is the face you turn to the public. So he set it right. It really took no 
more time, and it actually cost less money. Question: Who won the Sales 
Race? Answer: Call your ATA member! 


Advertising Typographers Association of America, Inc. 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY 
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Is ‘Huckstering’ 


Hartrorp, April 5—A law firm 
has been accused by a judge of 
“huckstering” because it sent out 
some 9,250 greeting cards last 
Christmas season. 

Superior court Judge Louis Sha- 
piro severely reprimanded attor- 
neys Morton E. Cole and Cyril 
Cole, of Cole & Cole, Hartford, for 
the mailing. 

“Not only should they have 
known better,” said the judge, “but 
the court is convinced that they did 
know better, and yet they persisted 
in a course of conduct which re- 
flects their failure to abide by eth- 
ical requirements which they were 
bound to observe.” 
| Judge Shapiro noted that the 
|Cole & Cole greeting cards carried 
the company name and address, 
the phrase “attorney at law,” and 
|the names of eight lawyers con- 
| nected with the firm. 


\. “The court can see no reason 
for the mailing of such cards, and 
| especially in the manner described 
|in this case, except that it be used 
as a go-getting device as might be 
conceived by modern business 
methods to ‘drum up business’,” 
Judge Shapiro said. 

“The profession of law is not a 
medium in which a lawyer has a 
right to be a huckster of his wares. 
The court regrets to say that this 
is what happened here.” + 


Food Distributors Issue 
1960 Guide Booklet 


American Institute of Food Dis- 
tribution, New York, has issued a 
48-page booklet, “Instant Money: 
1960 Guide to Profitable Retail 
Selling.” It is designed to show 
food store operators how to in- 
crease sales. Gordon C. Corbaley, 
president of the institute, writes in 
the introduction: “You will be able 
to increase your total sales more 
than 10% by impulse buying from 
special displays, which make more 
sales than your advertisements in 
the dailies or on window posters.” 

The booklet also lists data on re- 
tail price margins, average chain 
store sales and annual gross prof- 
its. 


Hall, Haerr Gets 3 Accounts; 
Names McDaniels to Board 

Wilbert W. Hassee Co., Forest 
Park, Ill., franchiser of Wilbert 
burial vaults; Giant Stores, Peoria, 
Ill., and Nor-Mor Co., Jefferson 
City, Mo., distributor of funeral di- 
rector supplies, have appointed 
Hall, Haerr, Peterson & Harney, 
Peoria, to handle their advertising. 

Eugene McDaniels, charter mem- 
ber of Hall, Haerr has been elected 
to the board of directors. Mr. Mc- 
Daniels is art director and produc- 
tion manager. 


Grant-Jacoby Names Ferris 
Paul W. Ferris, formerly a part- 
ner in Hutchins, Mlodock & Flem- 
ing, Chicago art studio, and as- 
sociated with Robert Snyder & 
Associates, has been appointed ac- 
count executive at Grant-Jacoby, 
Chicago, marketing organization. 


Attention Admen! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 
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#9 triumphs 


of an advertising 
decision maker 


HE KNEW THE DIFFERENCE BETWEEN BIGNESS AND BETTERNESS 


This media man was canny as an astute jeweler when it came to distinguish- 
ing the compact, and the perfect, from the merely “big” with its many imper- 
fections. He placed his advertising in Special Interest Magazines, offering a 
carat-pure audience—already interested in what the advertiser has to sell. 


HEARST magazines 


= 13 keys to the special interests of 13 groups of people « » « American Druggist 
Bride & Home e Cosmopolitan « Good Housekeeping e Harper’s Bazaar e House Beautiful e Motor Boating 
Motor e New Medical Materia e Popular Mechanics e Science Digest e Sports Afield e Town & Country 
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To a seller of hair dye the pulling 
power of an advertising medium is equal to 
the amount of hair dye sold. 


; )) Media's Law: 


To media men, pulling power is influenced 
by several inter-related factors. 


( y } The law or formula looks like this: 
Pulling Power 


Circulation Volume 
x 

Editorial Vitality 
x 

Reader Confidence 


The larger measure of these ingredients in 
the Chicago Tribune accounts for the 
greater results produced for advertisers. 


The Chicago Tribune, with a 

circulation 1% times that of any 

other Chicago newspaper, out-pulls the 
. other papers by at least 

3 to 1 and as much as 15 to 1. 


More Chicago families read the Tribune 

than the top five weekly magazines combined; 
more than six times as many Chicagoans 
turn its pages as turn on 

the average evening TV show! 


— 


Chicago Tribune 
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IN THE APPLIANCE-TV-HOUSEWARES FIELD 


NDAY THE PROS READ 
ELECTRICAL EVERY ™S 


se 
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Ideal every-Monday frequency NEW SALTERS—Morton Salt . et niesiona’ " dating of : 
Biggest paid Dealer audience | these new design Morton Salters on April 1. The salters come in tae 


silver-and-black and gold-and-copper colors. Advertising will in- 

1 a : clude full-page color ads in Reader’s Digest and color half-pages in 

Unique, best buy rate structure This Week Magazine and independent Sunday supplements, outdoor 

A McGraw-Hill Publication ABC-ABP and radio. A wooden pepper mill will also be offered for $1.50 and 

the end coupon on the package. Needham, Louis & Brorby is the 
agency. 


| Allen, Scott Consolidate to 
EH U a i Pd f= iF orm Torbet, Allen & Crane 


Robert Allen Co. and the Duncan 
| Scott radio and tv division have 
| consolidated to form a new radio 
and tv representative, Torbet, Al- 
len & Crane. Associated with Ven- 
|ard, Rintoul & McConnell, New 
| York, the new company will serv- 
|ice Venard, Rintoul’s radio and tv 
| clients in 13 western states. 
| Alan Torbet, formerly co-owner 
|}and general manager of KRAK, 
| Sacramento-Stockton, and manag- 
er of KSFO, San Francisco, has 
been named president. Robert Al- 
len, formerly president of the Rob- 
| bert Allen Co., and Frank Crane, 
|formerly with KPOP and KDAY, 
| Los Angeles, have been appointed 
vps. Mr. Torbet and Mr. Allen 
will head the San Francisco office 
at 249 Pine St., and Mr. Crane will 
be in charge of the Los Angeles 
branch at 1213 N. Highland Ave., 
Hollywood. 


Yee EO 


F&SE&R Predicts Billings 
Rise to Stockholders Meeting 

A Fuller & Smith & Ross bill- 
ings increase to $52,000,000 in 
1960 was predicted by Robert E. 
Allen, president, to a stockhold- 
ers meeting recently. F&S&R 
billed a record $46,000,000 in 1959, 
Mr. Allen told stockholders. Ra- 
tio of consumer to industrial biil- 
ings was about three-to-one. 

Mr. Allen said further strength- 
ening is planned for the Hollywood 
broadcast service facilities, which 
expanded 40% last year. 


Meredith to Publish Idea 
Book on Home Decorating 
Meredith Publishing Co., Des 
Moines, will begin publication in 
April of its new “Better Homes & 
Gardens Decorating Ideas.” Each 
of the book’s 284 photographs 
is analyzed, the ideas charted and 
translated into various home dec- 
orating situations. Prce is $2.95. 


~_ NATION’S LEADING CHAINS 
-ATTRACTED BY SHOPPING CENTER 


To date, announced tenants for the 30 acre Green 
Acres Shopping Center are: The Great Atlantic & — 
- Pacific Food Stores, J. C. Penny Co., Home Dairy 
Co,, Federal Department Stores, S. S. Kresge Co., — 
_ W. T. Grant Co., Acme Paint Stores, Sealtest Dairy, 
Cunningham Drug Stores, inc., Nobil's Shoe Store, | 


Alex S. Levinsohn, Saginaw business man, is 
shown turning the first shovel of earth— 
symbolic of breaking ground for the projected 
multi-million-dollar Green Acres Plaza Shop- 
ping Center in suburban Saginaw. Mr. Levin- 
sohn says businesses seeking locations for 
establishing new stores “like Saginaw and 


es 


eo eee 


what is going on here.” The shopping center NEW MOTELS REFLECT GROWTH Favorable 9 
is being developed for 31 stores, most of them Construction of a 110-unit motel (to cost ~ * 
‘ ‘ $750,000) in fast-growing suburban West Sagi- Press Clippings can keep you informed 
already leased by leading national and local naw, is planned this Spring and a two-story of Popular misconceptions that need to 
. . es . tel in the same general area is in the p i ae : invent 
businesses. This multi-million-dollar project a. The 110-unit motel will include a swim- ng hE mgm Fm ory *. ves ee ee 
will be one of Michigan’s largest shopping ming pool, conference rooms for 150 persons, advertising doliars effectively and intelli- 


gently when you know what the editors 
of the nation are thinking and saying. 
Interested in learning how we can 
serve you? 


guest rooms with TV, air-conditioning, and tele- 
phones. These planned motels are further 
evidence of the grow, grow, grow of Saginaw. 


"The daily newspaper is the total selling medium’’ 
THE SAGINAW NEWS 


NATIONAL REPRESENTATIVES: A.H. Kuch, 110. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 © Brice McQuillin, 785 Market a; 


centers outside of Detroit. 


eeeeeeeeoeaee 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 


ria ad Papa pe 
‘ a ) . é : . Jackson Blvd., Chicago 4, IIl.—WA 2- 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 1456 N. Crescent Heights Bivd., Los Angeles 46, 


Calif.—Phone Oldfield 6-0304 
A th Michigan Newspaper One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPER 
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Soon after Ontario opened up its fabulous, primeval 
hinterland last year, Mel Ellis was navigating the riotous 
waters of its Winisk River in Cree and Ojibwa country. 
He was on another mission for Field & Stream, From 
Central America north to the Arctic Circle, Mel has fished 
and hunted and trapped. Back home in Big Bend, 
Wisconsin, he trains dogs and raises trout and experi- 
ments with new fish species. 


During World War II, Mel collected the Legion of 
Merit, the Distinguished Flying Cross, five air medals, two 
unit citations and three battle stars. He is outdoor editor 
of The Milwaukee Journal as well as one of Field & 
Stream’s sixteen field editors. 


Whenever a man of Mel Ellis’ ability and background 
is put on an assignment, Field & Stream readers can count ° 


& Rerreetrieoe 


on rare adventure, rugged entertainment, and first-hand 
authoritative information. 


Field & Stream now guarantees the largest circula- 
tion in the history of outdoor magazines — 1,100,000 
sportsmen families for whom hunting and fishing and 
boating are a way of life. And once again, for the 50th 
consecutive year, Field & Stream leads all other out- 
door magazines in advertising linage. Quality produces 
results, and editors like Mel Ellis spell out the meaning 
of the word. 


Field Stream ’ 


America’s Number One Sportsmen’s Magazine 


pn) 


bo axe ane eee hie ee mae Pee ne in ne eS CR ee a Cre i ‘ 
; oo ae : $ ‘ shee * Z eee bes q 
= i f 
be to ¥ 4 
us A ‘s 
; = ve 7 
cae : > 
Pers — | 7 2 
— : . a che i ‘ ’ P Wiis = oe 
yes : | . it ei i ae %y -' P a ‘ 3 
a Sle ee ae : a ee ; ; 
| cs IS es a aust 5 
ie —<— l) a. [| | : 
ee | ee ae ae | ea 2 
is | 7 5 i _ ee ‘ ; 
an ; in 4 ; Me * f = . Jf ee ‘ 
al ; . mH 1% ’ * : S - PA A 
4 ‘ a oO 7 ss F i i 
ts fee " ox ‘ gure “ . . = ied F 
Me er . eae - a. P “4 git Ye 
| eo - ‘ ; eS aan , 
j | nents , : . a ~ = 
= a eae “ - : : 4 % . 4 ; > Z 
: ete - end - a ae f ea Me ent . “ 
: in “ Pi 7 : tenn 4 . aia ‘% Be % ; hy, Bik f: : iy 
<i vit ee . 4 A » e* —- " ied : 
<a . we ae. i a. * . = ; 
, . : <f ig cal “ie ise * < e 
Pee ees. re th oe oy . 
oe ; sil pel — : ee yf *. . a FO cpesgntlltine— —— aaa ; 
ne _ ee Ps ad — 7 bi é f ~~ 5; ; 4 ation P 
Rei oe gama se oe Bae - r; ~~ 4 P % — 
: fn = em i * : 1 4 a . . & ; a a4 ¥ 
: bees ¥ an OO ra Tee . > : — ‘ ~~ ” 
: " - - nig ; 
. te oa , ¥ ad s 
~——e “ oe ie Ss 
-_ ’ - ; ties o i yg =~ caer ee ‘ 
he “ Alt, ° : ‘sie ; 
a, ~ —— —_— “ : ’ vl x a a ; 
_ ; ee ier Po: d Wis ; > ets ¢ 4 
: - i. ~ a if ite a _ . 5 
agi sie — a Mi sg " ial —_ anal ttt eal —" a 
- - : bea : ‘aes Pitan i 2 
52 R “2 eee on i > ae os . 
; = ‘ . .° ‘ ~ n ae — er a 
oe <n tm ae < . 5g OO — an a at — 
ae “ poy “i nee = ; —_ we _— ; a adi : a , * s Th 
ae . : ~ Sat aa 2 ee ee ; hy J a oa Ee a : _ ated es me - - — —— ‘ 
4 eS” aa ~ a so, a ite Z ae i ¥ * - — er ences * _ ; 
‘ fe eo ro ke, : gi ~ ae om 4 te , 
: ge Ne a EM ee P ik * 2 ——— fs. : 
- ‘ a ee ee <i Sea coe 2 ~- — | ® ; Ao o_O —<~ Pn Pt ; 
ee at -s * pen: a pe hing : ™ ; cade -2 ‘ wn — 
shuk ae ‘ ie. — 9 ee ~ thie ilk’ eee maa " aes rire —— i 
iy: ‘ : -“ : Were isk ee re 9 ‘ - “fa ‘ - panne o ; : 
i ~~ c * ™ ' foe : . -~- Po bap * ie z ie, j ts = ee —- me serge . 
i io ead _—— os a ‘ 4 —* ——_ — oe gaa i Aes Ee 3 panelled eee aaa —_ - ghia 
Se i fe a “ ‘= Sire Psy Ee ey 4 # a <a ' Een 
is ie enitemeed ge - a ‘mene . — R f fae ae ain (eae 5 
Ze Loe ae * “4 a Sor, eign aed aie | | . mea oo —— ; 
i ee — ee oe o> ee ht ee” ee % 
: a i Rig Oe? = a eee ees e : a oe... | ~ a  Giae ~ Bs nt oe ae ne 4 “3 
; : - ee +a — a ———s aa . _ ie Rg oe le a 
w - - “oe - “ J “ ey 2 de3 “ 4 - . wn. esa Pa rae sta « - ~ ‘ » 
Bs . ew a nat 4 = = Ps , . - ; 5! Pigs oe - —_ Oe i = _ —— = - 
as i a e an ~~ aot — oe el we fa. : Pe = 
%, = . ¥ re hee rete A ‘ “a ~ . 4 a me 
ne : ini & = : a ae ' er ae , aa : ate on sea a . “4 ; 
- oats odie: — r ., he. a eee 4 * dea el r 4 ‘aa yee ed ee « sapere’ aataam a0 
<a pennant . oon ee oe > FF Sn lke 2 oo ae S : st Mae eta - - 
3 loan - — a <mrenel > ai aor a ee Sg an a no — oe a Os ae ae - . 
: sad ean 2 = oe en 4 - a® oh ee a 
= Dh enys Si en a ‘ P we *s % “ a «ie ice: : a . aa 
i ree m eee 6 £ 4 wm ot : . 
: Lae ee iw « - % ~- Pe . phe es: Pane a 3 re a etncsenncngnamtil uaa amillal - 
. pi — ~ oo J i in? Ss sus Bs gi . aa — 
on oe si — ie ; oem pee a: ee ~ on a 
F Soetey manipale — i tee - ae en ‘ne _ = nis aphas a ae Pe " and « ae a ‘ 
‘ cian ae ohm ; Sapte — pbs: er “CATERER est = : — ee Tate 
: 2 on ee ee a — « ge ae rite nnn 
: . ~— ry “a y a oe gaa ec eam oe ‘oe . Pee he a 3 a 
a 2 er oe mil . rae ee ms Se. eo = tice a Ao te. Sane : 
; os a? i i a — a oe: _ ae cs ae mi bs ks 
| 
- 
* 
: ' 
B 
; 
ze ee 
l 
a 
» 7 . 
ie 
: ie tke oe eae i Be hus st hee reas ye wine 2 Vides ae Wise Sued of eae ee ee te — Te" a a ks i - rele 7 “ : 2 


36 


Rayco Says It’s 
Dropping Franchise 
Setup Hit by FTC 


WasuincTton, April 5—Rayco 
Mfg. Co., Paramus, N. J., told the 
Federal Trade Commission it has 
been moving rapidly toward the 
elimination of a dealer franchise 
agreement which FTC considers 
overly restrictive. 

In reply to a complaint issued by | 
FTC on January 7, Rayco said it | 
stopped writing the controversial 
agreements about a year ago, when 
it filed an affidavit of dincnaiiaie~ | 
ance with FTC. At the same time, 
Rayco said, it took steps toward 
canceling existing agreements, and 
that 70% had been canceled by the 
time FTC’s complaint was issued. | 

Rayco said it has never canceled | 
a franchise because a dealer sold | 
competing products. It admitted | 
distributing lists of suggested | 
prices but denied that dealers are) 
required to adhere to them. It) 
denied that it required dealers to) 
refrain from independent advertis- | 
ing, or insists that they participate | 
in all Rayco advertising, and pay | 
an advertising assessment regular- | 
ly. 

Rayco defended its “zone sialon | 
visor” system, which FTC chal-| 
lenged as a “policing” unit. It} 
said the supervisors provide coun- | 
seling to franchised outlets, and | 
that there has not been one Rayco | 
dealer failure since the program 
was instituted. + 


Seaforth Marketing Shifts 

Marketing emphasis for Sea- 
forth men’s toiletries has been al- 
tered to build Seaforth as a stand- 
ard men’s line bought throughout 
the year, in contrast to previous 
promotions which emphasized Sea- 
forth only as a gift season item. 
Advertising, geared to the Seaforth 
Highland regiment and offering 
print reproductions of battle scenes, 
is scheduled in Argosy, Esquire, 
Playboy and Sports Illustrated. 
Compton Advertising, New York, 
is the agency for the Chesebrough- 
Pond’s product. 


Ver Standig Adds Account 

Bureau of National Affairs, 
Washington, publisher of business 
reports and other specialized serv- 
ices, has appointed M. Belmont 
Ver Standig Inc. to handle its ad- 
vertising and promotion. 


STORY 
BOARD 


WTRF-TV 


Remember the “roaring 
'20s"’ when a policeman didn't 
hide at the side of a busy 
road, but took his chances in 
traffic like everyone else?” 
Wheeling wtrf-TV 
Remember the good old days, when all 
you expected and got from the govern- 
ment was a free packet of seeds? 
Wheeling wtrf-TV 
Remember, a rich and busy market that's 
enjoying a great industrial boom is the 
place to sell. Folks around here are ring- 
ing up nearly two million dollars in retail | 
sales annually. WTRF-TV is helping them | 
decide what to buy. Are they buying your | 
products? 


Wheeling wtrf-TV 
Remember when coffee was three pounds | 
for thirty-nine cents and you couldn't af- 
ford it? 

Wheeling wtrf-TV 
Remember when your wife used to go out 
and you'd kiss her good-bye instead of 
your money? | 

Wheeling wtrf-TV 
Remember when the only jams you had to 
answer for were toe jams? (Wonder if 
they're still popular?) 

Wheeling wtrf-TV 
Remember, WIRF-TV dominates a 36- 
county area of a Major Market, the big 
and booming Wheeling Market. Ask Hol- | 
lingbery about Wheeling, WTRF-TV and 
the complete merchandising service avail- 
able. 


| ates, 
advertising. Kelly, Zahrndt & Kel- 


|Prutzman Names Bolster; 
(Adds Three Accounts 

| Chemo Products, subsidiary of 
|Crompton Co., West Warwick, R. I., 
|manufacturer of Teflon tapes, 
shapes, packing and molded parts 
|and coated yarns; and Madison In- 
dustries, Pawtucket, manufacturer 
of metal-cutting tools, have ap- 
pointed Darrell Prutzman Associ- 
Providence, to handle their 


ly Advertising, St. Louis, was Mad- 
ison’s former agency. 

At the same time Donald W. Bol- 
| ster, formerly assistant to the mar- 


ket research director of Kendall | | manager of sales training for cir-|ness man, 


Co., 
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and Howard Sutton, 


New York, has joined the cli-| culation sales. Wallace K. Ponder, | former public relations director, 


ent service staff of Darrell Prutz- | formerly promotion and circulation | Pontiac Area United Fund, Ponti- 
|manager of Power, has been named ac, Mich. 


man. 


McGraw-Hill Shifis Three 
McGraw-Hill Publishing Co., 

New York, has named Walter A. 

Stanbury, formerly managing edi- 


tile World, succeeding Prentice 
Thomas, who has resigned. Austin 
J. Hogan, previously field circu- 
lation sales manager for McGraw- 
Hill’s New England district, has 
been named to the new post of 


associate district manager for the 


Detroit, a new post. 


Hare, Shepard & Sutton Adver- | 


bell-Ewald Advertising, 


Homer D. Shepard, Lansing busi- 


| company’ s Great Lakes district in Wilson’ s Sons Names Haughton 


William M. Wilson’s Sons, Lans- 
|dale, Pa., manufacturer of electric 


New Agency Opens in Lansing |and hand- operated meter pumps 
tor of Factory, chief editor of Tex- | 


for dispensing lube oil, gasoline 


tising, new Lansing agency, has and other light petroleum prod- 
opened offices at 326 S. Washing- | ucts, has named Haughton Adver- 
ton Ave. The principals are Rus- I tising, Philadelphia, for advertising 
sel H. Hare, recently with Camp-/and publicity. Ralph Ecoff Asso- 
Detroit;| ciates, Colmar, Pa., formerly han- 


dled the account. 
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announces. 


A HISTORY-MAKING STUDY with the aia 


of Dodge Reports of a full year’s building planning activity by 
over 1,100 architectural and architectural-engineering firms in 
New York State. 


89.8 PERCENT COVERAGE py paid sub- 


scription of $3 billion of new projects designed by these firms. 


This New York State study is the 28th in a series of statewide 
studies* by Architectural Record of the number and dollar vol- 
ume of 15 major types of projects planned by architects and their 
engineers—and the Record’s coverage of these markets. (For a 
full report return the coupon at right.) 


CHANNEL 
SEVEN 


WHEELING, 
WEST VIRGINIA 


*Other studies based on Dodge Reports: Connecticut, Dewwte, om. 


we Kansas, Kentucky, Louisiana, Maine, M 
Sil Mississippi, Nebraska, New Ham 
lahoma, Pennsylvania, Rhode Island, 


Tennessee, Texas, Vermont, Virginia 
Washington, Oregon. 


assachusetts, Michi- 
oy North Dakota, Ohio, 

uth ge South Dakota, 
studies: California, 
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NBP Adds 11 Publications 


Five companies, representing 11 
publications, have joined National 
Business Publications, Washington, 
D. C. They are: American Paint 
Journal Co., St. Louis (American| Jantzen to Use Network TV 
Paint Journal, American Paint &| Jantzen Inc., Portland, Ore., will 
Wallpaper Dealer and American use network tv in an ad campaign 
Painter & Decorator); Blackburn | for the first time as part of its 
Publications, New York (Modern|back to school promotion. Com- 
Server & Spirits Store), effective| mercials featuring sweaters, skirts 
July 2; Huebner Publications, 
Cleveland (Tooling & Production) ; 
Industrial Publications, Chicago 
(Brick & Clay Record, Building 
Construction Illustrated, Build- 


ing Supply News, Ceramic Indus- 
try and Practical Builder), and 
Virginia Jones Baker, San Francis- 
co (Western Dairy Foods Review). 


Clark’s “American Bandstand” 
during the last three weeks in 


August. The magazine campaign, 


and playclothes for teen agers and | 
pre-teens will be shown on Dick) 


from August through November, 
will include color spreads in Glam- 
our, Mademoiselle, McCall’s and} 
The New York Times Magazine.| Collier to ‘Leather & Shoes’ 
The agencies are Hockaday Associ- | Winslow D. Collier, formerly vp 
ates and Homer Groening Adver- for advertising of Bakers Review, 
tising, both in New York. New York, has joined Leather & 
Shoes, Chicago, as New York re- 
Schiller Joins RAB \gional manager. He succeeds Er- 
Jay L. Schiller, formerly head /|nest P. Baldwin, who has resigned. 
of media analysis of Lennen & 
Newell, has been named research| Providence Agency Moves 
manager in an expansion of the; Horton, Church & Goff, Provi- 
research department at Radio Ad-| dence, R. I., has moved to 76 West- 
vertising Bureau, New York. He|minster St. from quarters two 
was succeeded at Lennen & Newell | miles south of the city. 


by Mort Keshin, previously of the 
agency’s research department. 


5 ga iat ; 


‘ 
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SCOPE OF THE STUDY 


The Record’s New York State study includes ALL 
new building projects planned by architects and their 
engineers in the 12-month period ending September 
1, 1959 as reported by F. W. Dodge Corporation’s 
Dodge Reports. 


Specifically, the study covers 26,667 new building 
projects... $3,007,200,000 of work by 1,107 firms. 


The projects are classified by 15 major types and a 
separate tabulation has been prepared for planning 
activity in the 5 Boroughs of New York City. 


Architectural Record’s Coverage 


Architectural Record has determined its cover- 
age by architect and engineer subscriptions alone 
of each segment of the New York State build- 
ing market. 

The summary table below shows that Record’s 
coverage of nine out of ten architect-planned 
building dollars in New York State closely par- 
allels its coverage of the country as a whole. 


Percentage Coverage by Architectural Record of 
Architect and Architect-Engineer Planned Building 
(as documented by Dodge Reports) 


aac Se 

won Proiects 77.6 | 83.5 

eee’ patiar volume | 93,0 | 94.1 
ALL Projects 80.4 | 74.3 

mee aliar voume | 89.8 | 89.9 


Again Architectural Record is 
Five Ways Your Best Buy 


1. Top verifiable market coverage — 
over 89% coverage of architect and 
architect-engineer planned building — 
nonresidential and residential, small 
and large. 


2. Largest architect and engineer 
paid circulation in the field EVER! 


3. Preferred readership as revealed 
by 140 out of 155 studies sponsored by 
building product manufacturers and 
their advertising agencies. 


4. Editorial leadership in quantity 
and in quality of service to architects 
and their engineers. 


5. Advertising leadership — in adver- 
tising pages and number of advertisers, 
for the 14th year in a row. 


1 s 


Architectural 
Record 119 West 40th Street 


New York 18, N. Y. 
“workbook of the active architect and engineer” 


| Siapsinge: etree madi en. igi 5 tec 
To Architectural Record 


I'd like your full report on New York State as soon 
as it’s off the press. (] 


Also send me your combined states summary. ["] 
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ADDITIVE—Tidewater Oil Co., 
_ | Angeles, 


Los 
launches its biggest ad 


| drive (AA, March 21) with this ad 
| in the April Sunset Magazine to in- 
troduce its new gasoline additive, 


MS-3. Foote, Cone & Belding is the 


agency. 
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. WITH KLEEN-STIK 


wee 
WORLD'S MOST VERSATILE 


oe 


: IDEA NO. 167 
Double-Duty Beauties 


If you’re lucky enough—or in 

ious enough—to develop a 

purpose Kleen-Stik display, you 

get double the oy . .. double 
ou 


n- 
ual- 


the impact... ble the Kleen- 
Stik benefits. Sales Promotion 
Mgr. Bob Urban did it for Helene 
Curtis Industries, Chicago, with 
this series of colorful displays, each 
with a strip of moistureless, easy- 
to-apply Kleen-Stik. Quick as 
iter _ a = salesman = 
off the cking paper a 
Ettach as a Shelf Talker or as a 
Bottle Topper. Ronnie Taub 
handled the production for Creative 
Displays, Inc., Chicago. 


SELF-STIKing RDHESIVE 


IDEA NO. 168 


oan 


139 


“8G 34 


La Belle Kleen-Stique! 


Which is worse —baggage stickers 
that don’t stick to baggage? . . . or 
those that stick too well? J. A. 
McGee, Dir. of Advertising 
for Trans-Canada Air Lines, 
Montreal, solved both problems with 
labels of easy-to-apply, easy-to-re- 
move Kleen-Stik Kromekote. 
Attractively printed in color, they 
feature instructions on the back in 
English and French. But in any 
language, this modern, moisture- 
less adhesive sticks tight on all types 
of luggage . . . yet is easily removed 
when desi Ross-Ellis, Ltd., 
Montreal, did the handsome print- 
ing, J. O°Connor supervising. 


Kleen-Stik is the “‘miracle”’ 
material that creates its own 
P.O.P. ideas! See your regular 
printer, lithographer, or silk 
screener for samples .. . or 
write direct on your letter- 
head. 


“#8 -23 #3323" * 
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‘PRODUCTS, INC. 


7300 West Wilsqn Avenue 
Chicago 31,) , 
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Among these 21 look-alike Indian-head 
pennies, there is one worth 10,000 times 
its face value. The others are worth — 


well, pennies by comparison. Which one 
is the Chief? 


Don’t guess! Examine credentials care- 
fully. That’s how Business Week selects 
the Chiefs of commerce, to build a man- 
agement audience for your advertising. 


Byou pick the chief? 


A McGraw-Hill Magazine 


Business Week is sold only by subscrip- 
tion. Every subscription applicant is 
asked for title, company, and type of 
business. With few exceptions, non-man- 
agement applicants are turned down — 
last year, nearly 11,000 of them. 


And so (like the last penny in the second 
row) the Business Week subscriber is 
valued above all others in the general- 
business and news magazine field. Adver- 
tisers know that they get, in Business 
Week, the greatest management concen- 
tration — and the greatest management 


. readership per dollar. 


_ BUSINESS : 


You advertise 

in Business Week 

when you want to influence 
management men. 
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The Fault, Dear 
Ad Manager, Lies 
With Thee, Day Says 


New York, April 5—Advertis- 
ing campaigns, budgets, programs, 
and ideas “are seldom turned 


down arbitrarily” by management, | temperamentally 


told the New York chapter of the 
Assn. of Industrial Advertisers 
yesterday. “They’re just not sold 
properly— it’s your fault.” 

The “ability to convince man- 
agement of what needs to be done” 
in advertising was one of 11 qual- 
ities which Mr. Day said manage- 
ment looks for in a manager 
“worthy of being consulted and 
considered in general and market- 
ing planning.” He listed the other 
qualities this way: 

e The “ability to manage money,” 
handling “realistic budgets” and 
having an “understanding of other 
financial needs of the company.” 


e “Objectivity .. . without abjec- 
tivity.” The “willingness to stand 
off and look at your own work,” 
and to “share management’s desire 
to explore new ways of doing 
things.” 

e “Personal relationships” with 
your own staff, sales management, 
salesmen, agencies, media, man- 
agement. 


e “Knowledge of advertising,” in- 
cluding agency relationships, 
measuring devices, trends, news of 
the trade, familiarity with media, 
and rates, and knowing whether 
you can still write, do a business 
card or an annual report or pro- 
duce an idea or an actual piece of 
advertising on the spot. 


e “Personnel management.” He 
said this included hiring record, 
training techniques, morale of staff 
and quality of appraisals. 


e Courage or lack of fear. ‘““Man- 
agement expects you to fight con- 
structively. 


e “Loyalty. To become a man- 
agement man you must demon- 
strate intelligent loyalty to your 
management—both people and 
jobs. It’s not you and the agency 
against management. Once a de- 
cision is made you must provide 
enthusiastic leadership to your 
own people and agencies.” 

e “Creativity.” He defined this as 
the “ability to draw upon your 
store of sensory-psychological-me- 
chanical experience to provide 
new solutions to old problems or 
new solutions to new problems.” 
e “Initiative and follow-through.” 
Managers must have the “willing- 
ness to take all steps necessary to 
get the job done, and leave nothing 
to chance.” 

e “Salesmanship.” The “ability to 
convince management of what 
needs to be done.”’ 


s Mr. Day left AIA members 


we print more 
pages*, operate 
more type-set- 
ting machines* * 
than any other 
newspaper in 
florida 


orlando sentinel-star 
"gateway to the moon" 
*source: 


media records 


**source: . 
mergenthaler lino co. 


| 
| 
| 


with three questions “that lie 


| solely within the area of your own 


decision.” 

The first was, “Do you really 
want to move into such problems 
as pricing product development, 


travel]? 
“If the answer is ‘yes’,” he said, 
“God bless you, and God help you.” 


Arpan to Join Indiana 
Prof. Floyd G. Arpan will be- 


academic work in the area of mag- 
azine writing and production and 
will also develop courses in inter- 
national communications. 


Institute for MR Adds Two 
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County. Mr. Schwartz, a novelist, 
has done research for Warner 
Bros. and Transfilm Inc. and once 
had his own research-public re- 
lations company. 


sales territories,|come a professor at the school of 
compensation?” Second, “Are you|journalism at Indiana University |Schwartz have joined the Insti- 
. mentally, physically, | effective July 1. Prof. Arpan has|tute for Motivational Research, 
for additional| been a member of the teaching/Croton, N. Y., as director of spe- 


Burchard M. Day, advertising| management responsibilities?” | staff of the Medill School of Jour-|cial projects and research direc- 
manager of the Carborundum Co.,| Third, “Does your wife and your 


C. William Paul and Alvin|McBain Opens Own Offices 


own advertising design company, 


203 N. Wabash Ave., Chicago. Mr. 


nalism at Northwestern Univer-|tor, respectively. Mr. Paul for-|McBain was formerly director of 
family share your ambition [in|sity, Evanston, Ill., for 25 years. merly headed his own home build- 
spite of long hours, heavy pressure, |In his new position, he will direct|ing company in Westchester | Playboy. 


the promotion art department of 


Now ready. ..one of the 
most accurate measures 


of media ever made ! 


This latest Politz report reveals comparative 
advertising page exposures for four magazines 
—including the number of times an advertisement 
for a particular product will be looked at 

by good prospects for that product 


What is the most accurate measure of an advertising 
medium? 


More and more advertising executives believe that 
it is advertising exposures . . . related to audience 
quality and cost. 


As you know, an advertising exposure figure measures 
the number of times an advertisement is looked at. This 
measurement clearly reflects the medium’s basic respon- 
sibility to its advertisers: to place the advertising before 
its selective audience. It is not distorted by factors with- 
in the advertising itself. 


Now applied to four magazines 


Alfred Politz’ first study of advertising page exposures 
was made for the Saturday Evening Post only, and hence 
provided no basis for comparisons. 


His new research covers Reader’s Digest, the Post, 
Life and Look. 


These new figures now permit highly accurate com- 
parisons among the four magazines. And they permit 
more meaningful comparisons of these magazines with 
other types of media, such as television. For example, 
the research shows how many repeat exposures are de- 
livered by each magazine. This is a valuable bonus that 


cannot be provided by broadcast media—unless the ad- 
vertiser pays to repeat his commercial. 


32,000 interviews 


Through interviews with 32,000 people, this infor- 
mation is now available for each of the four maga- 
zines: 


@ number of issue exposures (total and per reader) 


@ number of advertising page exposures (total and 
per reader) 


@ audience composition, in terms of age, sex, income, 
education, geographical location, number of chil- 
dren, home ownership, etc. 


In each interview, 116 questions were asked concern- 
ing the family’s possessions and recent purchases. 
Scores of major consumer products and services were 
included—cars and trucks, food, clothing, insurance, 
leisure products, appliances, soap, etc. Your own 
product category is probably included. 


In each category, the figures are related to adver- 
tising page exposures (total and per person) show- 
ing the likelihood that a good prospect for a prod- 
uct will look at an advertisement for that product. 


Emmett McBain has opened his 


McBain Associates, with offices at 
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United Artists Names Three 
Leonard E. Hammer, previously 
a station sales coordinator at 
United Artists Associated, New 
. York, tv film producer and distrib- 
utor, has been appointed director 
of a new specialized national sales 
division. The new division will 
help stations to get sponsorship 
for UAA films already purchased. 
United Artists also has named 
William Ashworth, formerly na- 
tional sales manager of WSPD-TV, 
Toledo, and Bates Halsey, for- 


merly with Weed Television Corp., 
account executives in the national 
sales division. George U. Lyons, 
previously midwestern sales man- 
ager of Storer Broadcasting Co., 
succeeds Mr. Ashworth at WSPD- 
TV. 


CBS Films Promotes Three 
Willard Block, formerly an ac- 
count executive, has been pro- 
moted to the new position of in- 
ternational sales manager of CBS 
Films. Mr. Block was with Na- 


tional Broadcasting Co. before 
joining CBS in 1957. CBS Films 
also has named James T. Victory, 
formerly an account supervisor, 
director of syndication sales, a 
new post. James H. McCormick, 
previously an account supervisor, 
has been named eastern sales man- 
ager. 


Newman, Weber Join McCann 
Bruce L. Newman, formerly on 
the advertising staff of The Satur- 


day Evening Post, has joined Mc- 


Cann-Erickson, New York, as a vp. 
McCann also has transferred Rob- 
ert L. Weber, an account executive 
for the past three years in the 
Portland office, to San Francisco 
as Pacific Coast coordinator on 
Coca-Cola. 


Cornelius Names Bromstad 


John E. Bromstad has joined 
Cornelius Co., Anoka, Minn., as 


manager of its premix beverage 
division. Mr. Bromstad was for- 


advertising and sales promotion 


To obtain your copy, ask 
your representative of Reader's Digest, 
or send the coupon below. 


trips during a recent 12-month period. 


make a sale to good prospects. 


This new research permits more meaningful compar- 
isons between magazines and television. You will 
find, for example, that 1000 exposures in the Digest 
cost less than half as much as on TV. 


Send for your copy today 


This research was co-sponsored by Reader’s Digest and 
Saturday Evening Post. The 84-page report is free to 
advertisers and advertising agencies, is available to 
others at $5 per copy. Send for your copy today. 


Beatin JReaders Dige st 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


For example, if you sell travel, you will find that 


Exposures per Advertising Cost per 
a single advertisement in the Digest will be ex- ee ee Fon 
posed 43,553,000 times to people who have taken 
READER'S DIGEST  60,947,000* 17° 59¢* 
If you sell life insurance, you will see that four out = °°ST 30,861,000 18 85¢ 
of five Digest readers live in families protected by _ ire 30,110,000 1.0 98¢ 
life posi : — A ee ve ——- 30,702,000 dl 84¢ 
s to 
insurance will have 49,292,000 opportunitie eink, <a a. 1¢ 


*On the average, people will look at your advertising page in Reader’s 
Digest 60,947,000 times. This amounts to 1.7 exposures per Digest 
reader. With a black-and-white page, the cost per 1000 exposures is 59¢. 


Fred D. Thompson, Dept. 11, Reader’s Digest 


230 Park Avenue, New York 17, N. Y. 


Please send me a copy of the new Politz report (free to 


advertisers and ad 


Name 


vertising agencies; $5 per copy to others) . 


Title | 


Company Name 


Company Address 
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merly in the advertising depart- 
ment of Mirro Aluminum Co., 
Manitowoc, Wis. 


Naegele Promotes Mallon 

Naegele Outdoor Advertising 
Co., Milwaukee, has appointed 
James H. Mallon, formerly Mil- 
waukee sales manager, director of 
regional sales. Mr. Mallon, whose 
office will remain in Milwaukee, 
will primarily service the Chicago 
market and midwestern states. 


Bloom to CBS Radio Spot 
Stanley M. Bloom, formerly di- 
rector of marketing and distribu- 
tion at Longines-Wittnauer Watch 
Co., has been named to the new 
post of director of marketing at 
CBS Radio Spot Sales, New York, 
station representative. 


Clyde Gischel Named VP 
Clyde S. Gischel, director of 
marketing and sales of Stanley 
Works, New Britain, Conn., since 
January, 1959, has been elected vp 
in charge of marketing. 


/ Attention \ 


/ advertisers! \ 
/ 


Piel’s Beer is sponsoring 


starring Charles Korvin as 
i Inspector Paul Duval 
on New York’s WPIX, 
| Sunday nights at 10:30. 
| Now Interpol’s story, 
\ which the public has been 
reading abopt in 
t Reader’s Digest and other 
\ magazines and 
newspapers, comes to 
television . . . 
\ presented by / 
\ Piel’s. / 


Sounds 


e like you and me, 
INTERPOL CALLING 
! and Piel’s make a 
sure-fire selling 
combination. And if I may 
make one small pun, 
both Duval and Piel’s 
\ always keep their 
\ heads... in any 
\ situation. J 
‘\ gt 


“aa, 


INTERPOL CALLING, \ 


great, Bert. Just \ 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer's, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N.Y. 22 * Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. © EMpire 2-1166 


© 1960 Pie. BROS., BROOKLYN, N.Y 
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Metropolitan Life Joins NBC 
Radio; Allis-Chalmers Exits 
Metropolitan Life Insurance Co., 
New York, has signed for one- 
quarter sponsorship of NBC Ra- 
dio’s ““News on the Hour,” begin- 
ning May 2 and running for 52 


; gram, which replaces Metropoli- 
, tan’s usual spot radio schedule, will 
bs contain the “good hints for good 
“ |health” the company has been fea- 
turing since 1946. Young & Rubi- 
‘cam is Metropolitan’s agency. 
Dropping out of NBC Radio’s 
|“Farm & Home Hour” after a 14- 
‘year run is Allis-Chalmers Mfg. 
\Co. The agency is Bert S. Gittins 


(at the 
Singertips) 


A Perrygraf Slide-Chart is a tested, powerful tool for more 
efficient and profitable selling. These simple devices put essential 


° i . FREE —36 page, 
facts about your product at the fingertips. Just turn a disc 


full color booklet Advertising. 
or pull a slide to tell a sales story, select the proper size and showing how 
style, show how equipment operates, or solve an engineering Perrygraf Whiting Joins Clinton E. Frank 


Slide-Charts can 
work for you. 

122 case histories. 
Write for free copy. 


problem. If you have a complicated or demonstrative- 
sales story to tell, you need a Perrygraf Slide-Chart. 


PERRYGRAF CORPORATION 


1500-A Madison Street, Maywood, Illinois 150-A South Barrington 
Avenue, Los Angeles 49, Calif. Sales Offices in Principal Cities 'Graw-Edison Co. 


THE 13th MARKET 


IS "TWINS" 
BuLyvou HAVE 


TO PUT 
YOUR EGGS 


Don Whiting has joined Clinton 
|E. Frank Inc., Chicago, as an ac- 
/count executive. Mr. Whiting was 
\formerly advertising manager of 
lthe Toastmaster division of Mc- 


The St. Paul Dispatch-Pioneer Press offers 
exclusive blanket coverage ...no other 
newspaper reaches the St. Paul "Half" 


FAMILY COVERAGE 


Ramsey, Dakota and Washington Counties. 


t PAUL 


* asa 83.5% 
MPLS. 72.5 % 
Cooma 
DISPATCH 44.344 
“we CR a EE NEWSPAPER 8.3 18.9 

— fot 5% : eee 
e i 0 fe E E R PR "a $$ MORNING EVENING SUNDAY 

SOURCES: ABC 3-31-59. SM Survey of Buying 

4 Power 5-10-59 


Newspapers have audited, verified circulation 


Representatives RIDDER-JOHNS, INC. 
New York—Chicago—Detroit—Los Angeles—San Francisco—St. Paul—Minneapolis 


weeks. Commercials on the pro 
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Last Ditch Effort 
Set to Solve Strike 


‘of Portland Dailies 


PorRTLAND, April 5—Rene J. Val- 
entine, newly-appointed director 
of labor negotiations for the six 
union organizations whose mem- 
bers are on strike at the Portland 
Journal and Oregonian, said today 
his one objective “is to bring a 
rapid and honorable conclusion to 
this . . . terrible strike.” 

His first efforts, he said, will be 
to get publishers to the negotiating 
table. Except for the newspaper 
guild, whose members used a 90- 
day opening clause in a contract 
that expires next June to resume 
bargaining, no sessions between 
management and labor have been 
held since Jan. 18. 

The two dailies were hit by a 
strike of craft unions and the 
newspaper guild Nov. 10, but 
have continued to publish with 
non-union help, first with a joint 
issue of the Oregonian-Journal. 
However, staffs have been built 
up to the point where the two 
| dailies will resume their separate 
|publication on April 18. 
| Mr. Valentine, Providence, R. I., 
a representative of the Internation- 
al Typographical Union, was ap- 
pointed to head union strategy 
here. His appointment followed a 
meeting of top officers of six in- 
ternational unions—typographers, 
pressmen, stereotypers, engravers, 
bookbinders, and newspaper 
guild. 

In a tv interview over KPTV, 
on time bought weekly by the lo- 
cal unions, Mr. Valentine said, “I 
am certain that publishers 
throughout the nation will be en- 
couraged if this strike is not set- 
tled; they will be encouraged by 
the thought that they have beaten 
the union in Portland.” # 


Tyson Adds Two, Names One 

O. S. Tyson & Co., New York, 
has been named to handle adver- 
tising for Lanston Industries, 
Philadelphia, and Union Carbide 
Development Co., a division of 
Union Carbide Corp., New York, 
which will make new ULOK air 
filters. Rea Fuller & Co. formerly 
handled Lanston. Tyson also has 
named Edward J. Martin, formerly 
with Lawrence C. Gumbinner Ad- 
vertising, a copywriter. 


College Inn Packaging 
Redesigned by Agency 

College Inn Food Products Corp., 
Chicago, has changed its pack- 
aging, and is formally introducing 
the new labels to the food trade 
in six-page color inserts appearing 
in Chain Store Age and Progres- 
sive Grocer. Cunningham & Walsh, 
Chicago, is the agency. 


Wettstein, Nowell Moves 

Wettstein, Nowell & Johnson, 
San Francisco publishers repre- 
sentative, has moved to new offices 
at 417 Market St. 


Need Source Material 
For a Campaign ? 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events . . . can enable you to use real 
news rather than fictional situations to 


substantiate your claims and to convince 
your prospective customers. Invaluable 
for agency new business presentations. 
Interested in learning how we can 
serve you? 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, IIl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS » MAGAZINES + TRADE PAPER 
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Source: *First March National Nielsen TV Report, 1959 vs. 
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8-10:30 PM, NYT -estimated time and published talent cost. 
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This Week in Washington .. . 


‘Crackdown’ on Defense Contractor 


Ads Seen as Bargaining Maneuver 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, April 8—There 
are reports that a number of im- 
portant weapons manufacturers 
are planning to cut back portions 
of their advertising programs in 
the face of tighter pricing pro- 
cedures which are to be introduced 
by the procurement officers of the 
armed services after midyear. 

From the best information avail- 
able here, such decisions to scuttle 
useful advertising activity would 
appear to be premature. Contracts 
will continue to be hammered out 


through a process of negotiation.|# But military people know that|pricing procedures which apply | 
which produce | to cost-plus work. 


A company which honestly 


able talking point if it capitulates 


without presenting its case. 


General advertising by defense 
been 
something of a whipping boy. 
Many years ago, the Defense De- 
expedient 


contractors has 


always 


partment took the 


|The unaudited fee 
}contracts was always sufficiently 
|attractive to assure that it would 
| cover general advertising and oth- 
|er non-operating costs which the 
Defense Department is unwilling 
to recognize officially. 

The current crisis is an out- 
growth of a new drive to cut 
weapons costs, which the armed 
services have launched in _ re- 
sponse to congressional pressure. 
Now there is to be an effort to use 
the same strait-laced pricing rules 
in negotiating fixed-price con- 
tracts which were formerly used 


in cost-plus|effort by procurement officers to 


|look into the components of price, 
ithe negotiation of a fixed-price 
contract involves a big element of 
dickering in the fine tradition of 
the oldtime New England horse 
trader. 

The government’s chief concern 
is to get a reliable producer at a 
price which makes sense from both 


Advertising Age, April 11, 1960 


As it appears now, the impact 
of the tougher pricing program 
will be neither as drastic nor as 
widespread as some defense con- 
tractors have assumed. 

Contractor officers are to regard 
the cost rules only as “guides” in 
negotiating a fixed price, or ter- 
mination settlement. They are to 
remain free to apply a “reason- 


sides of the bargaining table. Since | ableness” test which opens the door 
there can never be a complete) to consideration of any cost which 
meeting of minds, the ultimate re-|a “prudent business man” might 
sult in the negotiation of a fixed- | encounter in the course of his nor- 
price contract always is a com- | mal activity. 


course and announced that the 
only ads which would be accepted 
as cost in a cost-plus contract 
would be a limited amount of in- 
stitutional advertising in essential 
trade and technical journals, plus 


only in drafting cost-plus arrange- 
ments. 

It is easy to see why defense 
contractors would be uneasy about 
such a development. Fixed-price 


promise which makes it impossible| Moreover, the cost rules are to 
to identify all the actual factors | be used only where negotiations 
which are part of this price. |have necessarily been confined to 

The Defense Department knows|a single producer. No cost quib- 
it has to be this way. If the same bling is contemplated in a whole 
cost rules were rigidly applied to|spectrum of other situations, in- 


be- | the 


some necessary “help wanted” or|60% of the $25 billion defense pro- | 
“recruiting” ads in general media.|curement volume, do not lend| 


companies 


|themselves readily to the tight 


lieves its advertising performs a| weapons must find a way to tell) 
useful function sacrifices a valu-|the public about their activities.|# While there has always been an turn their energies elsewhere. 


ithe government 


| would become so burdensome that 


contracts, which represent roughly | fixed-fee contracts, there would be | volving at least 40% of all fixed- 
no “cushion” to cover the ines-|price contracts, where contracts 
capable non-operating costs which | have been negotiated competitive- 
is unwilling to! ly, 
recognize openly. Defense business | based on competitive bidding. 


or where they have been 


‘many qualified companies would ® In announcing that tougher cost 
rules are to be used in negotiating 


? 
$ 
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As served at Dunbar’s by Albert Cantey 


‘3 Jambalaya ... OLD NEW ORLEANS FAVORITE 


fixed-price contracts after July 1, 
the Defense Department carefully 
explained that these costs are to 
be used solely as “guides” in the 
negotiating process. Contracting 
officers are to think “no” if they 
find that institutional advertising 
in publications of general circu- 
lation has been considered as part 
of the company’s operating cost. 
But this is merely a starting point 
from which to “dicker.” 

At “dickering” time, advertis- 
ing will be only one of many items 
which will be on the table for 
discussion. Neither the govern- 
ment nor the company is likely to 
give in on all of them. So the end 
result is likely to be a compromise, 
which some will call a defeat for 
advertising; others will regard it 
as a victory. Both can be right, 
since neither side can actually 
know how the meeting of minds 
was achieved. 

Moreover, each contract is ne- 
gotiated by different men. So ad- 
vertising will do well in some in- 
stances, poorly in others, depend- 
ing on the quality of the presenta- 
tion. 


a If the ultimate results of the 
negotiations are to continue to be 
determined at the bargaining ta- 
ble, obviously any company which 
has ditched its advertising plans 
before it enters the room _ has 
weakened its bargaining position. 
In addition, it has cast some doubt 
on its good faith, and, by infer- 
ence, has invited closer scrutiny 
of the other elements of its price. 

Regardless of its status as a 


3 properly allocable cost in defense 
3 <6 contracts, institutional advertising 
RS “; by weapons makers always has 
ree Here's how W W ] A ! V New et) been and always will be a de- 
2 to make it! eee es) duction for income tax purposes. 
\) a e * 
. N O l F . re Contracting officers who repre- 
2 t YY t the government in major de- 
S2 ‘a sen g j 
"aN eW r eans Quorl € e, fense negotiations are experienced 
Ka How ya gonna keep ’em seated for the commercial? WWL-TV ct and worldly men. In relation to 
ia does it with a bright new series of station ID’s—catchy sound a ed — elements in a rit ec 
2 and animation! Audiences stay put at station break time; Y } sel ‘Gaser aan agg oe nies 
2 a ” the most yer background age for pee taxes by cutting back advertising 
Me) their spot sales messages. Alert programming like this is » would be small. 
‘a another factor that has established WWL-TV as the new 
S4 Cook 2 chopped onions, 1 New Orleans favorite. & = If the contracting officer finds 
>) oath receoaneny theta, Mice taccde Ci COO eh Oak ee a nee ai tare dtr Cy the company’s own estimate of the 
* tomato paste in 4 tablespoons ee ee ee ; ' ws importance of its advertising is so 
ie butter for 10 minutes, stir- ' Gourmet tastes? ‘hen write today for your gift copy | 3 low that it is unwilling to risk 
ee ring. Add 4 cloves garlic, 2 | of WWL-TV’s new New Orleans Cookbook, ““HOW TO 1 re what it may have to make these 
* pieces celery, %4 green pep- | PLEASE A GOURMET.” Just off the presses—and loaded } 4 small investments from its own 
04 per, % teaspoon thyme, 1 ' with wonderful old Creole recipes. Write: Promotion Dept., | 8, pocket if necessary, he can hard- 
"0 teaspoon parsley, 3 cloves— | WWL-TV, 1024 North Rampart, New Orleans, La. i vi ly be expected to have much 
3 all finely chopped—and cook ' PROT. ORR Ree Oe ¢,! respect for the contention that ad- 
"a? Ye hour, stirring. Stir in 1 na i ce re vertising does a useful and of- 
oK pound diced boiled ham, 2 “s ten essential job for the company 
4 pounds peeled boiled shrimp; 1) and, indirectly, for the defense 
’ cook 10 minutes. Stir in 3 Represented vy program. + 

cups cooked rice. Season with eae Nationally e 

salt, black pepper, cayenne. © Murray to American Exporter 

Simmer % hour. Serve with , 

a bottle of chilled rosé wine. Robert Murray, formerly assist- 


NEW ORLEANS 


ant advertising manager of Philco 
International Corp., has been ap- 
pointed associate manager of the 
Cleveland sales office of Ameri- 
can Exporter Publications. 
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PHOTOGRAPHY: JON ABBOT 


PHOTOGRAPHY: ARIK NEPO * AGENCY: WILLIAM ESTY COMPANY 


PHOTOGRAPHY: CHESTER KRONFELD 


« AGENCY: LENNEN & NEWELL 


* AGENCY: BBDO 


COKE eee 
... there’s fiery competition. Logic dictates the strongest, 
most vigorous, image-provoking advertising. That photog- 
raphy is the image-maker is not surprising. For a photo- 


graph generates instant recognition—association in the 
minds of everyone. 


ciGanertes 


SS 


Long recognized has been photography’s sense of convic- 
tion. This inherent virtue is now greatly enhanced by a new 
freedom of motion and expression. The Kodak Ektacolor 
system is this new way to color. And here are three cam- 
paigns whose strong, photographically honest messages 
sing loud and clear in spite of 4-wet high-speed printing. 

It is the advertiser who benefits from his agency’s accept- 
ance of new things. And the photographer who is conversant 
with the new is often able to perform that little extra magic 
which is the difference between excellent and superb. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


» Kodak 
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TENNESSEE IS REALLY 3 STATES! 


We can show you how to dominate 
BIG MIDDLE Area ) 323.203 jrhne."m 


° Nashville; over 
HALF the homes in the Retail 
Trade Zone (shown here) with 


bonus coverage in adjacent areas. 


Advertising Age, April 11, 1960 


Meredith Names Two Reps | Networks Sign Up 
Meredith Publishing Co., Des 


Moines, has appointed two men to| Fall Shows Before 


its book and general promotion di-| ¥ 
vision field sales force. Jack E.| Offering to Sponsors 
Dunning, former tv director for| : 
WREC-TV, Memphis, will repre-) NEw YorK, April 5—Fall 
sent the company in its new Mem-| shopping at the tv networks is 
phis territory, and Wade B. Roth-| already = full are ‘ 
well, formerly with a securities). This year a trend started ear- 
company in Atlanta, will take over | lier is eer eee = 
he ta territory, | mounced. e works, partic- 
Se SeEpenES Ae , ularly CBS and ABC, are lock- 


‘ ing in the programs and then 
Schneiderman Adds Account offering them to advertisers. 


Industrial Training Institute, | With time at a premium, an ad- 


Your audience for 
mewspaper adver- 
tising is guaranteed 
by the Audit Bu- 
of Circula- 


colleen On ot at Chicago, has appointed Harry | yvertiser who comes in with a 
count Plan”... tar adver. Schneiderman Inc., Chicago, to) program he wants included in 
tisers who seek maximum 


handle its advertising. Until recent the schedule has trouble finding 
months, Biddle Co. handled the ac- |a spot for it. 


: count. ,; Among the recent deals that 
a “ look set for fall: ABC-TV has 
3 THE NASHVILLE TENNESSEAN = 


hs a 2 Wayne-George to Meissner |sold Liggett & Myers and Hum- 
MID-STATE GAINS NEW PLANT 


Wayne-George Corp., Boston,| ble Oil one-quarter sponsorship 
Morning @ Sunday 


newspaper effectiveness. 


has appointed Meissner & Co., of the 1960 NCAA football tele- 
Boston, to handle its advertising | Sts; Gillette already has con- 
and public relations. The compa- | tracted for half these games. 
ny produces photoelectric encoders | 
and data processing equipment. 


Evening 


NEWSPAPER PRINTING CORPORATION, Agent 
Represented Nationally by THE BRANHAM CO, 


= At CBS, State Farm Mutual 
| (for its automobile insurance) 
will alternate with Lever Bros. 
as weekly sponsor of Jack 
Benny for the 1960-61 season. 
American Tobacco Co. and 
Quaker Oats Co. are expected to ie 
present Tom Ewell in a new 
situation comedy Tuesdays at 
9 p.m., EST. The show currently 
in this time period—‘Tight- 
Sateen acute bon ph as igat ener eta gteaytaiaenanaacauseswasbesaiatetialias rope,” co-sponsored by Ameri- 
ieee sd Serre ated eee AP eS eT ee ee ge can Tobacco and Pharmaceuti- 
L/HISTOIRE ANCIENNE LWHISTOIRE MODERNE — stated to switeh to 
: Scott Paper Co. has bought 
; “fl Ph: “Bringing Up Buddy” for Mon- 
days at 8:30 p.m., EST. Moved 
out of this spot, “Father Knows 
Best” will be re-scheduled— 
with reruns—Tuesday at 8 p.m. 
This bounces Oldsmobile’s 
“Dennis O’Keefe Show” out of 
the CBS lineup. 


A BRIEF 


HISTOIRE DAIR FRANCE 


(that is also a history of French aviation) 


eeern-- 


FIRST MEN TO FLY. 
Joseph and Etienne 
Montgolfier successfully 
take to the skies, June 5, 
1783. Man’s ancient 
dream of air-borne travel 
suddenly becomes a prac- 
tical reality. 


es Newcomers at NBC are ex- 
pected to include “Peter Loves 
Mary,” a Peter Lind Hayes- 
Mary Healy stanza, which P&G 
reportedly was unable to place 
on CBS, and a new Frank Si- 
natra package called “The 
Bachelor,” with Pontiac as the 
most likely sponsor. + 


L”HISTOIRE “PIONEER” 


LES PLUS GRANDES ROUTES. Today, Air France 
the world’s largest airline. Routes cover more than 
202,000 unduplicated miles...connect 210 cities in 
76 countries. Air France is the largest French air- 
line, too. Though it cooperates closely with all other 
French airlines, none are part of Air France. As the 
official French national airline, Air France main- 
tains its unique identity...the oldest, the largest, 
the most experienced of all. 


TV Lectures Offered 


A series of 10 “lectures about 
tv” is being conducted at Wood- 
|lawn Residence, University of 
| Chicago, through June 10, under 
|the chairmanship of Howell J. 
| Malham, John Blair & Co. 


FIRST ENGINE- 
POWERED DIRIGI- 
BLE. Remarkable 
speed of 642 MPH was 
clocked by Henri Gif- 
ford on a Paris-Trappe 
flight, September 24, 
1852. An early demon- 
stration of the French 
genius for technical 
achievement that is a 
tradition with Air 
France today. 


Sage Opens PR Firm 

Clifford Sage has resigned as 
vp and public relations director 
of the McCarty Co. of Dallas, 
Texas, to establish his own 
public relations agency in the 
Interurban Bldg., Dallas. 


LES PLUS GRANDS JETS. 
All Air France jets are superb! 
The 707 Intercontinentals are 
the largest, fastest, longest- 
range jets in the world. Air 
France Caravelle Jets have an 
outstanding performance rec- 
ord. Air France uses both to #* 
provide the world’s only jet- 
to-jet service between the 
U.S.A., Europe, Africa and the 
Middle East. 


Levine Joins Allen Agency 
Robert Levine has joined Al- 
len, De St. Maurice & Spitz, San 
Francisco, as copy chief. He for- 
merly was a financial copywrit- 
er and account executive with 
Albert Frank-Guenther Law. 


TIONAL FLIGHT. 
French aviation gained 
new stature when Louis 
Bleriot flew 25 miles 
across the English Chan- 
nel, July 25, 1909. This 
memorable journey fo- 
cused world attention 
on the immense possi- 
bilities of commercial 
flight. 


FIRST INTERNA- } 


Carlon to Carr Liggett 

Carr Liggett Advertising, 
Cleveland, has been appointed 
advertising counsel for Carlon 
Products Corp., Aurora, O., pro- 
ducer of plastic pipe. 


FIRST INTERNA- 
TIONAL PASSENGER 


FLIGHT. Air France's 
flight from Paris to 
London, February 8, 
1919. Eleven passen- 
gers made the trip. 
Flew 187 miles in 212 
hours. Today, Air 
France passengers fly 
1500 miles in the same 
2% hours. 


LE PLUS GRAND SERVICE. Air France service 
is incredibly lavish, incomparably French. On every 
flight, passengers enjoy superb French cuisine, ex- 
quisite French service at no extra cost. Experienced 
Air France pilots are experts at providing smooth, 
restful flights. They have flown more than 5,000,000 
pure jet passenger miles. 


Pee Te Geary Pog 


we tneseeee 


Fingulin Joins Wentzel 

Alfred J. Fingulin, formerly 
an account executive with Ross 
Llewellyn Inc., Chicago, has 
joined Wentzel & Fluge, Chi- 
cago, as a copywriter. 


‘Life’ Editions Change Trim 
Life International and Life en 
Espanol, effective with issues of 
June 20 and June 27, respective- 
ly, will change trim size from 
10%2x14” to 101%2x135%”. 
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‘Shepherd to Opinion Research | 
2 John E. Shepherd, formerly, 
senior vp of Fletcher Richards, | 
Calkins & Holden, has been ap-| 
pointed to the new position of 
director of marketing for Opinion 
Research Corp., Princeton, N. J. 


_Wagenbach Joins L. A. Bank 
Ronald J. Wagenbach, formerly 
an account executive with Honig- 
Cooper & Harrington, Los An- 
geles, has joined Security First 
National Bank, Los Angeles, as as- 
sistant advertising manager. 


MAB Names Strongin 

James W. Strongin, formerly 
with Life, has joined Magazine Ad- 
ma | vertising Bureau of Magazine Pub- 


DRIVER DRIVE—Tidewater Oil Co. lishers Assn. as presentations di- 
used this ad in the April 11 is- | rector. 


sue of Life; it also will appear | 


in the April 26 Look. _Morros Sets Up Film Company | 

= | Richard B. Morros has set up| 
Tidewater Uses offices at 424 Madison Ave., New| 

- ss York, for the production and dis-| 

. Giveaway in Its ‘tribution of tv films. | 


MARKE 7 
Overall Expenditures at. . . , 
WHITE SANDS MISSILE RANGE 
$82 MILLION IN 1959 
including 
$45.5 MILLION PAYROLL 


10,286 Personnei—highest in history—This largest of all land 
rocket and missile test centers of the Free World is located just 
45 miles from El Paso. 


The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 
COMBINED CIRCULATION 104,020 


__ELPASO... CAPITAL CITY OF 
ee. THE FABULOUS SOUTHWES ae 


ae 


Eastern Campaign | 


New York, April 5—Tidewa-| 
ter Oil Co.’s eastern division has) 
launched its “largest advertising | 
program in recent years” to) 
promote its Flying A gasolines | 
(AA, April 4). Its “Man with) 
drive gets Flying A” theme will | 
be continued in the 1960 cam-| 
paign, which will show an in-| 
crease in radio, tv, magazine) 

Sead and outdoor advertising, Jack) 
Pee Leener, advertising manager, | 
; told ADVERTISING AGE. 

The division launched its ra- 
dio, tv and outdoor drive yes- 
terday. It will use spot com- 
mercials in 19 radio and 19 tv) 
markets. On May 2 Tidewater 
will introduce a “Flying A Mel- 
ody Mileage” program in 32 ad- 
ditional radio markets. Ten 
times each day a four-digit 
number will be announced. If 
the number corresponds to the 
last four numbers of a motor- 
ist’s automobile speedometer, he 
will be entitled to ten free gal- 
lons of gasoline at his nearest 
Flying A station. The “Melody 
Mileage” drive will run 26 
weeks. 

Tidewater will kick off its 
magazine campaign this month. 
It will include five b&w pages 
each in Hot Rod, Life, Look, 
Motor Life, Motor Trend and 
True throughout the year. 

The division, which includes 
14 northeastern states, will 
round out its campaign with 
point of ‘sale material. 

Foote, Cone & Belding is han- 
dling the campaign. 

Tidewater has already an- 
; nounced its western campaign 
put (AA, March 21); the kickoff ad 
“i in this campaign appears on 
Page 37. # 


‘New Equipment Digest’ 
Names Guest Ass’‘t Publisher 
Gordon B. (Bud) Guest has 
been appointed assistant pub- 
lisher of New Equipment Digest, 
Cleveland. He will continue to 
represent the publication in) 
a eastern Ohio and western Penn- 
sylvania in addition to special 
editorial assignments. 


‘NAHB Journal’ Names Hurst 

Robert W. Hurst has been ap- 
pointed to the new post of ad- 
vertising manager of the NAHB 
Journal, published by the Na- 
tional Assn. of Home Builders, 
Washington. He formerly was 
assistant advertising director of 
the publication. 


Standard Promotes Gillis 
Robert L. Gillis, sales promo- 


the Standard Oil Co. (Ind.) 


tion and advertising manager of In Philadelphia nearly everybody reads The Bulletin 


southeastern region, Indianap- 
olis, has been appointed assist- 
ant to the exec vp, Robert C.| 
Gunness. 


The Evening and Sunday Bulletin, Philadelphia 


Represented by Million Market Newspapers, Ine. 
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China Makers Suit Against 
Corning Glass Dismissed 

A $1,000,000 suit against Corning 
Glass Works for alleged disparag- 


BROCHURES © CATALOGS © DIRECT MAIL 
ADVERTISING PRODUCTION 
@ Creative and Retceed ert 


coordination and facilities 
make better advertising easier 


Metachrome, Inc. 


ing remarks made about competi-| been brought in the names of the 
tors’ chinaware in Corning trade} various chinaware firms instead of 


advertising was dismissed in Buf-| 


falo by Supreme Court Justice Re- 
gis O’Brien. The action was 
brought by the American Restau- 


rant China Manufacturers Assn. on | 


the ground that Corning Glass mis- 
| interpreted the results of sanitation 
| tests run on glass and chinaware at 
| the University of Michigan. 
Corning claimed in its motion for 
| dismissal that the suit should have 


Publications, 
president of the Magazine Repre- 
sentatives Assn. of Southern Cali- 
fornia. Other officers are Alan T. York, as assistant advertising di- 
Cazier, Industrial Publishing Corp., | rector. 


through the association. The as- 


sociation said it will appeal the de- 
cision. 


Norrell Heads MRA Group 
Maurice Norrell, Conover-Mast 
has been elected 


vp; John Follansbee, Menne Co., 
treasurer; Raymond J. Husted, 
Harker-Husted-Coughlin, secre- 
tary, and Richard Faust, Albert W. 
Randle & Associates, assistant sec- 
| retary. 


Hayden Joins Mony 

Henry L. Hayden, formerly with 
|Norman, Craig & Kummel, has 
joined Mutual of New York, New 


1960 Issue Closing Dates: 
Published July 20; Complete Plates May 1 


YOU'RE 
LOOKING AT 

4 LBS.,7 02. / 
OF PERSUAS 


Persuasion works best on people who are interested 
in the first place. Your advertising in electronics every 
week creates interest and acceptance... your advertising 
in the electronics BUYERS’ GUIDE and Reference Issue 
sharpens that interest when people are ready to buy. 


Exclusive! electronics opens the door to sales... the “GUIDE” 
applies the weight of authenticity that leads to the final sales. 

electronics with its BUYERS’ GUIDE is the only media 

combination in the field that provides authoritative 

: technical as well as buying information. 


Advertising Age, April 11, 1960 
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No thanks! No calories! 


w 


FREE! 
Sucary! 
Tablet Dispenser 


~ 6 


” 


I sweeten with Sucery! 


Sucaryl 


ROBUST NO MORE—Abbott Labora- 
tories, Chicago, is running these 
two half-pages (combined here) as 
half-pages at top and bottom of 
facing pages starting in April in 


| Good Housekeeping, Ladies’ Home 


electronics Buyers’ Guide and Reference Issue ® A McGRAW-HILL PUBLICATION 
THE ELECTRONICS MAN’S BASIC BUYING BOOK 


@ 330 West 42nd St., New York 36, N. Y. 


attain 


dilate ata 


Journal, Life, McCall’s, and The 
Saturday Evening Post. Tatham- 
Laird, Chicago, is the agency. 


NBC Spot Sales Names Close 
VP; Promotes Four Others 
Richard H. Close, who has been 
director of NBC Spot Sales, New 
York, has been promoted to vp at 
the radio-tv station representative. 
Robert J. Sullivan, formerly pro- 
motion manager at Radio Adver- 
tising Bureau, has joined NBC Spot 
|Sales as manager of sales develop- 
ment, replacing Joe Casola, now in 
\the sales presentation department 
\at NBC-TV. 
| Al Ordover, previously in the 
jrates and rating department in 
|the NBC-owned stations division, 
has been named tv sales develop- 
ment specialist at NBC Spot Sales. 
Steve Kirschenbaum, formerly an 
account executive at A. A. Schech- 
ter Associates, public relations 
company, joined the NBC rep com- 
pany as sales promotion supervisor. 
William McGee, who had been a 
district sales manager in the east- 
ern division of Independent TV 
Corp., tv film producer and dis- 
tributor, joined NBC Radio Spot 
Sales as a salesman. 


National Distributes Brochure 


National Distillers Products, 
New York, has distributed, to 
| about 3,500 Old Crow salesmen 


|and retailers, a four-color 20-page, 
| tabloid-size brochure outlining 
| the brand’s history and advertising 


’ |\planned for its 125th anniversary 


| year. The brochure shows ads to 
| appear in Holiday, Life, The New 
|Yorker, Sports Illustrated, The) 
| Saturday Evening Post and Time! 
and newspaper and outdoor post- 
ers. 


Williams Joins Ludgin 

Roy N. Williams, formerly with 
the old St. Georges & Keyes, New 
| York, has joined Earle Ludgin & 
|Co., Chicago, as account executive. 


| 


| 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren’t enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
| 1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
| Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
| 14 E. Jackson Bivd., Chicago 4, IIl.—WA 2-5371 
| 1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES * TRADE PAPERS 


| 


se o g . 
Ti / 
f r 
— J 
° < af | | ic ne 
rea 9 £ Ohio St., Chgo 11 7 i 
2  ) wicrican 2.6002 is 
reel te 
ag and... when I shep ae 
ere a eT UU aE EI INURE UNEEEEEER ESE cs 
<a ; I choose the J a ‘ need 
a low calorie » | i 
— . 
‘ ‘ foods and 5 fa 
ag , * 7 as ? 7 as 
Bite, - ce ce od deverawee oi). a 
a | that say . 7? 
: : i 7 Beare! Ge erent ee _ a " 
ae “ED ee = 
ea - 2. ee oe 
: - +n 
mie es =, ern 
eas ri inate | = = 
i: - “ah 
ah ee } < Ps 
eel, — is, 
ral -_ ee 
oe fe — | ; : 
-—_-_— H ee 
‘ -_ E 
—_—_—— 
—_— : 
-_ 
iebsceeen ee 
: 
t ll 
ee a 
a = 
ae ‘ = 
é — = 
i 
* a ; a 
: ¥ 
‘ 
— : 
Bieta 5! ¥ i 
eae 
a oe 
ae. Be 
apes wa “A Be 
ee : 
ee 7 
pe 
poe ‘ 
mb. aes A, ge 
cehbcage see y . . re 
§ =i 4 Sait 
eh ed Y 
Resear 7 
ae en Ses 
se ed y 
* ‘ | | 
ae & 
el peal , 
mae A 
ia coil \ te 
7 rs. yell 
os cata a 
sige peas i 
: . = 
se. : 
ae as 
“ Behied ae i 
ese : 
3 
8 i asi 4 : 2 
Beier: os 
ae . 
te x 
4 | . 
Ce adel 2k om 
; is : is alt —— Oe 
eat d “ a ? oS ae 
ns OA ‘ “ew — ees gi oe ne ; 
oF ate o : SS as Me a ‘ Pin adi s 
Sd ea ie aay | Pg - : 
ah “J, 2 meet <r. 3 
gL ie EE eae e or se : 
oe f -.- SB Bes ee | 
at he spite By On; = ee . 
a Pie | Ta 
E ae cen oe Pee : Se 
ee “EE ae iy eta oe eee . | 
iat a oS cl) shagreaameppimmnelias fe Be.) as a ® 
meee , ae ae i li sieae et aR P ‘ < . 
a Tee ie a a =x i, Op: pe. er wii , - ; 4 . 
ei! ee ig =. apie cat 2 ass * ° : 
a % a . “ad ° 
a hn Spy ’ Sag . + 
a i a , e 
f aa Hierro ik te . — 
. ae tg ; S. a eadlineanai oe oe = e 
Se eso ae Aimee OS . 
— doc iV ee eum elie ie a i a rr e 
™ C—O 
: : e “ 
? 
Pe 
as 
am. 
ee 
Ber 
Ae : 
fs Rint Oe nT . cn entities nad eS a ee CEES URE Ne eT ry ee ES) 
2 , | 
a; 
, : : pe lcci ieee: | a : — OE et tegen Nets sen EPO a ee ages oe 
Ta Lh aan SP Diy ae, a8 i i: ait mee = a “20 a on re ase ne’ een = me ah ig Coats $i then < 7 
ANB on) ge AEC Sa aie oy. 
ncea Wigdametceee an: 


In every market, there are some people who do not and will not read anything. 


The objective, when publishing a business magazine, is to offer advertisers the Z 
fewest nonreaders.. . and the highest percentage of true readers. : 


We do it by insisting that our publications be paid for. 


While it isn’t an absolute guarantee, asking businessmen to pay money for a 
magazine seems to us the surest way to get them to indicate their intent to read. 


And we believe when the publication they pay for crosses their desks, they are 
more likely to give it their attention—along with the advertising that’s in it. 


Right now, our circulation is over 1,400,000. All asked for. All paid for. 


In short, the men you want to reach are literally paying to reach you ...in the 
McGraw-Hill publications to which they subscribe. 


MéGraw-Hill . 


a PUBLICATIONS: 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd 8T., NEW YORK 36, N. ¥. 


Selected and bought by men in industry who want the best in editorial service. 
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Goessling Joins 


Sackett 


F. W. (Mick |DeForest Sacket 
: ) Goessli Chi ett & Associ 
been appoj : Ssiing has icago art and desi clates,;New Yor M a 
Ppointed sales director of | Goessling formerly was sue Mr. | Norman + Rg Savage succeeds | Advertising Age, April 11, 1960 
=e irec- 


7 [Davie Boosts Weiner 
Martial iff-Davis Publishin 
York, has appointed fee a war 


‘ner manager of th hen 
promotion dtparenene rns 


open his own 


| $451,014,484. 
& Co., New York 


to a record 
drugs account 


psum Co. Before 

_(irector of Abbott 

was 
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Lynn Baker Names Savage 
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Net income ros 
e 10% 
$46,661,952. Ethical 
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ra ane art director for the | a Products we 
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published by Zift-Davis als | “Record’ Boosts DeVito 
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Rastor Adds Illinois Bank 
- Kastor 


er and distrib sow | Peter J. DeVito 
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New Bore 
To Double 


Gity Supply 


By LEONARD LARSEN 
Denver Post Staff Writer 

A surge of fresh air 
which whipped through 
the warm, humid east 
section of the Harold D. 
Roberts Tunnel signaled 
success Wednesday in the 
drilling of the 23.3-mile 
Denver water diversion 
project. 

The rush of air came seconds 
after 175 pounds of dynamite 
blasted away the final nine feet 
of rock which blocked comple- 
tion of the bore. 

Eari L. Mosley, project engi- 
need for the Denver Water 
Board on the $50 million tunnel, 
was the first to speak after the 
wave of blast concussion swept 
past a group of officials, observ- 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 
Denver, Colo.—Climate Capital of the World 


Vol. 68, No. 222 


Post Begins 
$1.25 Million 
Expansion 


The Denver Post has under 
way a $1.25 million expansion 
program to provide color display 


5 Cents, 72 Pages 


eR ee 


cilities is Nov. 1, Bids for con-istructure will be styled to ied, oat ' e 5 * Bn. 
struction of the building on the| match the west end of the pres- : are 2 g * % : ss 4 
Roslyn Hotel site will be out‘ ent plant. F » : : ; ‘ 


in the bigger daily Posts before 
year's end, Palmer Hoyt, editor 
and publisher, announced 
Wednesday. 

The project includes pur- 
chase of five new press units 
with color attachments and 
construction of a two-story 
buliding on the site of the 


April 15. 


The basement of the new 


building will be used for addi- 
tional newsprint storage. A tun- 
nel under the alley between 
14th and 15th Sts. will connect 
the new basement with the pres- 
ent plant. 


From ground level up the-new 


The ground floor will be a 
loading dock with a gap pro- 
vided for the alley. Mail room 
facilities will be expanded into 
the second floor, with a bridge 
over the alley connecting them 
with the present plant. 

Architect for the expansion is 
Buell & Co. 


Roslyn Hotel which adjoins 
The Post in the 600 block of 
14th St. 


purchased by The Denver Post 
three years ago to relieve over- 
flow operations from several de- 
partments of the paper. 

However, the unexpected rap- 
id growth of Post advertising, 
color printing and circulation 
has demanded even greater 
space than that available in the 
present building. 

Demolition of the hotel which 
began March 16 is the first 
step toward erection of the new 
building on 14th St. The struc- 
ture will extend The Post's load- 
ing dock and mail room to a 
full city block. 

The five mew press units, 


a year ago, 


me" ""““ Area Business 
Rise Continues 


Business in Denver continued its steady climb 
during January, the business research department 
of the Denver Chamber of Commerce reported 
Saturday. 


Sales tax collections 


ber and January, 1959. 


There were gains in 


number of passengers in 


and Union Station showed sharp increases over 


and in travel. 


were up over both Decem- 


new automobile sales over 
The report said the 
and out of Stapleton Field 


a. 1959. 
Reflecting the metropolitan 
area's population boom, the re- 


ers and workers gathered about 
1,300 feet back of the “holing 
through” site on the East Portal 
side 


“Feel that air. Feel that air, 
fellows,” Mosley shouted. 
“We've got a tunnel.” 

To the jubilant officials and 
workers the holing through 
meant completion of a long 
step toward diversion of Blue 
River water from Colorado's 
Western Slope to the Denver 
system, It's estimated that the 
diversion will double the Den- 
ver water supply and will also 
allow a doubling in metropoli- 
tan population. 

The honor of throwing the 
switch that touched off the 
final dynamite charge went to 
Joe Vancil, the East Portal shift 
boss, and Thomas P. Campbell, 
president of the Denver Water 
Board. 


The honor of being first 
through the blasted hole went, 
however, to two workmen from 
the west side of the blast site. 
They were John Berry and Joc 
Ferguson, who raced up to the 


holing-through site after the 
blast, scrambled over debris 
and were on hand when the 
official party train arrived. 

144, INCHES OFF CENTER 


Hoyt sald, will give The Post 
a printing capacity of 9% 
pages a day with full color on 
eight pages. The present ca- 


port showed there were 291,171 


e electricity customers in the five- 
jcounty metropolitan area as of 
0 Upen In: 


BIG TUNNEL GIVES DENVER WATER SUPPLY FOR POPULATION OF 1.5 MILLION PEOPLE. 


ee r 
Pee pegs 


pacity is 80 pages daily if 
eight pages of full color are 
used 


“These new units will make 
color available in the pages of 
The Post every day of the week 
for the first time,”’ Hoyt said. | 

Color reproduction on news-| 
print is now restricted to five 
days a week in The Post. 

Target date for completion) 
and installation of the new fa- 


Continental Oil 
Sets $15 Million | 
Area Investment 


Continental Ot] Co. plans to 
invest about $15 million in the 
Rocky Mountain region during 
1960, it was announced here 
Wednesday. z 

The money will be spent for 


erating expenditures in the re- 
gion. 


About $10 million will be 


| 
NewCenter ::: ago, much of it residen- 


Bond Stores, Inc., one|* three persons per home, it 
of the nation’s largest |™eans that the Chamber of 
retailers of men’s cloth-| 
ing, is coming to the 


Denver area. 

The 50-year-old clothing firm 
has announced it will locate 
its first Rocky in Em- 


\Population Estimate 
That's a gain of 11,802 over a 


tial. Calculated at an average) 


Commerce estimate that the 
jarea is gaining 2,500 persons a 
month, or 30,000 a year is con- 
servative. 

€ity sales tax collections in 
January were $588,803. That 


pire store in the $8.5 million 
Westland Shopping Center, 
scheduled for opening by Aug. 
1 on W. Colfax Ave. near Kip- 
ling St. 


Westland is being developed) jumped from 136,799 in January 
by the May Realty Co. of Los 
Angeles, a subsidiary of May 


Department Stores Co. 


of the|P 


Pp with $470,537 In De- 
cember (mostly on November 
business) and $563,373 col- 
lected in January a year ago. 
The number of airline passen- 

gers using Stapleton Field 


a year ago to 149,014 last month. 

The railroads scored a gain 
in passenger business, too. 
s in and out of Union 


Joint 


Bond Stores’ decision to move|Station last month totaled 153,- 
exploration, production, manu-|here was made in Denver by 
facturing and marketing 8¢- |David Touff, May-D&F general|Uary, 1959, and 151,579 during 
tivities. It does not include the manager, and Ellis H. Schecht- the December holidays. 
annual company payroll of man, president of Bond Stores, 
$12.5 million for normal op- jInc., 500 Fifth Ave., New York 


| City. 
Final leasing details wer 
completed after 


in inspection|der stood at 345,300 in January, 
~* «= Ariiting 120 wells im [by Schechtman, Bernard Gross. | 1960, a gain of 12,700 over year- 


ton eresident. and Gerald | ago figures. 


789—compared to 140,973 in Jan- 


Employment Up 

Total employment in the five- 
county area of Denver, Adams, 
© Arapahoe, Jefferson and Boul- 


Denver Post Staff Writer. 
Denver officials will ask a ma- 


pleton Field as part of a $19 
miilion expansion program, L. 


works, said Friday. 


larger dining facilities than now 


are available at the airfield.) 


would be located east of and 


the report 


5 
Z 
3 
: 
4 
5 


M. Cooley, manager of Public | 


mercial jet aircraft. 


Denver Officials Urge 
Stapleton Field Hotel 


By JOIIN W. BUCHANAN built to accommodate com- | The airfield's entire construc- 


Food Center 
Planned at 
Denver Site 


General Foods Corp. Saturday 
d plans to establish a 


tion pi d to cost 


| Og) xP 
Cooley said the city also may |$19 million; $16 million in rev- 


jor hotel chain to build a $1.5|have to build a new structure |enue bonds, $1 million in reserve 
million, 12-story hotel at Sta-|to house fire and disaster equip-|funds from previous bond is- 


ment at a cost of about $250,000.'sues of 1948 and 1951, and an 
New equipment may cost anoth- jestimated $2,115,000 in federal 


er $200,000. Use of large new 
jet planes probably will make 


The hotel, which would pro-|necessary the purchase of new- 
vide from 150 to 200 rooms and|er types of disaster 


allotments in the next year. 
The federal government allot- 
ted $1,250,000 Thursday for run- 


way 


‘60 SALES RISE LIKELY 


Research. 


os 


Economic Outlook 
Bright in Colorado 


The prosperity which favored Colorado in 1959|% the new office. District sales|years will 
is due to continue throughout 1960, according to|™#>ssers to be assigned to the 
the University of Colorado's Bureau of Business 


“Business indicators should remain high all of 
the year,” says L. J. Crampon, bureau director, in 


new Denver sales and distribu- 
tion center at 4303 Brighton 
Bivd. to serve the Rocky Moun- 
tain area. 

The Denver center will become 
a link in the firm's nationwide 
network of 17 market centers 
launched in November, 1957, and 
set for completion next year, of- 
ficials of the White Plains, N.Y., 
headquarters said. 

The firm said the new Den- 


sion; Herbert Elam, Jell-O di- 
vision, and Charles Neeler, 


Leonard Shepherd, Post divi- 


Maxwell House division. Harley 
W. Carlson of Phoenix, will head 
the International Products divi-| Water Denver will get each year 


Among the statistics worked 
out were these: The meeting of 
the two bores was only 14': 
inches off center in 23.3 miles. 
In calculating the distance from 
West Portal near Dillon to East 
Portal near Grant, engineers 
for Tipton & Kalmbach, Denver 
firm which designed the tunnel, 
had missed by only 3% feet. 

The 10-mile section from the 
East Portal to the holing- 
through site is the longest sin- 
gle-face bore in the world. 
Dave Morse, assistant project 
manager on the East Portal 
side, spoke for the 600 workmen 
on the tunnel job when asked 
about the slight crrors in calcu- 
lations. 

“I would say it's pretty close 
for 78,000 feet of drilling,’ said 
Morse. 

H. J. Dickinson, construction 
engineer for Tipton & Kalm- 
bach, said that the next two 
months will be spent pulling all 
rock and debris from the tunnel 


trict customer service manager|bottom. After that about two 


be required 

cementing the interior. 
After that water from the 

Blue River will be available to 

Denver taps. 

“BONUS” WATER ADDED 
In addition to the approxi- 

mately 130,000-acre feet of 


from the Blue through the tun- 


water 
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Vodka Marketer Pickles Buffalo Grass, 
Challenges Martinis, Hits ‘Rubbish’ Ads 


SAN FRANcisco, April 5—‘Stamp | nation’s martini drinkers a “buffa- 
out martinis with buffaloes”! lo on the rocks, straight, or with a 
is the theme of a _ marketing) twist of lemon peel, an olive or an 
campaign to promote a new drink | onion.” 

—vodka, flavored with “buffalo| Mr. Downton is using his family 
grass.” | name, Koreneff, as the brand name 

Lloyd Koreneff Downton, 29-| for the new liquor made from 80 
year-old ex-Lennen & Newell ac- proof vodka and “a special family 
count executive, is heading up the | formula using buffalo grass herbs 
operation which hopes to sell the | imported from Poland and inserted 


into the bottle after the vodka has 
been distilled.” 


® According to Mr. Downton, 
“buffalo grass, or bison grass, or 
zubrovka or buchloe dactyloides, 
is a pungent herb noted in history 
since pagan days when it was 
burned in the temples to excite 
lovers on their nuptial night. 

“In the Himalaya Mountains the 
(herb is chewed by old men who 
believe it imparts virility,” said 
Mr. Downton, adding that he has 


oad ~ LMC HOR 


few papers, anywhere, 


cover their home city 


and trade area as 


completely and effectively 


as THE DENVER POST 


Aueruea's- Greate Newsp 


cirme 
Evening, except Saturday . . . 256,513 


Editor and Publisher: PALMER HOYT © 


Represented Nationally by ° 


Sunday .- 
MOLONEY. REGAN & SCHMITT, INC. 


A.B. C. Publisher's Stat f 


ULATION 


. » 338,263 


eer sae 


Empire Magazine and Comics . 362,040 


Septe kL, 30; 19S? 
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DECLARATION OF WAR 


WAR is hereby declared on 


martinis and martini 


1 
immediately: 

Il 
ceived and prepared exclusively for them; 

lI 


So that modern man may hove 
vate him above the mora 


of medicerity 


IV 


ing Korenelf's vodka 


martini subjects 


Se that the pernicious habit of martini (and gibson) indulgence cease 
So that orgcnization men and women may enoy a spirituous drink con- 
a readily available status symbol to ele- 


ttm imbubation is getting damn monotonous 

martinis are maliciously and wontonly 
1 progress of the public's taste A STATE OF 
s between the adherents of buffaloes (made by pour- 
flavored with buffclo grass on the rocks) and all 


addicts! 


WAR—This flyer 
is being distrib- 
uted by newsboys 
in San Francisco 


BE IT KNOWN TH 


to declare “war” 
on martinis and 


AT 


1. In accordance with Articie I of the provisions of the Second Hague Conference. 1907. the sovereign rights 
of neutral forces (such as scotch. Irish whisky. rum and even bourbon) shall Le respected. 


with the 


tronic engineers. ordinary laborers and the press. 


‘3. The articles of the Geneva Convention 1864 and 1929 shall be observed at all times. 

4. In accordance with the Hague Convention. 1907, Laws and Customs of War on Land. Articles 23, 24. the 
enemy shall not be injured by acts involving pertidy or treachery and instruments which cause unnec- 
essary suffering (such as tree samples, subliminal propaganda. lobbying etc.) shall not be utilized. 


5. Bearing the slogan “stamp out martinis with butialoes” all buffalo supporters shall exercise every et- 


iin 


fort possible to conquer the enemy and all captured 


set by Article 23, Treaty between the United States and Prussic. 
1828. noncombatant status is extended to teetotalers. discoverers. scientists. clergy. older women. elec. 


martini addicts in 
promotion of the 
“buffalo”—a new 
drink which com- 
bines vodka and 
“buffalo grass.” 
Lloyd Koreneff 
Downton, ex- 
wee " Lennen & Newell 


Paris, Art. 3) shall be executed without trial by flushing. _ 


@. The armies o/ buttalo adherents pledge themselves to a struggle until death against martini addicts and 


their allies until they are completely eliminated from this earth. 


K 
sake don't ruin 


no intention of stressing the “viril- 
|ity” angle in promoting the drink 
jat present. | 
| G. Granucci Inc., San Francisco, | 
|will be sole distributor of the} 
| liquor and Daly & Kliene designed | 
‘the label for the package which 
|Mr. Downton is test-marketing) 
‘here and in San Mateo County. 
“If tipplers react favorably to 


it with vermouth 


account execu- 

tive, is heading 

the operation, us- 

ing Koreneff as 

“= the brand name 

* for the new liq- 
uor. 


from an herb in New 
York. 

Mr. Downton said he intends to 
select a San Francisco agency later, 
and is handling the account him- 
self in the interim. 

Although he refused to disclose 
the ad budget, he promises to “get 
away from the unimaginative, dull 
rubbish sold by idea hucksters as 


company 


the marketing,” says Mr. Downton,| modern standards of advertising.” 


| “a complete line of flavored vodkas | 
‘and gins will be introduced by | 


|the Koreneff company, including | 


Screen Gems Names Krantz 


various combinations of vegetable,, Steve Krantz, formerly director 


herb and fruit flavors.” 


s All three San Francisco news-| 


papers and direct mail will be 
used for the 
paign and Mr. Downton said he 


hopes to achieve national distri-| 


late fall. 
He obtains his “buffalo grass” 


| bution by 


introductory cam-| 


of program development at Screen 
| Gems, New York, tv film distribu- 
tor, has been appointed general 
manager of Screen Gems (Can- 
ada), Toronto. Lloyd Burns, now 
vp in charge of international oper- 
ations at Screen Gems, was for- 
merly vp and general manager of 
the Canadian affiliate. 


| 
| 


When planning your budget for 


WDIA alone reaches the other one! 


The Memphis Market has two ears 


the Memphis market, remember-that 


40% of the population is Negro—over 1,500,000 people, who earn more 
| than a billion dollars a year! Remember that the only medium that 
effectively sells this big, rich market is Memphis’ 50,000 watt Negro- 
programmed WDIA. Top rated for 10 years, WDIA is more than a 
radio station, it’s an advertising force. No matter what other media you 
use, 40% of your Memphis area budget must go to WDIA or you miss 


| nearly half of this rich market! 


ARCHIE S. GRINALDS, JR., Sales Mgr. 
Bert Fercuson, Exec. Vice-Pres. 


Write today for complete details! 


EGMONT SONDERLING, President 
Represented by THE BOLLING Co. 


om 


A SONDERLING STATION 


MEMPHIS’ ONLY 50,000 WATT STATION 
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RUCE SAUNDERS  ——— ee 
OFF CAMERA with BRU cise 


No bourbon anywhere is more deluxe 


This performer's view of the South Bend, Indiana, 
TV market: WSBT-TV doesn't have the TV homes of 
a New York or Los Angeles station, but then we 
don't charge as much. However, WSBT-TV does 
have dominance of the South Bend market. The 


February Nielsen shows WSBT-TV with 47% aver- HIRAM WINS—T his 
age share of sets in use, 17 hours a day, 7 days a is one of three 
week! And this in a 3-station market. In addition to displays by Hi- 
dominance, WSBT-TV sells to a rich area . . . house- ram Walker Inc. 
hold incomes are near the $7000 mark! But get all which won cer- 


the programming, marketing and coverage facts tificates of merit 


“ " : at the 18th An- 
. .. write to this station or see your Raymer man, anei Rebibeles 


of Printing in 


| New York. The 
CBS display centers 

- TELEVISION _ about reproduc- 
meTwons tion of magazine 


: advertising cur- 
rating. Write for details. : SOUTH BEND, INDIANA ¢ CHANNEL 22 rently being used 


Ask Paul H. Raymer * National Representative | by the company. 


Every Saturday (4:30-6:00 P.M.) Bruce 
Saunders teams up with popular Joe 
Kelly on WSBT-TV's ‘‘Hoosier Favorite’’ 
program. This highly rated show is the 
teenage dancing party that parents love 
to watch. Now in its 6th year, ‘Hoosier’ 
continues to deliver better than a 20 


he. 


4 Wesley Names ‘Four 


| Wesley Associates, New York, 
‘has named Harold Breitner to the 
executive committee, James Ham- 
mon, copy supervisor on the Puri- 
tan Sportswear Corp. and Jaymar- 
Ruby accounts; Howard L. Brill 
as an administrative assistant on 
Puritan and Jaymar-Ruby and 
Robert L. Kohlberg to the traffic 
|department. Mr. Breitner is vp 
‘and plans board chairman. Mr. 
Hammon formerly was with Mc- 
Cann-Erickson. Mr. Brill previous- 
ily was with the Pennsylvania 
|Railroad, and Mr. Kohlberg for- 
/merly was with Geyer, Morey, 
| Madden & Ballard. 
| Comstock Uses Spot Radio 
Comstock Foods, Newark, N. J., 
j|has launched a four-week spot 
aii schedule of minute an- 
nouncements to promote its line 
bed pie fillings in northern Ohio. 
|Each week between Wednesday 
|morning and Thursday noon, 
|WHK, Cleveland, will run 36 an- 
|nouncements; and WERE, Cleve- 
land; WSPD, Toledo, and WAKR, 
Akron, will each carry 25 spots. 
|The spot radio effort follows a 
| newspaper campaign recently com- 
| pleted in those markets. Gordon 
Best Co. is the agency for Com- 
stock. 


SALT LAKE 
MUST 


11/4, million prosperous prospects is a pretty healthy mar- 
ket to talk to no matter where you have to go to sell them. 


And 11/4 million is exactly the size of the market reached and 


Cox Joins Cole & Weber 

John R. Cox has joined Cole & 
Weber, Seattle, as an account ex- 
ecutive. He formerly was advertis- 
ing and sales promotion manager 
of Sidney Roofing & Paper Co., 
Burnaby, B. C. 


Stapletord Adds Duties 

Fred H. Stapleford, business 
manager of the Philadelphia In- 
quirer, has been assigned the ad- 
ditional duties of supervisor of the 
daily’s advertising and promotion 
departments. 


T-L Promotes Bassindale 
Tatham-Laird, Chicago, has pro- 
moted Robert Bassindale from copy 


| group head to group creative su- 
| Pervisor. 


sold by Salt Lake’s two metropolitan newspapers, The Salt 
Lake Tribune and the Deseret News and Telegram. While 


it’s true that nearly 1/, million reside in metropolitan Salt 


SHARPEN YOUR 
REMIUM PROGRAM! 


— the new 


CA) 


ELECTRIC 


—~I HONE 


ainliinins hoes edge on knives A a 


Lake itself, the four-state circulation of these two papers 


can open your door to the million more in 


| 
| 
| 
| 


the market. Join the long list of prominent 
prospectors who are finding this market a 


real gold mine — nearly $2 billion in retail 


sales annually. 


: The Salt Lake Tribune a 


{MORNING & SUNDAY) 


low-priced . . . compact : 
Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network §f | Fer more. details contact! - 


~ BURGESS VIBROCRAFTERS, INC. 
Dept. A-60 © Grayslake, Ill 
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HOME 


SUS 


for | g 6 0 room remodeling news 
39 materials for your walls, floors 


Finishing attics H ou aa at 


basements 
and garages 


A portfolio of 
new fireplaces... 
masonry and 
prefabricated 


when you buy an ad... 


You get a bonus of 1000 free merchandising calls 
on top building material dealers when you adver- 
tise in any of BH&G’s three building-related annu- 
als (Home Improvement Ideas, Kitchen Ideas, 
Home Building Ideas). As each Idea Annual is re- 
leased, seasoned sales representatives from National 
Plan Service, Inc. (a Meredith subsidiary), call on 
the country’s most promotion-minded dealers. Pre- 


= | , 
Better Hones & Gardens I I( iM EK Betier Homes & Gardens 


I LE AEINGS IDEAS il!) 


Closes: August 15, 1960 
On Sale: October 20, 1960 
Rate Base: 600,000 


Closes: July 15, 1960 
On Sale: September 20, 1960 
Rate Base: 475,000 


Closes: October 14, 1960 
On Sale: December 20, 1960 
Rate Base: 225,000 


nai mig is ais a 


SIX SPECIALIZED 
SALES IMPROVERS 
FROM 


Better Homes & Gardens 


IMPROVEMENT 


How to get more than you pay for 


Bieahurs canis HOME > 
KITCHEN BUILD! N 


MEREDITH 


senting each dealer with a complimentary copy of 
the book, they point out the sales power of its 
editorial and advertising content. 

You get more than you pay for when you adver- 
tise in any of Better Homes and Gardens’ six Idea 
Annuals. Each specialized publication communi- 
cates directly and vividly to a truly selective and 
productive audience. 


Better Homes 4 Gardens 


GARDEN IDEAS 


ae ee 


Closes: December 15, 1960 
On Sale: February 18, 1961 
Rate Base: 135,000 


Closes: November 15, 1960 
On Sale: January 20, 1961 
Rate Base: 185,000 


of DES MOINES... 


. America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 
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Major Advertising Account Changes, Ist Quarter, 1960 | 


| 
| 
Account To From Billings (Est.) Account To Fror Billings (Est.) 
American Hardware Corp. Pharma-Craft Co. (Coldene cold 
a (P&F Corbin division) .............. Wilson, Haight, Welch & ' medicines and new product) ....Papert, Koenig, Lois Inc. ......J. Walter Thompson Co. ...... 1,000,000 
se URINE sadcrevievixstocnradneneansnnsveed a $ —————_ (Fresh deodorant, Ting 
American Meat Institute athlete foot preparation) ........ Daniel & Charles ..........00000 Cohen, Dowd & Aleshire ...... 1,300,000 
(trade advertising) ..............0 K. E. Shepard Advertising ...... L. G. Mai & Co. 100,000 Procter & Gamble Co. of Canada 
Anheuser-Busch (Camay toilet soap) ............00 Leo Burnett Co. of Canada 
(Regal beer and ale) ..............-. J. WA. ates WE. ..c..ccsccceccscces Teli Garlety We. .nscceececcccciseess 500,000 Ltd. (effective May }) ........ F. H. Hayhurst Co. Ltd. ..... a 250,000 
Ansu! Chemical Co. i Gk cctiteieensemecerveniosniiwinns 100,000 Puritron Corp. (Puritron air 
Asphalt Institute Marschalk & Pratt ............... —— purifier) Doyle Dane Bernbach Inc. ....Maxwell Sackheim Inc. ........ - 
B. T. Babbitt Inc. (all brands, PMI PINON secsostuictesitiineceeninvcend Erwin Wasey, Ruthrouff & ' 
Charles Antell line and An- Ryan Farson, Huff & Northlich ..... 250,000 
Drue laboratories division) ........ Geyer, Morey, Madden & - Rambler Dealers Assn. of { 
Bollard Brown & Butcher ...... 2,000,000-2,500, 000 IE IUD  wesbsiebvshassscexesnevecs Harold Cabot & Co. .............. Harry M. Frost Co. «0.0... 300,000 
Bantob Products Corp. Raytheon Mfg. Co. | 
(Vanguord cigaret) ............0000 Grey Advertising ..........:-:0+ H. W. Warden Associates... ———— (Industrial Components div.) ....Fuller & Smith & Ross ............ Walter B. Snow & Stoff ........ ) q 
Hazel Bishop Inc. Donahue & Coe Raymond Spector Co. ............ 2,000,000 (corporate & product adver- ; 
Bulova Watch Co. (radios & Sullivan, Stauffer, Colwell tising, Industrial Components | we 
stereophonic phonographs) ........ & Bayles McCann-Erickson div.) Fuller & Smith & Ross Donahue & Coe a ‘ 
‘Business’ Week’ ................ . Needham, Lovis & Brorby .... ———— (recruitment advertising, In- "| 1,000,000 - 
Butter-Nut Foods Co. dustrial components div.) .......... Fuller & Smith & Ross ............ Donahue & Coe oo... z 
(Thomas J. Webb Coffee Co.) ..Tatham-Laird .........ccccccceesceeeseee Lilienfeld & Co. «0.0.0... 200,000-250,000 James Thomas Chirurg Co., .. : 
Calvert Distillers (Lord Calvert) Benton & Bowles .........cccccccc0 Cohen, Dowd & Aleshire ...... Hoag & Pr di * 
: (Calvert Reserve and gin) ........ Benton & Bowles ] 5,100,000 Reddi-Wip Corp. ; 7 
4 (effective May 20) 2.0.0... Grey (Reddi-Wip, U.S.) ....coceseseseesse Kenyon & Eckhardt... ......00... North Advertising ..........0.00. 500,000 
- 44 Canadian Mink Breeders Assn. ....). Walter Thompson Co. ........ —_——_——— 200,000 Revion Inc. (Love Pat, Moon 
E Catalina Inc. (men’s division) ........ L. J. Globus & Associates ....Grey Advertising — Drops, Ultima cream & make- 
Chicago & North Western up, Sun Bath) ....cccsssssnssseeset Grey Advertising Agency .....C. J. LaRoche & CO. ooccccscco. 4,500,000 
Railway Co. ... .eCompton Advertising (Top Brass, Hi & Dri) ..............Grey Advertising Agency ...... Mogul Williams & Saylor ..... 
(effective May 1) .....-:sesssse Oe gen a ee See 100,000 (Intimate fragrance, Baby 
Chrysler Corp. (Dodge car) ............BBDO Silicare) Warwick & Legler ...........c0! C. J. LaRoche & Co. ..0..0......... 
(Dodge truck) ..ccscccssccesseesnese BBDO (Aquamarine fragrance, 1600,600 
(DeSoto and Valiant cars) ........ N. W. Ayer & Sono... SEED ici tnat teesineyetiiaeesddoodeniitil 7,000,000 Satin Set) Warwick & Legler .......-...-009 Mogul Williams & Saylor ...... 
(All effective with 1961' Richman Ice Cream Co. ..........00 Nemarow Advertising 
model advertising) DIO esisens sevcseicsrnserensincaien N. J. Cowan Advertising ...... 100,000 
Chunky Chocolate Corp. Ronson Corp. (shaver and ap- 
(Chunky, Bit-O-Honey, Old Pliance division) ...........ccssesssese Cette teen en enenenncnee Grey Advertising 
Nick candy bars) ........:.ss00 ~Doherty, Clifford, Steers & Royal Metal Mfg. Co. (trade and 
eS i, Speen er Grey Advertising Agency ...... 400,000 national consumer advertis- 
lial cris scicdpuckasoiveied ~Tatham-Laird ing for office, hospital, -beau- 
(effective July 1) ...ccssecesee Henri, Hurst & McDonald ...... 750,000 ty, institutional, restourant 
Curtiss-Wright Corp. .....csessss0 Compton Advertising .......:.0. Adams & Keyes oo... 500,000 and industrial equipment) ........ Anderson & Cairns ..............-. William Hart Adler Ine. ........ 250,000 
Duquesne Light Co... ~BBDO No previous agency .............. 500,000 Helena Rubinstein Ltd. 
Eagle Airways (Canadian account) ................ Brooks Advertising ............. ~Maclaren Advertising Co. .... 200,000 
(Western Hemisphere account) .Keyes, Madden & Jones ........ Harry W. Graff .....cccccesseesseens 350,000 Helena Rubinstein Inc. (Skin 
Ekco Products Co. (corporate Dew, Deep Cleanser, Nudit 
and housewares program) ........ Doyle Dane Bernbach Inc. ....Dancer-Fitzgerald-Sample _.... 700,000 face cream & Roll-Dry and all 1,000,000 
Elgin American Inc. ..........0ceesereeee Garfield-Linn & Co. . Odean i at 500,000 treatment items and deodorants)l. W. Frohlich & Co. .,........0.4 Ogilvy, Benson & Mather ...... 
Eigin Watch Co. (Canada) ............ Kenyon & Eckhardt ................J. Walter Thompson Co. ........ eee ke (Tree of Life line) ...........0008 L. W. Frohlich & Co... Hockaday Associates ............ 
Encyclopaedia Britannica _.......... aMeCann-Erickson  .............000000 Dancer-Fitzgerald-Sample ...._ 1,300,000 Salade-Shirriff-Horsey (medical ad- 
Esslinger Inc. (effective June 1) ........00+ J. Cunningham Cox Agency .. 400,000 vertising only for Junket Rennet 
Fawcett Publications (True) ......... C. J. LaRoche & Co. .......ecsees ‘Brown & Butch powder and tablets) .................. Cortez F. Enloe ..........--ssernees Noyes & Sproul 
(Woman's Day)  .....c.cccesesseseerenee C. J. LaRoche & Co. .......cccecsees Doyle Dane Bernbach Inc. .... Salado-Shirriff-Horsey (Potato 
(True Confessions, Moti Plus, Junket Quick Fudge 
Picture, Cavalier, Mechanix 500,000 mix and new product) .............. Grey Advertising ............... :..H. W. Warden Associates .... 
Illustrated, Fawcett’s Men’s San Giorgio Macaroni Inc. .......... W. B. Doner & Co. .............. Arndt, Preston, Chapin, i 
Group, Detective Group and Lamb -& Keen ............00.00. 600,000 i 
“How-To” books) .......:..sscsesereseee C. J. LaRoche & Co. .......ccecceee No previous agency ............. Jos. Schlitz Brewing Co. 
Fedders Corp. (Refrigeration (Old Milwaukee beer) .............. Gordon Best Co. .....cccceseseees Grant Advertising .................. 1,500,000 
ppli end residential con- Joseph E. Seagram & Sons 
tral air conditioning and heat- (Kessler whisky) 0.0.0... Warwick & Legler .........0.00+ Young & Rubicam .................. 1,000,000 
HR) PMRRIOIE)  nescsecicecescnssdireccene Hicks & Greist ...........cs:see D’Arcy Advertising Co. ........ es (Carstairs and Myers rum) ........ Doherty, Clifford, Steers 
General Electric Co. (Portable Bi, MIEN, Sscesccssinsccesiscaien -Cohen, Dowd & Aleshire ...... 1,000,000 
and console phono. acct.) ........ Young & Rubicam ............:0000 IND DOR cstisavcccissersunasicieneine 200,000 (Gallagher & Burton rum) ........ oo ooeeeeeeeeeeee cece men -Cohen, Dowd & Aleshire ...... 
General Wine & Spirits Co. Southwestern Life Insurance Co. ..Tracy-Locke Co. .......essssesseees Crook Advertising Agency .... 
(Chivas Rega! scotch & Chivas Sterling Forest Corp. (Sterling 
Regal Saulte scotch) ..........060 Young & Rubicam Forest Gardens & Sterling 
(effective mid-May) ............ Lymn Baker Ime. ...........csssses 600,000 Forest Peat) Dili: Ges: ncoincinean Di I Dosncssiersnstaentiecs 250,000 
Golden Point Drive-in System ...... Ray C. O'Keefe Advertising ... M. M. Fisher Associates .......... 200,000 Stromberg-Carlson (commercial 
Hat Corp. of America z products and bulk of elec- 
Ce  ) Grey Advertising BBDO 40,000 tronics division) .........ccsseseesees D‘Arcy Advertising Co. ........ Rumrill Co. 
Jackson Brewing Co. (Jax beer) ..Doherty, Clifford, Steers S&W Fine Foods Doyle Dane Bernbach Inc. 
yO eer es Fitzgerald Advertising .......... ——— (effective May 1) .-cvssss-s0 Honig-Cooper & Harrington .. 500,000 
Jewel Tea Co. Earle Ludgin oS eee North Advertising pay 250,000-500,000 Trans Canada Credit Corp. eevceces Spitzer & Mills eecccccccecccecoscoces pS Smith & ee, 250,000-300,000 
Jones & Loughlin Stee! Corp. Trans World Airlines (int’l acct.) ..Foote, Cone & Belding ........ Dolan, Ducker, Whitcombe 
(corporate and product : BCR sacsecisecesosestisssinass 850,000 
SII, dxiesecsenncniniisernccmeasines Palmer, Codella & Asso- Trifari, Krussman & Fishel 
détes uuKetchum, Macleod & Grove .. 1,000,000 (Triferi jewelry) Rettenees Ga. nrcsciccivesences -Grant Advertising .................. 300,000 J 
Kessler-Hunter Distillers Co. -Union Oil Co. of Cal. 4 
(Gallagher & Burton whisky) .... Warwick & Legler ....ccccsses Cohen, Dowd & Aleshire ...... <ssiminpenne CeCe OEE AE ONED sence PES FI nnmne — Wesey, Ruthrevlt & | 
P ‘ an 3,000,000 i 
gay bok ora Unie A Crp onion | 
Cream ale and Krueger beer) ..Ellington & Co. oo... Grey Advertising Agency ...... 400,000 Te ee eee en Mae Se wane | 
Landers, Frary & Clark ............0 Grant Advertising ..............:000+ Goold & Tierney .............. ‘Under 1,000,000 ned . Cliffo 4 Wine Shettock, | 
athe og) there diacinessaiil MacFarland, Aveyard & Co. Henri Hurst & McDonald ...... 200,000 Universal Match Corp. (Mctch rd & McMillan .......... t 
r Bros. Ltd. (English-lan- and Armanent divisions) ......... ‘ isi b  aeosace 
guage tv programs) ...........:..-004 Maclaren Advertising Co. ....J. Walter Thompson and Vick Chemical Co. (Vicks cai et panes 0 eo manaemaaae 
Sa Orman Young & Rubicam .............. 500,000 tablets) Sullivan, Stauffer, Colwell | 
all Fie oO. Te FD eistepnictsnencteatticiene Mathe 
(national advertising) ............ wMeCann-Erickson oo....cccccccsecseee Fletcher Richards, Calkins Warner-Lambert Pharmaceutical “— apices suing ‘gp se — \ 
5 WS Gaines slong Co. (Bromo-Seltzer) BBDO Warwick & Legler ..c.ccccss 2,500,000 | 
Mobil Oil Co. (General Petro- Warner-Lambert Canada Ltd. 
BUEN MAMNNINIID " basaanesesoadeesernenteced Compton Advertising ............ ~Stromberger, LaVene & (Listerine and Standard Labo- 
er 1,000,000 ratories, including Super 
Music Corp. of America ............. Sudler & Hennessey ............. Gardner Advertising Co. ...... 300,000 Anahist) ........ Breithaupt Milson ...........000 F. H. Hayhurst & Co. ............ 250,000 
Myzon Laboratories ...............0 Henri, Hurst & McDonald ...... Arthur Meyerhoff Associates .. 100,000 (Bromo Seltzer) McKim Advertising ........-..:.00 F. H. Hayhurst & Co. ............ 250,000 
Corew Products ..ccccccccccsvsecsecsesssen NS ee am _Smith/Greenland ........ 250,000 Wateay Se. North Advertising .................. John W. Shaw Advertising... 300,000 
O'Keefe & Merritt Co. .. Cunningham & Walsh ............ Hixson & Jorgensen .............. Eee “— Stag ped oe" | 
4 Oxo (Canada) Ltd. ...........cccceseees J. Walter Thompson Co. ........ Stanfield, Johnson & Hill ...... 200,000 I ID, resect sar = . pe 1960) Duile Buns Desched | 
“9 agin & Tilford (Tintex) ................ Grey Advartiing Sear ae Mogul Williams & Saylor ...... a Wilson & Co. (meat advertising) _.Campbell-Mithun Kenyon & Eckhardt ..... sates aaa 
: Pontck & Ford Ute. ..........:ccsssceseed Grant Advertising .............00. BBDO 1,500,000 Wool Bureau Hockaday Associates .............. J. Walter Thompson Co. ........ 750,000 
Petroleum Week 0.0.0.0... Von Brunt & Co. oo... Gebhardt & Reed ................. amie **—Elgin American had been without an agency for two years prior to naming Garfield-Linn. Before thet 
. Pfaff International Corp. .............. Don Kemper Co... Doncer-Fitzgerald-Sample .... 500,000 time, Keyes, Madden & Jones handled the account. 
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The Modern Bride Nie 5 a happy problem. She ben an empty ; 


home to furnish fast. She has *5% billion to spend in just a few ~ 


short months. She’s a serious shopper—a must-buy shopper. She’s 
ready and willing to be sold by your ads MODERN << 
in Modern Bride...a must-buy for you! BRIDI- 


434 South Wabash Ave., Chicago 5, Illinois, WAbash 
CRestview 4-0265. The Hal Winter Co., 7450 Ocean Terrace, - 
ZIFF-DAVIS PUBLISHING COMPANY, ONE PARK AVENUE, NEW YORK 16, N. Y.e OREGON 9-7200 Miami Reach. Florida, UNion 5-2661, 


2-4911. 9025 Wilshire Blvd., Beverly Hills, California, 
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The check came in a letter saying: “I send it to you 
because I thought your coverage of Squaw Valley 
was superb. And I understand it cost you a pretty 
penny over and above any advertising income.” 

The letter was one of literally thousands reflect- 
ing the excitement and appreciation felt by 80 
million Americans who watched the series of 14 
programs on the CBS Television Network covering 
the 1960 Winter Olympic Games. 

They came from all elements of the population— 
from some of the highest ranking government offi- 
cials, one of whom described the broadcasts as “a 
spectacular job of detailed coverage”—as well as 


from farmers, teenagers, businessmen, and house- 
wives. A Midwestern newspaper published an edi- 
torial headed “CBS deserves a gold medal.” 

It goes without saying that this remarkable surge 
of enthusiasm was especially gratifying to the real 
sponsor of the series—Renault, Inc.—which was able 
to demonstrate the quality of its automobiles to 
tremendous daily audiences. (During the average 
minute that the 14 broadcasts were on the air they 
commanded the undivided attention of 20 million 
viewers. More people watched these broadcasts than 


the combined viewers of all other programs on the 
air at the same time.) 


Naturally this overwhelming response pleased us, 
too, since it set the stage for our exclusive coverage 
of the Summer Olympics next August and Septem- 
ber against the magnificent backdrop of Rome. For 
18 consecutive days you will see the world’s fore- 
most athletes competing in the historic Marathon 
and Pentathlon events, as well as in 32 other sports 
contests from boxing to yachting. It set the stage, 
too, for an advertiser to write a check making him 
a sponsor. In fact, we’re expecting it. 


CBS TELEVISION NETWORK 
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Big Size! Full Color! On the move where people shop! That’s 
your message repeated day after day. That’s the Transit King Size 


| 
| 
| 
! Poster. What other advertising medium combines so many ele- 
| ments of successful advertising? Ask us for facts about impact. 
I 
gute 
| / \ 
ae ° ee 
We a : Mutual Transportation Advertising, Inc. 
wd /7 


35 E. Wacker Drive, Chicago 500 Fifth Avenue, New York 


Representing Transit Advertising in more than 250 major markets across the nation. 


| Ziff-Davis Lists Who's Who 
Among Magazine Distributors 
Ziff-Davis Publishing Co., New 
York, has issued a 304-page vol- 
ume, “Who’s Who in Magazine 
Distribution.” The hard cover di- 
rectory—available at $17.50 from 


the company at 1 Park Ave.—gives | 


a rundown on magazine distribu- 
tion in three sections: A whole- 
\sale section, a national distribu- 
|tion section and a section on pub- 
|lishing companies and circulation 
executives. 

In addition, the directory lists 
/119,000 retail sales outlets, includ- 
|ing a breakdown on top magazine 
| outlets. 


Elfenbein Opens Offices 

| Harold L. Elfenbein has opened 
|his own agency, Harold L. Elfen- 
bein & Associates, with offices 
‘at 36 Grand Ave., Englewood, 
|N. J. Mr. Elfenbein was formerly 
| marketing and advertising man- 
|ager of Parker-Kalon division, 
General American Transportation 
| Corp., Clifton, N. J. 


covers the entire 
State of Nebraska® 
daily, better than 
any San Francisco paper 
covers the San Francisco 


metropolitan area. 


*A vital, growing market 
of 1.6 million people with 
$2.7 billion to spend. 


O'MARA & ORMSBEE, INC., Nationa! Representatives Wo rid- 
New York © Chicago e¢ Detroit 


e Los Angeles ¢ San Francisco 


ABC Audit—Daily: 247,665 
Sunday: 260,511 


* Based on latest ABC Audit Reports 
and population figures from 1959 Sales 
Management Survey of Buying Power. 


Herald 


Less than 5% duplication of 
circulation, morning and evening. 


Advertising Age, April 11, 1960 


FTC Examiner Rips 
‘Blind Classified Ads 


WAsHINGTON, April 5—A Federal 
Trade Commission hearing exami- 
ner lashed out last week at “blind” 
help wanted ads in newspapers, in 
|upholding a portion of a complaint 
against Northwest Schools and 
Soma Advertising Agency, Port- 
land, Ore. 

The examiner, Loren H. Laugh- 
lin, said the companies placed 
blind ads in help wanted columns 
of daily newspapers. Prospects who 
answered were approached by 
salesmen who tried to interest 
them in taking courses preparing 
them for careers with airlines. 

Mr. Laughlin said “a blind ad 
is inherently deceptive in that it 
arouses curiosity without reveal- 
ing to the reader the true author of 
the statement.” 

The examiner also proposed to 
order the companies to stop de- 
scribing their salesmen as “regis- 
trars” or “field registrars.” He said 
this high sounding title was decep- 
tive. 

Six other portions of FTC’s com- 
plaint, dealing with promises of 
employment, would be dismissed 
under Mr. Laughlin’s decision, 
which is subject to review on the 
appeal of the company or the com- 
mission staff. Mr. Laughlin said 
the school clearly is a substantial 
educational concern, and in no 
manner a fictitious or “fly-by- 
night” outfit. 

The proposed order also applies 
to William A. and Allice L. Saw- 
yer, who are principal shareholders 
of both Northwest and Soma. # 


RCA Will Develop Electronics 
Complex in Southern Italy 

Radio Corp. of America and the 
Italian state agency, Instituto per 
la Ricostruzione (IRI), will devel- 
op an electronics manufacturing 
complex in Southern Italy. The 
initial investment capital of $25,- 
000,000 will be put up by the Ital- 
ians. RCA will direct the project, 
drawing upon its services and fa- 
cilities. 

The RCA-IRI contract envisions 
the possibility of RCA purchasing 
jall or part of the manufacturing 
network, which will include plants 
|for the production of tubes, semi- 
jconductors and other electronic 
| components. Meade Brunet, RCA 
|vp and former managing director 
,of RCA’s international division, 
| will go to Italy to direct the pro- 
gram. RCA currently licenses 45 
Italian companies to manufacture 
its products. J. Walter Thompson 
Co., which has a Milan office, took 
over RCA’s international adver- 
tising in January. 


Young Names Carter; Adds I 

Kenneth A. Young Associates, 
Brookline, Mass., has named Syd- 
ney Carter, formerly with Temcc 
Aircraft Corp., Dallas, public re- 
lations director. Young has been 
named to handle advertising for 
Dielectric Products Engineering 
Co., Raymond, Me., manufacturer 
of transmission lines and related 
components for the communica- 
{tions industry. 


— Selling the Southern 


YANKEE e ) 
QYLE! <e 

ROME 
aFICE 


ADVERTISING, INC. 
Merchandising . Radio —Television- Billboard 
Exploitation , Point of Sales - Publicity 

420 LINCOLN ROAD «+ MIAMI BEACH, FLORIDA 
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é¢You’re concerned with our corporate image? I’m 
concerned with moving three million dollars worth of 
our stuff in distributors’ warehouses—so we can get 
reorders this Spring. I want the New York News because 
it has a block of 2,200,000 exclusive readers, not 
reached by other New York dailies. And 65% of them are 
in over-$5,000 families, which is good enough for me.99 
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2 : : s = 2 STATES 


2 COUNTIES ‘American Home’ Offers Agency Bankrupt: 
ONE | Junior-Size Ad Unit | a 
emetegpoutay” |, American Home, effective with) Hoffman Also Files 
METROP . lits July, 1960, issue, will offer a} 
ee MARKET! | junior-size advertising unit. rates Personal Bankruptcy 
saanene. bec based on $10,725 for a b&W! New york, April 5—Edward 
‘ j . N. Hoffman, former president of 
" ae | _Hoffman-Manning Inc., has filed a 
and Spokane.) Jennings Joins ‘Executive personal bankruptcy petition in 
| | | L. H.C. Jennings, formerly man-| southern district court listing li- 


. : — Fe a ‘ager of advertising and sales pro-| abilities of $132,500 and no assets. 
Don't slit this important metropolitan’ market | Miton of Hugh Cy MacLean Pub-|_ The Hoffman-Manning agency 
nicality prevents the Fargo — Moorhead 2-county | lications Ltd., Toronto, has been| filed a Chapter 11 arrangement pe- 
area from being listed as a “standard” metropolitan | sepotates to the new position of tition in September, 1957, reporting 
market. We live and buy as ONE big community, business manager of Executive, a| liabilities of $172,000 against assets 
with 104,500 people in the 2-county area, 277,100 | MacLean magazine. of $50,000. In June, 1958, the agen- 
in the big retail trading zone. And The Forum-News ss. aces ~pmompaeel gh: and liq- 
© delivers almost 100% coverage where you want it, Forbes to Million Markets |= = Wen Comeres. Attorney for 
=~ compared with only 8% by any Minneapolis daily! | n ap- the lebtor said last week that he 

: Albert G. Forbes has been ap-| was in the process of consolidating 
Represented by Kelly-Smith Company | pointed research director of Million 


|Market N I Ne claims against the agency—a task 
arke ewspapers Inc., W| which he said “may be finished” 
THE FARGO FORUM ~ York. He formerly was with Alfred) jy poate 60 he M little hope 
: Moorhead News _Politz Research and Bennett-Chai-| was held for any general creditors 


Largest circulation in North Dakota and western Minnesota 


| kin. to collect on their claims. 
n,n aetiatail _ In the original Hoffman-Mann- 
NOW, FOR THE FIRST TIME, you can choose your brand new network show without taking _ ne te rs + eS 
wt AY as : ; d : 4 itors include e New York Times, 
a chance. All 39 spine-jolting episodes of ““The Third Man”, starring Michael Rennie, are ‘Columbia Broadcasting System, 
completed . . . in the can. This means you, personally, can gauge the audience-holding power | a go te et J ating ry og 
it a | Week, Fortune, Long Island Press, 
of any one of these half-hours—or all of them. You'll see proof positive. This is the show to |New York Mirror, wom and New 
thrill millions. Graham Greene’s novel was a best seller. The feature-length movie was a | — eo Pig 0 ot gee — 
x P oe i with a bi or ,000, wa e 
world-wide box office smash ...and this new TV version is the greatest of them all. You’ll largest creditor. . a sa 
see how an extraordinary production expenditure of $2,000,000 has resulted in week-after- = ermal — — 
. : ruptcy petition was file are ‘ 
week peak quality programming. You'll be sure of your exact costs ...no unforeseen pro- Along with it was one by his wife, 
duction delays. You can audition not just a pilot but a whole year’s chilling shows. Take a reporting — of $81,738 
s and no assets. 
advantage of NTA VP Berne Tabakin’s unusual offer. Check one . . . check two . . . check _— 
several . .. check ’em all. You’ll be making your first move in the TV game without a gamble! GF to Introduce Twist in 
Denver and Syracuse in May 
9570 WILSHIRE BOULEVARD, BEVERLY HILLS, CALIFORNIA Gin hatbins Gicttian of Ganaeid 
10 COLUMBUS CIRCLE, NEW YORK, NEW YORK Foods Corp., Chicago, will intro- 
A SUBSIDIARY OF NATIONAL THEATRES & TELEVISION, INC. 


duce Twist, an instant soft drink 
mix, in Denver and Syracuse early 
in May. Tested under the name, 


Pace, in Columbus, O., for about 
C ref C one year, the renamed product will 


add another flavor, lemon, to the 


orange, grape and cherry, and an- 
other size, a 14-oz. jar, to the 

original 7-oz. size. 
Beginning in April, four-color 


ads will run in the comics sections 
of Sunday newspapers in Denver, 
Colorado Springs and Pueblo, Colo., 


and Syracuse, Binghamton, Elmira 
and Utica, N. Y. A heavy schedule 


1 CONFESSIONS OF AN HONEST MAN of tv spots will break in Denver 


2 SPARKS FROM A DEAD FIRE 


3 DEATH OF Alt CARRLORD and Syracuse May 22 to run 

4 THE HOLLYWOOD INCIDENT through October. A 10¢ introduc- 

5 A QUESTION OF PRICE P ® 

Hib gp dy tory coupon will be mailed to two- 

2 Oe ee —_ TWICE thirds of the homes in these areas 
G . 

9 DARK ISLAND during the second week of June. 

10 THE GIRL WHO DIDN'T KNOW i i - 

of Sack Semmes takin toes Foote, Cone & Belding is the agen 

12 CASTLE IN SPAIN cy. 


13 THE INDISPENSABLE MAN 
14 LISTEN FOR THE SOUND OF A WITCH 
15 A MAN TAKES A TRIP 


Budweiser to Run Special 
16 A POCKETFUL OF SIN ‘ 
17 HOW TO BUY A COUNTRY Baseball Ad in ‘Sun-Times 
18 AS THE TWIG |S BENT 
- poe ged gy Al A four-page, spot-color liftout 
21 ONE KIND WORD for Budweiser beer will run April 
22 THREE DANCING TURTLES j -Mi i 
Seat bale es 17 in Sunday Midwest, the Chicago 
24 AN OFFERING OF PEARLS Sun-Times’ roto section. The ad is 
25 THE IMPORTANCE OF BEING HARRY LIME ; ; ; 
os BARCELONA PARRAGE designed to be folded into an eight- 
2 A COLLECTOR'S ITEM page booklet with 1960 schedules, 
as Gana Pleaser rosters and team photos of the 
30 TOYS OF THE DEAD Chicago White Sox and Cubs. The 
31 THE MAN WITH TWO LEFT HANDS i i 
32 THE MAN WHO WOULDN'T TALK Sun-Times is the only newspaper 
33 A DEAL IN OILS ; ; ¢ a 
gt 5 t+ in the U.S. to receive local Bud 
35 AN EXPERIMENT WITH MONEY weiser copy for a section of this 
36 HARRY LIME AND THE ; 
tip ly lan KING type for three consecutive years. 


PB 9 Reagan y a A total of 250,000 reprints of the 
baseball guide will be distributed 
to taverns and package stores 
throughout the Chicago market. 
D’Arcy Advertising Co., St. Louis, 
is the agency. 


_ | NATIONAL CATHOLIC FAMILY MAGAZINE 


“Actually the best 
mail order medium 
we have,"’ says 

national advertiser. 


JUNE ISSUE CLOSES APRIL 20 


Orders and sample copy requests to 


ANGELA M. CRAWLEY & STAFF 


National Advertising Representative 
28 E. Jackson Blvd. Chicago 4 
Telephone HArrison 7-7176 


StAuthony 


MESSENGER 


ii 
7 
‘ of . 
x 4 4 - * 
ge © ; 
4 P ‘a j = : 
Ss ; 

- a4 r 

ee \ 4 o 
cee me = 3 Cae re 

i. ee eur 
eee * ; 2 his 

eee } 4 ae 
‘j ie : f aed: 
Orme 2 aes 
: : | ee he eee 
i f ee < ; 
me : : “2 
mes ~ 3 ' ae * PM: 

: o aa =a: 7 ip 
a sdtateditiaaissieceitarnineoniiipiicinti : 
aa 

\ 
Balin wld 
ape : ; 

5 es 
sai Pe 
| es ae 
ee i 
rae. 
din a 7 | 
a ie 

} 
a | uh 
ee ie sees 
22 eae | Co 
aut | Sie. 
ape: oS) ing) 
os sis ae Lae 
- 1 to 39 . 
fie ‘ 
ss ; i a 

- 4 * 
eo ie ; ee 
ee e tee, Beh, 2 a 
se . poe ga me 
as. seis ial at bis 
oan Wee ies 
ea Pron oe ie 
Pees. BP ee at 
aon : ee a 

- ae : 
7 = ¢ ae 
Jee Se RIES. :. ; 
ieee ae me 3 Faas, 
ee wala ig ) cy 
eos sagen qi aa 
ae ae ese a 
i \ dl ‘ ae 
¥ ae ‘ es & evn 

Ringe ~ ee Sc 

Pk 2 on 2 ¥ mS 
a i + ia ) ow 
— a Be: 
Bei OF ones » | re 

: a a 4 rem * mi 2 

ae pcm ty ose aie ~ 5 ste j | 

ae te pe wx insr y= Reece = ii Sugars er \ : 
is aan - Fai \ % a 

: a oe aos = na 

bk 

¢ £ tig $ + 3 f an 3 ee , { , : ty 
eer og Say eo. eae PO 

ues " =, , Pn ~~. m ” 

ae “¥e 7 tie. | k- a Reem, ‘ # a ce ‘ wae sat ty mi $ ? 8 , 

ea ee ? ‘ oe de Se ee es Se’ ‘ ‘tak i ks 

sy AM es a>) | — CO ine 

ey Sp _ «el Se ae ee ~ = pt ee tee hiss fs ee ees 
ber Oy see eee at fe, ton tl on Girt - 
Bienes 7‘ — . u - - - eae a Wiss? = : 
a ae Yeas 
Pe Tatas a " f iH a frit A OT : te ie / 
| —— Ct, I | a ae. ee a 
+: ‘ : 7 ; 

Ace se ara 

a . 

ae 
eee 
_ Ee ATR ae ene eee aa Vast Ohi ag gaat Ie Beet iy isn Pal WT Cora ~ % ¢ “e : a ian ia, Se <2 WES. * See sen ee rar ee Fy SN Gee ane ag ee nny Pin! Pi, adie tsetse oye . 
soot Ie ee ei et sal é he 


15 ey ¢ 


al 


> 


— 5 


* 


3 
ee: 
A 

| 
x 
a 
z 
= 


2 


Past 2@. 


TPH 


ri 


és 


reas as aF fi 


nd evening-paper 


Total metropolitan household coverage of both evening papers: 710.5% 
Any other combination comes to no more than 8.1 % 


Only with both Detroit evening papers do you get 70.5% of the metropolitan-area families—and at the lowest combination rate! Even more impressive : 234,333 families 
in the metropolitan area read the TIMES exclusively (130,889 more than Detroit’s morning paper). And 83% of the metropolitan-area families who read the TIMES get 
home delivery! Clearly enough, selling potential customers through the TIMES is a habit worth cultivating. 
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Goodyear Sets Institutional Trade Stamp Savers 
Drive in ‘Fortune,’ ‘SEP’ 


Goodyear Tire & Rubber Co. will} Now 77% of Families, 
use Fortune and The Saturday}! a 
Evening Post for an institutional Up 10%, Study Finds 
campaign showing that “lots of : 
good things come from Goodyear.” | Al go ——_ te ee 
|Color spreads boosting products m poe di a ee — om coagred 
like tires, flooring, fire hoses and an & = li meng ~ Alagus “— ’ 
defense and aviation products are} — h _— pias ‘tly 
running in the April 9 issue of the’ ree Seen ean recently 
Post and May issue of Fortune completed a nationwide study. 

The campaign, ote Sabaair Agen- The 77% is a 10% increase over 
ew, is aeeeeled ko sek Meteaniias the number of families who saved 
tently for the balance of the year.' stamps in 1958, according to Dr. 


FINANCIAL ADVERTISING? |MPACT ON BUSINESS ; rn caf oral a 
MEN MAKES THE NEW YORK WORLD-TELEGRAM BM | Canvass Awning Institute, M 


Canvass Awning Institute, Mem- /|Stamp company, who revealed the 


a‘ : i phis, will run two-color half-page |Tesults of the study. 
IRST AMONG THE ING NEWSPAPERS 


ads in the April, May and June is-| Contrary to the opinion that up- 
sues of Sunset Magazine as part of /Per income housewives are indif- 
|a campaign to promote the new | ferent to trading stamps is the 
colors and finishes developed by finding that 74% of families earn- 
textile chemists for canvas awn-|ing more than $7,000 a year save 
ings. The Sunset ads will empha-|the stamps. This proportion is 
size the fashion-rightness of fabric | 8Teater than is the share of savers 
awnings for a cool, enjoyable sum-|®™0ng families earning less than 
mer in the out-of-doors. Ads are | $3,000 annually, which was repor- 
also scheduled for House Beautiful | ted as 71%, the study reported. 
and House & Garden. The largest percentage of savers 

|is found among average or middle 
: _— ie oo |income families, Dr. Beem said. 
|The study also revealed (1) that 
‘homemakers with three or four 
| children are the most enthusiastic 
‘savers and (2) that women like 
stamps better than men do, + 
_AB-PT Reports Record Income 
| American Broadcasting-Para- 
|/mount Theaters, New York, report- 
jed a record total income of $287,- 
957,000 for 1959, ahead of the 
$244,821,000 recorded for 1958. Net 
, operating earnings after taxes rose 
| to $7,967,000 last year, an increase 
of 49% over the $5,344,000 reported 
in 1958. The 1959 fiscal year con- 
sisted of 52 weeks, while fiscal 
1958 was comprised of 53 weeks. 
The ABC division, consisting of 
the tv and radio networks and 
owned stations, reported record in- 
come of $172,469,000 for 1959, com- 
pared with $136,967,000 the previ- 
ous year. 


‘McCall's’ Names Eight Judges 

McCall’s has appointed eight 
agency executives to be judges for 
its annual advertising awards pan- 
el. They are Stephens Dietz, Ken- 
yon & Eckhardt; Edward Calhoun, 
Cunningham & Walsh; Austin 
Johnson, Benton & Bowles; Robert 
Haag, Kastor, Hilton, Chesley, Clif- 
ford & Atherton; Daniel O’Meara, 
Sullivan, Stauffer, Colwell & 
Bayles; Edward Van Horn, Smith, 
Hagel & Knudsen; Herbert Roberts, 
Batten, Barton, Durstine & Osborn, 
‘Bel Ira Sturtevant, Foote, Cone & 


Belding. 

‘Doctor, can I interest you in our new ophthalmoscope?” 
; | Kane Names Davidson, Adds I 
Robert B. Kane Advertising, 
|New York, has been appointed to 

TO AVOID DISTRACTION... | handle advertising for Plumbing & 
Heating Business, New York. Rich- 

ard La Fond Advertising formerly 

S ll h D Wh Hi Mi d : M d saen handled the account. Kane has 
e t e octor en us uri is orn e tcine | named John S. Davidson, formerly 


with Kelly Nason Inc., general 
manager, a new post. 


Tell your sales story in MODERN MEDICINE which ‘peedbiitanten Ute Rasen 


captures the concentrated attention of the busiest medical __ Presbyterian Life will open a 
7 Chicago advertising sales office 

practitioners in the U.S.—in a mood to buy, prescribe ‘April 12 at 8 S. Dearborn St. 
ala ; 4 Richard P. Hohmann, western 

or recommend. This is the only publication to give doctors manager, will head the new office. 


complete, concise, current reviews of the most 


important developments in diagnosis and treatment 


from all over the world. ONE COMPLETE SOURCE FOR 


Sell the Doctor when his mind is on medicine...in TAGS and LABELS 


Dynamically designed by specialists to 


2 attract, identify and spark more sales 
: for your pects. Whether it’s Foil, 
UE Fabric, Vinyl, Mylar, Paper or Board, 
og Pressure-Sensitive or Heat Seal, 
. Jackmeyer does the whole job with 
S, 


d and economy from creative 
84 South 10th Street, Minneapolis 3, Minnesota Tm finished product. 


Call WAtkins 4-0265 or 
write Dept. AA. 


JACKMEYER CORP. 253 w. 26th St. N. v1, NY 


[NB PI Minneapolis » Chicago « New York « San Francisco « Los Angeles « In Canada: Modern Medicine of Canada, Médecine 
Moderne du Canada « In Great Britain: Modern Medicine of Great Britain + In Australia: Modern Medicine of Australia [3}maN 
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Frederic Hirschler is a lifetime retailer. 'The 
company he joined 35 years ago, and now heads 
as president, is The Emporium Capwell Com- 
pany, Northern California’s largest department 
store chain. Its 21 million transactions last year 
accounted for sales in excess of $108 million. 


The Emporium (known as The Big “‘E’’) and 
Sunset have been working together since 1932, 
when they pioneered in offering Sunset sub- 
scriptions to The Emporium’s charge account 
customers. Today, 82 leading department stores 
and their branches in the West and Hawaii 
cooperate with Sunset in this manner. 


In 1933, the first complete Sunset Model 
Home was constructed inside the big downtown 
Emporium in San Francisco. And each year since 
1950 The Big ‘“‘E”’ has featured a Sunset-Empo- 
rium Storewide Promotion: “‘As advertised in 
SUNSET and sold at THE EMPORIUM.” 


THE MAGAZINE OF WESTERN LIVING 


Westerners who sell with Sunset 


a oa cs 


MR. HIRSCHLER KNOWS WESTERN RETAILING 


(and Sunset’s effect thereon) 


The Emporium and Capwell’s have kept well 
ahead of the suburban population boom, with 
six new suburban stores opened since 1952. 
These, too, have helped to increase Sunset’s cir- 
culation, and to extend the distribution of Sunset 
advertised products throughout the region. 


Mr. Hirschler refers to Sunset as “‘excep- 
tional” because Sunset articles and advertising 
stimulate such immediate response in retail buy- 
ing. Naturally, he likes to see the company’s 
suppliers advertise their products in Sunset, 
knowing that Sunset reaches buyers who re- 
spond to new ideas for Western living. 


This is because, as one advertising man puts 
it, ‘““Sunset’s deep reach ‘opens the pores’ of its 
readers, makes them receptive to ideas pre- 
sented by Sunset advertisers.”” This same deep 
reach can work for you—in the West’s own 
magazine of Western living. 


LANE MAGAZINE COMPANY, 


4. yy _ 


Mr. Hirschler and Display Manager Robert Cain 
discuss plans for a Sunset-Emporium Storewide 
Promotion to be held at all Big “‘E” stores in May. 


MENLO PARK, CALIFORNIA 
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Earnings of Advertisers 


Sg eeeeesscesscesessessees a 
“ a ) Only The | 
=m AUP at CROEW...until (forgot | a eas Sede | 1959 Fiscal Year 
3 that without The lowa Three you ° % a ai | Earnings 
te \ Sales Earnings per Share 
Be oe over 25% of the market * Quarter Company 1959 958 1959 1958 _ 1959 1958 
& a Admiral Corp. ........$ 199,605,609 $ 170,777,126 $ 4,108,450 $ 1,375,017 $1.71 $ .57 
® a Bell & Howell Co. .... 61,261,148 59,014,500 3,460,798 3,009,367 1.33 1.20 
Braniff Airways Inc. .. 74,258,230 69,637,219 2,513,381 2,973,799 .85 1.01 
= s THESE 22-COUNTIES \Chesapeake & Ohio R.R. 357,219,617 362,139,698 45,687,246 51,703,654 5.60 6.36 
s " CONTAIN OVER 25% OF IOWA'S Con. Electrodynamics Corp. 43,883,924 : ' 1,444,036 1135 ——_! 
° wlatien © heuschelds © : Crown Cork & Seal Co... 123,191,000 116,348,000 2,643,000 1,937,000 ——: —— 
@ = | "See ae ne Pat sales | Edison Brothers Stores | 124,087,292 109,119,591 4.786.429 3,628,128 5.19 3.90 
= 3 h P able income | Max Factor & Co. .... 53,229,406 45,071,419 3,725,126 2,802,467 1.76 1.32 
a The lowa Three reaches 62% of the house- General Motors Corp. .. 11,233,057,000 9,521,966,000 873,100,000 633,628,000 3.06 2.22 
- ‘ = holds in the Quarter daily . . . The Des Katee foot Corp. og 201,939,000 ial a7 000 7,401,000! 5,422,000 3.26 .76 
: james Lees ms Co. . $3,802,000 20 5,696,000 3,805,000 6.07 4.02 
ae e — Register & Tribune reaches 18%, Lucky Stores Inc. .... 178,689,888 141,512,741 2847542 2.478.864 148 1.43 
‘ant more proof? Call a rep today. Magnavox Co. ........ 90,624,000 82,592,000 3,361,000 2,623,000 3.02 2.50 
sie Mead Corp. .......... 323,631,479 256,244,183 13,511,170 10,690,879 2.66 2.30 
es . Mirro Aluminum Co. .. 40,869,000 37,535,000 1,852,000 2,464,000 1.78 2.37 
metic oa Natl. Dairy Prod. Corp.  1,605,724,922 1,548,385,892 49,362,084 45,456,287 3.51 3.27 
Woes : \ Parke, Davis & Co. .... 132,767,111 120,856,186 30,960,700 28,040,851 2.09 1.89 
Duly THE MIRLEZARE The Cedar Rapids Gazette J. C. Penney Co. ...... 1,437,489,356 1,409,972,649 51,523,734 46,876,831 6.26 5.69 
Dubuaue Tele h-Herald Pet Milk Co. ......... 190,267,000 184,602,000 3,574,000 ee 
a grap era Pullman Inc. ......... 406,870,010 371,728,569 13,542,752 8,454,190 5.87 3.63 
bepeantencd Ace.4 Courier Gamble-Skogmo Inc. ... 143,123,142 119,821,596 6,209,905 4,395,446 2.27 1.56 
y Standard Oil Co. of Cal. 1,909,063,646 1,902,448,360 253,599,061 257,758,819 4.01 4.08 
THREE ia ee fet pa - ~— a 
a Neneh te pantie. © Assurance Co. ...... 129,752,271 118,219,704 2,513,443 4,798,623. ——: —— 
irene 6 < ssn yp dae sake tn Pelee Universal Match Corp. . 72,294,586 43,944,318 4,872,602 2,117,143 3.01 1.31 
Y: Y | Warner-Lambert Co. ... 190,659,694 176,958,127 16,408,505 15,033,572 3.06 2.82 
'—Not reported. 
*—Loss. 
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NIELSEN* 
45.7% share of 
Women Viewers 
*Nov. thru Dec. 1959 
9AM to 5 PM 
WJBK-TV 45.7% 
Station A 24.8% 
Station B18.9% 
StationC 10.6% 


SOCHCSHESESSHSEHSSSESESESSEEEEEE 
eeeeeeeeeeeeeeeseeeseeeeeeee 


Call KATZ for the complete 
“Tabulation of Women Viewers” 


i» DETROIT 


The 1960 Presidential race understandably is a major topic of conversation 
in Detroit as elsewhere. But in daytime television in Detroit, women 
viewers already have voted overwhelmingly for WJBK-TV. According 

to Nielsen’s two-month figures, it’s Channel 2 almost 2 to 1 over 

the closest competitor, with proportionately lower cost per thousand. 


you know where WIBK-TV 
you’re going with 


A STORER STATION - CBS + CHANNEL 2 
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FTC Hits Globe 
Readers Service on 
Field Sales Practices 


WASHINGTON, April 5—The Fed- 
eral Trade Commission issued an 
order last week requiring Globe 
Readers Service, Michigan City, 
Ind., to stop selling subscriptions 
for (1) unauthorized magazines, 
(2) refusing to make refunds and 
(3) requiring customers to accept 
substitutes. 

In issuing the order, the com- 
mission reversed a hearing exami- 
ner, who had ruled last May that 
Globe was innocent of such prac- 
tices. 

An opinion by Commissioner 
William C. Kern said the record 
establishes that there were many 
instances where solicitors sold sub- 
scriptions for magazines which 
were not on their authorized lists. 
Instead of refunding money, he 
said, Globe sent all customers a 
“selection letter” ... “for the sole 
purpose of obtaining a substitute 
subscription from the authorized 
list.” 

“In our view,” he commented, 
“these facts establish a method of 
doing business whereby respond- 
ents refused to refund customers’ 
money and thus required the se- 
lection of a substitute magazine 
within the intent and meaning of 
the complaint.” + 


Gamut Adds Two Accounts 

Gamut Advertising, Garden City, 
N. Y., has been appointed to han- 
dle a special April promotion for 
Stamford Fidelity Bank & Trust 
Co., Stamford, Conn. A newspaper 
campaign will offer garden, cook 
and home repair books and hand 
tools to those opening new savings 
accounts or renting safe deposit 
boxes. Gorden Feeley Advertising, 
New Canaan, handles the bank’s 
regular campaign. Gamut also has 
been named to handle advertising 
for First Federal Savings & Loan 
Assn., Kingston, N. J., formerly 
Home-Seekers’ Savings & Loan 
Assn. 


Wilson Promotes Miller 

Wilson Sporting Goods Co., Riv- 
er Grove, Ill., has named Marion 
H. Miller, formerly in the promo- 
tion department of the company’s 
Kansas City division, to the new 
position of public relations direc- 
tor. 


2. WESTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 720,776 


Head Horses, 
9g 7,600,000 Head Cattie 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 
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FORT WORTH, TEXAS 


THE BANK OF FORT WORTH 


Spedionil Atuerliderd— g 1073 684 000.00 
AY TO THE 


ORDER OF 


w Pollen Motly thee willie a huudoed eighty four thoutond. and. 28/100 DOLLARS © 


Sot Voth. Consumers 


* 
Get Your Share of Metropolitan 
| * a 
Fort Worth x SBillion(+#) From 1950 through 1958, Effective Buying In- 


come in Fort Worth increased a whopping 

Effective Bu tre 81%, attesting to the rapidly expanding in- 
y g dustrialization of the area. Fort Worth’s Effec- 

tive Buying Income now ranks 43rd in the 


income nation, Yes, people in Fort Worth have the 


money—and the WILL—to buy! All you need 


So's ASK them fo buy in the pages of the 


TOTAL OVER PREVIOUS Fort Worth Star-Telegram. The Star-Telegram 
PERIOD (add 000) YEAR 
will see that your message gets into 250,323 
1950 
604,109 homes daily (M & E)* and 220,105 homes 
1951 615,413 11,304 h 
1952 715,807 100,394 on Sunday*. The ONLY newspaper that 
1953 791,119 75,312 THOROUGHLY covers Fort Worth (86.5% 
1954 819,294 28,175 Dai!y—65% Sunday) and gives you a bonus 
1955 844,333 25,039 coverage of 99 other rich West Texas coun- 
1956 941,061 96,728 ties! In Fort Worth and West Texas, ask 
aed 995,626 54,565 them to buy . . . through the pages of the 
1958 1,093,684 98,058 
Increase from Fort Worth Star-Telegram! 
1950-58 489,575 81% * ABC Audit 
| Report 
SOURCE: SALES MANAGEMENT aS, Mar. 31, 1959 


FORT WORTH STAR-TELEGE 


Amon G. Carter, Jr., Pres. & Nat’l Advertising Director 
Ralph D. Ray, Nat’l Advertising Manager 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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Here Is Proof Positive baa 


The PRESS again proved its strength 
as Q one-paper medium in 1959, with 
12,773,598 lines —an increase of 


802,159 lines over 1958.* 
*Media Records for 1959 


Only the PRESS gives you adequate cov- 
erage of this rich and expanding three 
county (Atlantic-Cape May-Cumberland) 
— three phase (Industry-Agriculture- 
Recreation) Southern New Jersey Market. 


| National Launches Color Drive | 


National Distillers Products Co., 
New York, launched a four-color 
r.0.p. newspaper campaign for 


Old Taylor 86 bourbon in the first | 


week of April in 24 markets. Us-| 
,ing four-color 30-sheet posters, 
an outdoor campaign in 18 major 
markets will also kick off in April. 
Kudner Agency, New York, is han- 
| dling the campaign. 


| Fladell/Harris Adds Two 


Fladell/Harris Co., newly formed | 


Atlantir 


ity Press 


Southern New Jersey's ‘Good Morning’ Newspaper 


Rolland L. Adams, President Scolaro, Meeker & Scott, Inc., National Representatives 


New York agency, has been named 

/to handle advertising for Argenta 
Products Co., Jersey City, and 
Bachelor Party Tours, New York, 
organizer of travel tours for single 
men and women. 


‘Bakers Review’ Moves 
The midwestern office of Bakers | 
Review has been moved from Chi- | 


cago to 1025 Harlem Ave., Glen- 
| view, Il. 


Electronic bumps run down a flat lead-in 
made of two parallel wires, after having been 
plucked from thin air by the business end 
(not to be confused with the editorial, or re- 
flector, end) of a prehensile antenna finger 
generally wrapped around a chimney. In 
strong signal areas the bumps crawl thru 
the walls and the finger may be dispensed 
with. 

The tuner (“front end” to us au couran- 
teurs) accepts the hash of plucked signals, 
selects a channel with the help of a person 
(“human being”), who applies a kind of 
discriminatory judgment that makes it all 
worth while (in Eastern Iowa at least). The 
tuner’s larynx makes smorgasbord out of the 
hash, selecting and amplifying the picture 
and sound seeds which come wrapped in the 
same bump, or hull. The tuner IFs the RF 
into the IF and video amplifiers. 

A video detector (not to be confused with 
Mike Hammer) detects the video and sepa- 
rates the men from the boys and the picture 
from the sounds. The men are shunted to 
ground, the picture bumps go into more 
video amplifiers (the picture bump getting 
bigger and bigger), the boys and the sound 
bumps go thru the audio section where the 
frequency-modulated signal bump is ampli- 
fied, demodulated, deboyed, amplified, and 
engaged to be married, after which it goes 
into the loud speaker and there you are. 

Back to the video bump. The AGC circuit 
and assorted video amplifiers send the pic- 
ture seeds on to the CRT (not to be confused 
with the IRT, or you'll end up in Far Rock- 
away), where it gets synced, swept (sweep- 
ed?), high voltaged, yoked, scanned, and 
investigated by the ASPCA. 

Various controls are scattered around the 
outside of a set. These knobs, screws and 
dinguses are there for one purpose: twisting. 
Without them a reasonably curious set owner 


How the television receiver works, 


including a gratuitous comment about evolution 


would have to resort to baton twirling when 
a picture started rolling, which would be bad 
for the psyche and the furniture. 

Well, that’s about it. In Eastern Iowa, 
evolution may be observed at work: Because 
WMT-TV (Channel 2) (CBS television for 
Eastern Iowa) is number one in share of 
audience in all time periods from 9 a.m. un- 
til sign-off Sunday thru Saturday (no matter 
what survey service you subscribe to), most 
channel selectors of the front ends of sets in 
the area have atrophied. The Katz Agency, 
our national reps, has additional anthropo- 
logical and technical data. 


oh 


Advertising Age, April 11, 1960 


Pacific Ocean Park 
Sets Pre-Season Ads 


SANTA Monica, April 5—Pacific 
Ocean Park launched a three- 
| week, pre-season promotion April 
4 to push for attendance during 
Easter week. The park will open 
|for all of Easter week, then only 
|}on weekends until school is out in 
June, when it will be open every 
day. 

The brief campaign will be di- 
rected primarily to teen agers. 
Maximum-size ads are running 
from one to five times in 40 high 
school, junior college and college 
newspapers during this week. In 
a number of instances, according 
\to Tom Shea, of Fuller & Smith 
& Ross, frequency and size of the 
basic four-column, 15” ad was cut 
| by school authorities, who felt they 
dominated the school publications, 

Five metropolitan dailies in Los 
Angeles and Long Beach will carry 
two large-space ads apiece, fol- 
\lowed by six small-space inser- 
tions, run three at a time, spread 
through the newspapers. A sched- 
ule of 30 outlying newspapers also 
are carrying one ad a week, and 
500 radio spots will be aired on six 
Los Angeles stations. 


| 


s All media will spotlight a new 
price policy: all rides and attrac- 
| tions will be free after payment of 
|admission—$1.50 for adults, $1.25 
|for juniors; $1 for children. = 


_AFA Adds 21 Members 


The Advertising Federation of 
America has elected 21 new 
|members. They are Wunderman, 
Ricotta & Kline, G. M. Basford Co., 
Juhl Advertising, Harold Walter 
Clark Inc., C. N. Snead Advertis- 
ing, Ted Bates & Co., Cramer- 
Krasselt Co., Donald L. Arends 
Inc., S. C. Johnson & Son, Peter 
| Hand Brewery Co., Frank G. Shat- 
|tuck, Grocery Store Products Co., 
|International Latex Corp., Cela- 
|nese Plastics Co., Outdoor Adver- 
|tising Inc., Theatre-Screen Adver- 
'tising Bureau, Miller Publishing 
Co., Fawcett Publications, Colorado 
Broadcasting Assn., WMAL-TV, 
Washington, and the Waterville 
Morning Sentinel. 


N. Y. Bill to Control False 

Ads Dies in Committee 
Legislation that would give the 

| New York attorney general injunc- 

| 


| tive release against misleading ad- 
| vertising is dead for this session. 
| Heavy opposition, which protested 
‘that present powers are adequate 
to handle the situation led legisla- 
\tive leaders to keep the bill in 
committee. It was strongly opposed 
by the New York State Publishers 
Assn. 

| Attorney General, Louis J. Lef- 
| kowitz had asked the power as 
part of his drive to protect con- 
sumers. 


_Devane Clarke Buys KXLR 

Devane Clarke and a group of 
associates have purchased KXLR, 
|Little Rock radio station. They 
|plan to obtain their limit of seven 
radio stations and later plan to 
purchase television stations. Mr. 
Clarke, chairman of the board and 
account executive at Clarke, Dun- — 
agan & Huffhines, Dallas, became 
inactive in the agency the first 
of the year. He will remain on the 
board of directors. 


Baker/Johnson Adds Three 

Baker/Johnson & Dickinson, Mil- 
waukee, has added three men to its 
staff: Norman E. Kangas, previ- 
ously account manager for Waldie 
& Briggs, Chicago, and David C. 
Garrett, formerly account execu- 
tive at the Brady Co., Appleton, 
Wis., both account executives, and 
Jack Dummann, from the produc- 
tion department of Cramer-Kras- 
selt Co., Milwaukee, production 
manager. 
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be F Favkis Lablching Folin lany 
ts jrleased fo announce that 


Ladies He ome ye 
March issue reached a circulation of 


| a 6,428, 0002 
Shi ia furher demonstration of 
| the Journals conlinung leadership. 
Tdhon uilh he six duillon - plus 
circulations of January and 
February, A Yes lhe Journal 
lhe highest furst quarter 
tn tbs history. 


Thess tr Lanse > Vhtrveteps 
125 Pounds aid Stay Phin boesbaseoses 
s 


Toon Age Report tothe Nabors 
eles Beat Babe. ‘ 


*PUBLISHER’S ESTIMATE JANUARY, 1960—6,155,000* FEBRUARY, 1960—6,213,000* MARCH, 1960—6,428,000* A CURTIS PUBLICATION 
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Lansing Nielsen, Feb., 1960 


NSING....FLINT... JACKSON 


Just the facts, es 


WIIM-TV has 49 
out of the top 50 
highest rated shows! 


Chicago 4A‘s Council Elects 
Alex T. Franz Chairman 

The Chicago Council of the 
American Assn. of Advertising 
Agencies has elected Alex T. 
Franz, president of Alex T. Franz 
Inc., chairman. Other officers are 
Robert H. Brinkerhoff, vp of 
Young & Rubicam, vice-chairman, 
and William C. Edwards, vp of 
D’Arcy Advertising Co., secretary- 
treasurer. 

Governors elected are William 
H. Adler, William Hart Adler Inc.; 
William C. Lyddan, Campbell- 
Mithun; Chester L. Posey, Mc- 
Cann-Erickson; Robert Ross, Ar- 
thur Meyerhoff & Associates; John 
V. Sandberg, J. Walter Thompson 
Co., and Arthur W. Schultz, Foote, 
Cone & Belding. 


Agency Publishes Brochure 

Kastor, Hilton, Chesley, Clifford 
& Atherton, New York, has pub- 
lished an illustrated brochure out- 
lining its history and growth, titled, 
“In Pursuit of the Activating Fac- 
tor!” 


Here's Otto Graham, “Mr. Football,” building store traffic for a local Motorola dealer. Graham is a member of the famed Wilson Advisory Staff. 


MOTOROLA PROMOTION 


scores with Wilson 


A good promotion needs more than a good incentive 
to make it pay off in sales and profits. You need 
complete planning—imaginative incentives—eye- 
catching showmanship. Only Wilson, with the best 
known and most accepted name in sports, gives you 
all three. Our premium experts can put the Wilson 
Advisory Staff on your team—names like Sam 
Snead, Otto Graham, Ted Williams. 


x war. ~ Fill out the coupon. Find out how Wilson can 


Graham scores points at the point of sale. Wilson 
promotions are planned right down to the dealer 
showroom. 


and Wilson Advisory Staff. 


give you a real boost to your next promotion. 


: PREMIUM DEPT. B WILSON SPORTING GOODS CO. 2233 West Street, River Grove, lilinois 
| 


I'd like to know more about the promotion possibilities of Wilson equipment 


W if sy CO t l ae 
COMPANY POSITION = 
WILSON SPORTING GOODS CO., CHICAGO 
(A subsidiary of Wilson & Co., Inc.) STREET waite — 


i 
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TV Ad Viewer Wants 
‘Information, Not 
Lures,’ Jones Says 


CLEVELAND, April 5—“It is not 
advertising as such that raises 
wrath, but advertising on televi- 
sion,” Merle S. Jones, head of the 
CBS-TV stations division, asserted 
here last week as he challenged 
the tv and advertising business to 
improve television’s ad techniques. 

“Advertising on the medium 
[tv] was a victim of its own suc- 
cess,” Mr. Jones told the Cleveland 
Advertising Club: “It didn’t have 
to be good or original or distin- 
guished to be powerful, because 
the medium itself was so power- 
ful. 

“Advertising just did not have 
time to find out how to use the 
medium most effectively. .. For the 
video part of television advertising, 
there were heavy borrowings from 
the print media and also from the 
old motion picture trailers. For the 
audio part the chief broker was 
radio, which lent its whole bag of 
tricks,” he said. 


es Mr. Jones said that the off- 
spring of the shotgun wedding 
between the art and radio depart- 
ments of ad agencies “left some- 
thing to be desired. And that is 
where we are today. Advertising 
on television is just not so good, so 
imaginative, so resourceful, so in- 
formative as it ought to be.” 

Mr. Jones predicted that the 
1960’s will bring great qualitative 
improvement in tv advertising. He 
continued: 

“This is a matter of doing noth- 
ing more, in my judgment, than 
getting the most out of television 
advertising. This we have not been 
doing. For example, it is not at all 
certain that the unprecedented ca- 
pacity of television to convey in- 
formation has been even remotely 
tapped. Television is by far the 
closest thing there is to having a 
consumer in a store, at the point 
of purchase where he is interest- 
ed not in lures but in information. 
Is it not perhaps as ineffectual 
to throw a pitch at him on televi- 
sion—and as much resented—as 
for a salesman to try to brainwash 
him in a store. If we have the 
attention of an audience—to a de- 
gree rare in other media—isn’t 
it possible that we must approach 
the customer in a lower key— 
or at least a different key?” + 


Mactadden Reports 1959 
Gross Revenue, Earnings Rise 

Macfadden Publications, New 
York, has reported gross revenue 
of $18,125,913 in 1959, as against a 
1958 gross of $17,194,354. Net earn- 
ings for the year were $739,105, 
compared with 1958 net earnings 
of $616,089. 

In his report to stockholders, 
President Irving S. Manheimer 
said that while the company’s prof- 
its increased in the face of higher 
costs, ‘net results would have been 
better had it not been for the steel 
strike.” These effects, he said, are 
“carrying over to the first quarter 
of 1960.” He noted, however, that 
net earnings of the company had 
increased from $104,229 in 1950 to 
$739,105 in 1959. 


Sterling Drug Sets Records 

Sterling Drug Inc., New York, 
reports the best sales and earnings 
in its history for 1959. Sales, in- 
cluding consolidated subsidiaries, 
were up 5.8% for a record $209,- 
247,000, and net profit was up al- 
most 10%, to $20,990,226. 


F&S&R Adds Boston Office 
Fuller & Smith & Ross has 
opened a New England service of- 
fice, sharing quarters with Ingalls 
Associates, 137 Newbury St., Bos- 
ton. In charge is Charles A. 


Farrington, formerly a vp at In- 
galls. 
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summer Apne 
; sales Ath: aS 
prs pg 
cool, man, 
cool 


No igloos in Miami, but homes and stores are air- 


conditioned — three times more than the national If you're selling cooling equipment... 


pn It’s real gon a Wei and visitors— ANNUAL AIR-CONDITIONING 
and rising summer ow it. 
ISSUE, SUNDAY, JUNE 5 


South Florida continues to set new records in sales of air 
conditioners. The Miami Herald gives low-cost one-paper 


€ 


Year-round, South Florida is a populous, profitable 
market* for whatever you advertise. First and fore- 
most it’s a NEWSPAPER MARKET... and THE MIAMI coverage of entire South Florida...a responsive audi- 
HERALD is the TOTAL SELLING MEDIUM. ence of over a million readers. Reserve your space now. 


*America’s 12th largest retail market 


Che Miami Herald 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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Advertising Age, April 11, 1960 


1960 Ad Readership Study Schedules 


Max Berking Inc., 50 E. 42nd St., New York, compiled 
the complete schedule of advertising readership 
studies planned for 1960 which appears—with per- 
mission—on this sheet. So far as AA knows, this is 
only the second time a complete tabulation of all 
planned ad readership studies of general and farm 
magazines, newspapers and business papers has 
been put together in one place, for easy reference; 
last year Berking organization compiled a similar 


study (AA, Feb. 16, ‘59). 


| 


Type Issues to 
Publication of Study Be Studied 
BUSINESS MAGAZINES 
Adhesives Age SUN sisistinsiestdaiguacnieneganaidiliditescmaees April, October | 
American Builder (MS) Every other month, beginning in January 
American City (ST) .. February, May, September & November 
American Druggist MN» Sisiheces 1/25, 2/22, 3/21, 4/4 & 18, 5/16 
6/27, 7/25, 8/22, 9/19, 10/17, 
11/28, 12/26 
‘ American Machinist SD. .. cesessvs 2/8, 3/21, 4/18, 5/2, 7/25, 9/5 | 
American Motel Ra Every month, beginning in January | 
American Pressman (RX) . February, March, April, May & June 
American Restaurant  _ 12 or more, to be announced 
Appliance 
Manufacturer BEET sictthaartinetinetsnnae February, May & July 
Applied Hydraulics & 
Pneum. (RX) .... February, March, May, July, Septem- | 
ber and October 
Automation ne February, May, August & November | 
Aviation Week Ne All issues in January, April & July | 
Bakers Weekly (RX) Every other month, beginning in January | 
Baking Industry 3 Re 1/23, 4/30. 5/28, 6/25, 7/23, 
8/20, 11/26, 12/24 
Better Bldg. Main. Every month, beginning in January 
Boat & Motor Dealer (RX) -eeeeecccccccccccsereeseeeee March, May & October 
Building Products PD: anseoremeesadovaans February, April & September 


Business / Commercial 
Aviation 
Chemical Engineering 


Chemical Week (RF) 
Coal Age (RF) 
Commercial Car 

Journal (ST) 
Concrete Products (RX) 


Construction Equipment (ST) 
Construction Methods & 


Equip. (RX) 
Contractors & Engineers (JF) 
Consumer Packaging  (ST)* 
Control Engineering (RF) 
Distribution Age (ST) 
Electric Light & Power (ST)+ 
Electrical Manufac- 

turing (EM) 
Electrical Const. & 

Main. (RF) 
Electrical West (RS) 
Electrical World (MS) 
Electrified Industry (MS) 
Electronic Design (RR) 
Electronic Industries (ST) 
Electronics (RF) 
Engineering & Mining 

Journal (RF) 
Engineering News- 

Record (RF) 

: Fleet Owner (MS) 
S Food Engineering (RF) 
= Food Merchandising (ST) 

Foundry (AG) 

Hospital Management (RX) 
Industrial Marketing (ST) 
Industria (RX) 
Instruments & Control 
Systems (JF) 


+ These magazines also use Eastman Editorial Evaluation Research. Eastman reports do not rate individual 
advertisements and are not available to advertisers, but these studies deserve special note since they rep- 
resent an effective effort to improve and maintain editorial readership. Other Eastman clients as of Jan. 1: 
American Journal of Nursing; Architectural Record; Chemical & Engrg. News; Design News; GP (Amer. 


May 

1/11 & 25, 4/4-& 18, 7/11 & 25, 
10/7 & 31 

we 2/20, 3/5, 5/14, 6/18, 8/27 & 11/26 

January, February, April & May 


. February, April, May, July, September 
& November 
Every other month, beginning in February 
dicdiebreonciese February, March, June & July 
Every issue, beginning in January 
January, March, June & October 
January, April, July & October 


.. January, February, April, July, October | 


& November 
April & October 
1/15, 6/15, 8/1, 10/1 


. January, March, April, June, August & | 


November 


.. January, February, 
September & October 


March, August, 
To be announced 
1/18 & 25, 2/15 & 22, 3/21 & 28, 
4/18 & 25, 5/16 & 23, 7/4 & 11, 
8/15 & 22, 9/19 & 26, 10/31, 11/7, 
12/5 & 12 

March, April, June, July, October & 
November 

1/6, 2/3 & 17, 3/30, 5/11, 6/22, 
7/20, 8/31, 9/28, 10/12, 11/9 & 23, 
12/21 
.. January, March, April, July, October & 
December 

2/12 & 26, 3/18, 4/1, 5/20, 6/3, 
10/14, 11/25 


soendvirmaieys January, April, May & August 
. 1/14, 2/18, 3/3, rest of schedule to 
be announced 

April, May & June 
January, April & May 
January, May & October 
Jan., Feb., April, July, Sept. & Oct. 
... Every issue, beginning in January 
. February, April, May, September, Oc- 
tober & November 


.. January, February, March, April, May 


& June 


. April & August 


READERSHIP STUDY CODE 
AG — Ad-Gage (Penton) 
EM — Reader Reaction (Elect. Mnfg.) 
JF — John T. Fosdick Readership Report 
GR — Gallup & Robinson Impact Studies 
MA — Media/Audience Measurements Inc. 
MS — Mills Shepard Readership Studies 
RA — Reader Action (Conover-Mast) 
RF — Reader Feedback (McGraw-Hill) 
RR — Reader Recall (Hayden) 
RS — Readerscope 
RX — Readex Reader Interest Reports 
ST — Starch Readership Reports 
Type Issues to Type Issues to 
Publication of Study Be Studied Publication of Study Be Studied 
jron Age (MS) . 1/21, 2/11, 3/31, 4/21, 5/19, 6/30, | Better Homes & .. February, March, April, June, Septem- 
7/21, 8/4, 9/29, 10/20, 11/10, 12/1 Gardens (ST) ber, October & November 
Jobber Topics ED * Sceulecaen Every issue beginning in January | Boys’ Life (ST) April, September & November 
Machine Design (ST) . 1/7, 2/18, 3/17 & 31, 4/28, 5/26, | Business Week (ST) Every issue, beginning in January 
6/9, 7/7, 8/18, 9/15 & 29, 11/10, | Coronet (ST) Every issue, beginning in January 
12/22 Ebony eee ae Every issue, beginning in January 
+1 my (AG) .... 1/21, 2/4, 3/3 & 17, 4/14 & 28, 5/12, Everywoman’s Family 
6/23, 7/21, 8/4 & 18, 9/1, 10/13 & | Circle er ee Every issue, beginning in January 
27, 11/24, 12/8 & 22 Family Weekly CBT) ssevsees 1/10, 2/7, 3/6, 4/3, 5/22, 6/5, 
Machinery (ST) . February, March, April, May, June, | 7/10, 8/7, 9/11, 10/2, 11/6, 12/4 
September, October & December The Farmer (RX) Men .. 1/16, every issue beginning in February 
Mach. & Tool Blue 7 24 Wmn. ---- 2/20, 3/5, 8/20, 10/15, two more to 
Book GD csasssabvandione January, March, June & October | be announced 
| Marine Engineer- Farm Journal (ST)... Jan., Feb., March, April, May & June 
ing/log ee February, 5/31, August & October | Field & Stream HIVE: . ssdvsstensesepeornerDntasesheoenaberss Apri! & October 
Material Handling | Flying (ST) .--. February, June, September & October 
Eng. (MS) .... February, March, May, July, September | Forbes (RX) W/1, 3/1, S/1, 7/1, 9/1, 11/3 
& October Glamour CORN. wniiiinempmemetensendaed April & September 
Mill & Factory (MS) .... January, February*, April, May*, June | Good Housekeeping (ST) Every issue, beginning in January 
& September High Fidelity (ST) . February, May, September & December 
Military Systems Design (JF) ......cccccccccssessessseersenserseceeneneee March & July | Ladies’ Home Journal (ST) .---essee0 Every issue, beginning in January 
Missiles & Rockets (MS) .... 1/25, 3/14, 4/25, 8/29, 10/31, 12/5 | Life OP) sehen Every issue, beginning in January 
Modern Concrete a March, May, August & October = (GR) . 1/25, 2/8 & 15, 3/7 & 21, 4/11 & 25, 
Modern Medicine aa Every issue beginning in January 5/2 & 16, 7/11, 8/8, 9/5 & 19, 10/10 
Modern Railroads (ST)7 .... February, March, May, June, Septem- & 24, 11/7 & 21, 12/5 
ber & October Look (ST) .... 2/16, 3/15, 4/12, 5/10, 6/21, 9/27, 
Motor Age OO ccttedecctcs January, April, July & October 10/25, 11/22 
National Petroleum McCall's OT sieeson Every issue, beginning in January 
News SURE > Gusstinaeticcmeastebe February, July & November r, (GR) February, March, April, May, June, Sep- 
Oil & Gas Journal Ss ae eee 2/1, 5/9, 8/1, 11/7 tember, October, November & December 
Overview * ereneres Every issue, beginning in January | Metro Sunday Comics (ST)... Every issue, beginning in January 
Petroleum Week ee athe 1/22, 3/4, 4/8, 6/17, 7/8, 8/19, | Motor Trend SE) sinsnstesciaeseoried January & September 
10/21, 12/2 Newsweek CONE shssinasssavaranatneineds Eight selected studies 
Pit & Quarry January, April, June & September | New Yorker (ST) .... 2/20 & 27,3/5 & 12, 9/10 & 17 & 24, 
Plant Engineering «== (ST) ..e.escecsscscessscscorssesssnee April, July & October 10/1 
Power Every issue, beginning in January | Parade CED iasceronnns Every issue, beginning in January 
Printers’ Ink tn 1/29, 3/4, 5/6, 7/29, 9/16, 10/28 | Parents’ Magazine (ST) .... March, May, June, Sept., Oct. & Nov. 
Proceedings of the Playboy TONE. ~ sirtpecseriscontes May, September & December 
L.R.E. (JF) . January, February, April, May, Avu- | Popular Boating (ST) .. February, June, September & November 
gust & September Popular Mechanics ERNE April, June, October & November 
Product Engineering (RF) .... 1/25, 2/15, 3/28, 4/18, 5/30, 6/20, | Prairie Farmer GIDL: « -setscnsstariasvadeatrcmenreastinacaamaste: 2/6 & 9/17 
7/11, 8/29, 9/29, 11/21 Puck—The Comic 
Progressive Architec- Weekly | i eran Every issue, beginning in January 
ture (ST) . January, April, May, June, Septemb Reader’s Digest ene Every issue, beginning in January 
& October i a COIR. <ssisesi Feb., April, May, June, Oct. & Nov. 
Purchasing eh Gataen 1/18*, 2/29, 3/28*, 4/11, 5/9*, | Redbook | rr March, May, September & October 
6/20, 7/18*, 8/29, 9/26*, 10/10, Saturday Evening Post (ST) -..:.:000 Every issue, beginning in January 
11/7*, 12/19 a ) ” (GR) .... 2/6 & 27, 3/12, 4/2 & 16, 5/7 & 21, 
Purchasing Week (RF) . 1/4, 2/8, 3/14, 4/18, one issue per 6/11, 8/13, 9/10, 10/1 & 15, 11/12 
month, beginning in May & 26, 12/3 & 10 
Railway Age (MS) .... 1/18, 3/21, 5/30, 7/11, 9/19, 10/31 | Seventeen WY. scsciedcncns Every issue, beginning in January 
Rock Products QOD) .- ussptitiearcsatstesivicnassoce March, April & June | Sports Cars Illustrated (ST) ...... February, July, October & December 
Rubber Age SUED: Geagebeerttercdintasipessrepestoonsserssions January & July Sunday (ST) Every issue, beginning in January 
Space/ Aeronautics (ST) .... February, March, May, June, August | This Week Magazine (ST) Every issue, beginning in January 
& September Time (ST) Every issue, beginning in January 
“ . (RA) January, March, April, July & September | True Story (ST) Every issue, beginning in January 
Space/ Aeronautics TV Guide (ST) .... 1/16, 2/27, 3/19, 4/2, 5/28, 6/25, 
R&D Handbook Gane ene Annual published in mid-year 9/17, 10/1 Pee 
Steel (ST)... 1/11, 2/15 & 29, 3/21, 4/4, 5/9 & 23, | Wallaces Farmer "eR AR RM TR re 3/5 & 10/15 
6/13, 7/25, 8/8, 9/12 & 26, 10/17, | Wisconsin Agricul- 
11/17 & 28, 12/19 turist Pe area Le SES TA amie Eye APH tite 3 2/20 & 11/5 
Super Service Station (MS) ............ February, May, July & October | Woman's Day GER» cccomaprencl Every issue, beginning in January 
Textile Industries LS SSA eee ee ee April & June 
Textile World (RF) . February, March, May, June, July, Au- NEWSPAPERS 
gust, October, November & December Boston Traveler (ST) . 2/4, 3/3, 4/7, 5/5, 6/2, 9/8, 10/6, 
Tool Engineer ae January, April, July, September 11/3 
Tooling & Production (ST)} .... January, March, April, June, Septem- | Chicago Daily News (ST) ..-s..ssesssssssessessesnssnssneennenneens 3/15 & 11/17 
ber & October Chicago Tribune EEE: ccsxscesatratinteuisissesnrtsnsancebbiecs 4/5 & 10/14 
Volume Feeding Rae Mrmepbns Gemmmmiter (MAA) ..neas.nccicssicecscscergeeccescsnonssscoenes 1/26 & 7/12 
Mgmnt. (ST) .... January, March, April, August, Sep- | Los Angeles Times (MA) 4/5 & 11/1 
tember & November New York Mirror re 3/24 & 10/27 
Western Architect & New York News (ST) 3/10 & 11/17 
Engr. (RS) . Schedule to be ed | New York World Tele- ‘ . 
" ‘ . gram & Sun (ST) 4/21 & 10/13 
Senn Syeeietiow Center Aten sey Philadelphia Inquirer (ST) .... 1/28, 2/25, 3/24, 4/28, 5/26, 6/23, 
GENERAL AND FARM MAGAZINES 7/28, 8/25, 9/29, 10/27, 11/17, 12/8 
San Francisco 
American Home (ST) essessseessees Every issue, beginning in January Examiner GABA) aiscitnehsiscctesonctipnsensesctoons 3/15, 6/7, 9/13 
American Legion | eee Every issue, beginning in January | San Francisco 
American Weekly oe ee Every issue, beginning in January Chronicle (MA) 5/10, 8/2, 10/4 


Acad. of Gen. Pract.); Indus. & Engrg. Chemistry; Industrial Packaging; Jobber Product News; Jrnl. of 
Plumbing, Htng. & Air Cond.; The Lutheran; Maryknoll, The Field Afar; Mechanical Engineering; Metal 
Progress; Modern Beauty Shop; Motor; Plumbing-Heating Air Cond. Whsir.; Public Works; Pulp & Paper; 
Purchasing 'News; SAE Journal; Steel Horizons; Transportation Supply News; Variety Store Merchandiser. 
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How To Get More Customers 
in the Electronic Original Equipment Market 


(One of a Series) 


Tell your story to more people. Tell your story to the right people—elec- 
tronic design engineers. Tell them how your product works, where they 


can use it, how it will help them. Give them the data they need to specify. 


How? Through your advertising. Advertising that sells. Where? In the 
magazine that is read by the same people you’re trying to reach. In the 


magazine that reaches the same market you’re trying to sell. The 


magazine? ELECTRONIC DESIGN. 


More than a magazine 


. . a Selling force. 
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Advertising Age, April 11, 1960 


Top 100 Outdoor Advertisers in ‘59 


National Accounts 
Compiled by Outdoor Advertising Inc. 


1. General Motors Corp. ........ $9,834,053; 20. Chrysler Corp. .................. 1,293,229 
2. Ford Motor Co. ......ccccceee 5,439,939 | 21. Borden Co., The .......cccccc0-0. 1,176,246 
3. Anheuser-Busch, Inc. ........ 4,456,105 | 22. Morton Salt Company .... 1,129,153 
. ~ 2. -° Soon 3,282,063 | 23. Ballantine, P., & Sons ...... 1,112,940 
For the month of January, Media Records shows that | 5. Standard Oil of Indiana .... 2,897,718| 24. Richfield Oil Corp., (Cal.) 1,080,976 
the ROCKFORD MORNING STAR led all Illinois 6. Wrigley, Wm. Jr., Co. ........ 2,388,389 | 25. Liebmann Breweries, Inc. .... 1,014,465 
dailies in ROP retail color linage: | 7. Coca-Cola Co., The .. 2,377,961 | 26. Nehi Corp.—Royal Crown : 
Rockford Morning Star 45,150 Lines* | 8. House of Seagrams 2,189,167 | ee 1,004,950 
Chicago Tribune 44,710 Lines | 9. National Distillers & 27. Schaefer Brewing Co. ........ 997,623 
Chicago Sun-Times 27,800 Lines Chemical Corp. ............ 1,977,563 | 28. Pepsi Cola Co. ............:000 956,630 
Chicago Daily News 17,249 Lines | 10. Schlitz Brewing Co. ..... ve 1,913,614 29. Olympia Brewing Co. ...... 949,805 
Peoria Journal-Star 15,908 Lines 11, Hamm Brewing Co. enn 1,614,353| 30. Continental Baking Co. ... 920,452 
Chicago's American 8,665 Lines ; 12. Falstaff Brewing Co. ........ 1,523,636 | 31. Marathon Corp.—Northern 
“That's tend Howey too. gpptans cin doy Ranres eens. oe ae | i: deeeeienes. ».- 1,514,343 | Paper Mills Div. ............ 911,986 
| 14. Esso Standard Oil of | 32. Beatrice Foods Co. ............ 907,627 
ALL THE MORE REASON, YOUR NEWSPAPER New Jersey ....ccsessseesses 1,508,102) 33. Miller Brewing Co. .......... 880,000 
SCHEDULE SHOULD INCLUDE... | 15. General Tire & Rubber Co. 1,422,633 | 34. Morris, Philip, Inc. ............ 869,386 
| 16. Lucky Lager Brewing Co. 1,398,224) 35. American Home Products .... 820,052 
ROCKFORD MORNING STAR 17. Katlegg Ce. orecorcorsersseseacens 1,374,304| 36. Seven Up Company ............ 809,034 
18. Affiliated Distillers 37. National Dairy Products .. 758,300 
R k d R e f R blic Ce GE. tittrrccnce 1,366,158 | 38. California Packing Co. .... 753,888 
or or egis 4 epu 19. Studebaker-Packard Corp. 1,328,300 | 39. Atlantic Refining Co. ........ 753,884 
| 40. Brown Forman Distillers Co. 731,514 
| 41. Cities Service Co. .............. 711,764 
5 EE Te INS nccscdecansstecesens 704,988 
pp III, TING ascsnienisasiconcees 687,349 
. Continental Oil Co. .......... 664,400 
. Great A&P Tea Co. .......... 657,899 
. Ralston Purina Co. .......... 639,721 
. American Bakeries Co. .... 639,106 
. Pabst Brewing Co. .......... 634,988 
. Trans World Airlines, Inc. 613,594 
. Stroh Brewery, Co., The .. 611,591 
. Interstate Bakeries Corp. .... 605,314 
. Duquesne Brewing Co. of 
PIIEE verKibtiacacstgnsi vee 599,000 
. Walker Inc., Hiram .......... 586,519 
. Crown Zellerbach Corp. .... 572,507 
. Sinclair Refining Co. ........ 564,266 
. Foremost Dairies, Inc. ........ 545,390 
. Quality Bakers of America, 
I. TRB. Saisesiccisisresnee 532,155 
a. UU ee 526,914 
. Tidewater Oil Co. ........... 513,962 
. Pearl Brewing Co. ............ 501,380 
. Standard Brands, Inc. ....... 475,462 
. Libby, McNeill & Libby ..... 469,771 
. Goodrich Co., B. F. .......... 460,374 
. Lone Star Brewing Co. .... 443,731 
. Sterling Brewers, Inc. ........ 427,654 
. United States Tobacco Co. 424,184 
. Genessee Brewing Co. ........ 363,362 
. General Foods Corp. ........ 361,721 
. Glenmore Distilleries, Inc. 342,614 
. State Farm Mutual Ins. Co. 339,504 
ANU TG, .osesnctaveeccasvsnes 336,732 
. Hudson Paper & Pulp Corp. 334,960 
. Ruppert, Jacob ...........00 317,836 
. Standard Oil Co. of Ohio 317,000 
. Phillips Petroleum Co. ........ 313,589 
‘ jE We TI ctadsssnseciione 312,958 
ae I I cee secttigcsrassicanssss 310,267 
~~ : ; 2 > eens 298,833 
, ia oa : ; ‘ . International Salt Co., Inc. 298,025 
fia” es Ac as he . Dupont de Nemours, E. |. 296,663 
¢. omy Bs y vet 5 eae . Canada Dry Ginger Ale, Inc. 291,952 
Pe ae 3 ep ee) a eT eee : oo eet. ye oe “er 291,760 
= ta ‘$e eee 6 fee one ee ew ® ute ro SE is BF ERE OS oe a Hs | 83. Carling Brewing Co. ........ 281,070 
84. Schmidt C. & Sons, Inc. .... 279,069 
: } ; , a ~ ns 85. National Sugar Refining Co. 275,706 
OH ) THEM GOLDEN OxXEN! 86. Signal Oil Co. ..........cceceese 267,975 
} J : — a _— OF. Bee. OER. - crcccscesiensecesnss 258,048 
' 88. Johnson Co., Howard ......... 257,930 
OP, TIN Os nissscnicccricciessi 257,239 
(and sheep and hogs, too!) 90. Burger Brewing Co. .......... 252,244 
91. Los Angeles Brewing Co. .. 246,156 
CR TR Gilg TAO chscreasitcin 245,333 
Allow us to introduce three traveling representatives of the Kansas City Livestock ae 240,389 
Yards. These beauties and their fellow beasts still come about as close to being 94, Sicks Rainier Brewing Co. 237,072 
95. Goebel Brewing Co. .......... 231,066 
worth their weight in bullion as anything on the market. 96. Pittsburgh Brewing Co. .... 230,000 
, P 97. United Airlines, Inc. ............ 229,675 
To talk to this $400,000,000 market, and the thousands of cattlemen who ship to 98. Beebe Boborion, Inc. «....... 226,975 
the Kansas City market, the Kansas City Livestock Yards spends a major portion 99. Campbell Taggart Associated “ 
of its advertising budget on WDAF Radio. 100. sates Wane tae poe 


When you want to reach these thousands of stockmen with nearly a half billion 
dollars to spend (and the other folks with two billion to spend), don’t you think 


you should use WDAF Radio, too? 


WDAF 610 RADIO: SIGNAL HILL * Kansas City, Mo. 


A SUBSIDIARY OF NATIONAL THEATRES & TELEVISION, INC 


ee a A Ty TY SY Oe A 


/ REPRESENTED BY HENRY 1 CHRISTAL CO. INC 


Prestone in TV Spot Drive; 
Good Humor Buys Radio Spots 

Union Carbide Consumer Prod- 
ucts Co., New York (William 
Esty Co.), will run a heavy sched- 
ule of minute tv spots in 25 top 
markets this spring for its Pre- 
stone car polish in the new squirt- 
top can. Good Humor Corp. (Mac- 
Manus, John & Adams), will use a 
heavy saturation of minutes in a 
four-week spot radio campaign in 
New York, Philadelphia, Cleve- 
land, Detroit and Chicago, begin- 
ning in late May. 
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CONFIDENCE INFORMATION RESPONSE SURENESS 


Which is your reason for 
reading LIFE? 


BALANCE BEAUTY FLEXIBILITY SURPRISE 


What makes people anxious to open LIFE each week? . 

Maybe it’s because LIFE is timely—or informative—or 
maybe, more than likely, it’s all the “facts of LIFE”, a few 
of which, taken from our recent ads in this paper, are illus- 
trated here. 

For these are the editorial facts of LIFE—those special 
qualities that sell 6,700,000 copies every week to the most 
impressive mass audience in magazine history. 

A few facts about this LIFE audience: 


1. More money to spend—LIFE reaches more of the higher 
income group ($7000 plus) than any other weekly or bi- 
weekly magazine. 


2. Spend more money—households reached by an average ACTION 
issue of LIFE account for 38% of all the dollars spent 
on consumer goods and services sold in the U.S. 


3. Keep on making more money —LIFE has more readers 
who have better jobs, and are better educated than the 
readers of any other weekly or bi-weekly magazine. 


4. Spend their money where you do the most business— 
69% of LIFE’s average issue household audience live in 
the metropolitan markets where 67% of all consumer 
dollars are spent. 


5. And of course, LIFE’s the biggest — 6,700,000 copies 
weekly —read by 18,950,000 homes and 31,500,000 
readers—the biggest magazine audience in the history of 
weekly and bi-weekly publishing. 


IMAGINATION 


And this wonderful audience is growing — fast! In the 
first three months of 1960, LIFE gained 700,000 in weekly 

irculation over the same iod in 1959. 
TIMELINESS i es 
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panies will donate container space 
to similar messages to keep citi- 


Public Service Messages 
On Containers Urged 


Pure Gold Inc.. Redlands. Cal. |2°™S informed — about “reasons 
citrus cooperative representing —e children need good 


more than 2,500 growers, will 
print public service messages on} 
more than 6,000,000 of its cartons) WT Names Bailey, Werolin 

to remind ¢itizens of the benefits Raymond Bailey, formerly gro- 
of good schools. The venture is|cery marketing director of This 
jointly sponsored by Washington | Week Magazine, has joined J. Wal- 
State University School of Educa-|ter Thompson Co., New York, as a 
tion. It is hoped that other com-| marketing-merchandising associ- 
a |ate. JWT also has named John T. 


|Werolin to the media department 
TESTED 


iin San Francisco. Mr. Werolin 
AND 


formerly was with Guy Lee Ad- 
APPROVED 


vertising and Lennen & Newell, 
San Francisco. 
CONSUMERS 
INSTITUTE 


non-profit 
WASH. 1, D.C. 


Burnett Joins Tracy-Locke 

John G. Burnett, formerly a vp 
of Rogers & Smith Advertising, has 
joined Tracy-Locke Co., Dallas, as 
an account executive assigned to 
Vought Industries Inc. Charles 
| Teague and David Cullum have 
|been appointed account service 
/men by Tracy-Locke. 


To qualify to display. Write 
15 E St. NW Wash. 1, D.C. 


These volumes build 


: 
: 


EFFECTIVE. 


The Hardware Retailer Catalog Service is a proved and powerful 
marketing tool developed by the National Retail Hardware Asso- 
ciation for 23,000 independent retail hardware stores and 600 whole- 
salers. It is an annual compilation of manufacturers’ catalogs and 
catalog sheets, permanently bound, carefully indexed for fast refer- 
ence, and assures: 


1. Super distribution: A systematic way of placing catalog 
sheets with people who do 80% of all retail hardware business. 
2. Super usage: You'll be multiplying your sales potential by 
way of wholesalers’ “‘want book”’ orders across the nation. 
3. Super exposure: Your catalog page is conveniently filed, in 
an everyday reference book. Can’t get lost as loose sheets do. 
4. Extra sales at all levels: Shows potential customers your 
products and their features when not in dealer’s stock. 


Hardware dealers read Hardware Retailer for news about this 
Catalog Service and other basic services provided by the National 
Retail Hardware Association. Make it your basic trade choice. 


|AD orRive—S. C. 
|launches a new all-product 


Things brighten up when the Johnsons come around 


(but did you know how many things?) nected “t 


Advertising Age, April 11, 1960 


ar) 
(Ro: cheane chewy am! precet 


Johnson & Son, Racine, Wis., 


corporate campaign 


with this color spread in the April 16 Saturday Eve- 
ning Post. Benton & Bowles is the agency. 


New American Library nena: ~~ Ruthrauff & Ryan (Canada) [has appointed S. E. Scholes a copy- 


With Times-Mirror Co. KE , treasurer, and Max Coulston, | 
New American Library of World | MeConnell Eastman & Co., secre- 
Literature Inc., New York, publish- | tary. 
er of Signet and Mentor paperback 
books, has been pet ey with Collins Succeeds Hoftyzer 
Times-Mirror Co., Los Angeles, Mark F. Collins, assistant pub- 
publisher of the Los Angeles Times | lisher and advertising director of 
and the Los Angeles Mirror-News, | the Albany Times Union, will suc- | 
and owner of KTTV, Los Angeles|ceed Ernest Hoftyzer as assistant | 
tv station. |publisher and advertising director 
‘of the Boston Record-American- 


Toronto Copy Directors Elect 
William Macdonald, James Lov-|T¢titing April 15, but will con- 

ick & Co., has been elected presi- |tinue as a consultant to the news- | 

dent of the Copy Directors Club, ee 

Toronto. Other new officers are 

Peter Clayton, J. Walter Thompson | Scholes Joins Kreer & Co. 

Co., vp; Mary Inkster, Erwin Wa- Henry B. Kreer & Co., Chicago, 


writer. He was formerly with 
Armour & Co. as advertising and 
sales promotion manager of Ar- 
mour Alliance Industries. 


Marian Petelle Named VP 


Marian Fitch Petelle, who joined 
Allan Copeland & Garnitz, Chicago 
agency last October as director of 
its public relations department, 


| has been named a vp. 
Sunday Advertiser. Mr. Hoftyzer is | 


Central Names Meyer & Behar 

Central Wire & Frame Co., New 
York, manufacturer of displays, 
|fixtures, wire and metal products, 
has named Meyer & Behar Adver- 
tising, New York, its first agency. 


booklet tells why papers made with cotton fiber 
formance. The “Better Papers” emblem tells 


Cotton 


for the emblem. 


to better paper buying the tree 


offer you more in prestige, permanence, per- 


who makes them. Send for the booklet; watch 


PAPERS 


Fiber Paper Manufacturers, 


122 East 42nd Street, New York 17, N. Y. 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 
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ESQUIRE SOCKS runs 
50th LIFE ad in 5 years 
--2,736 new accounts. 


EDISON 

ELECTRIC INSTITUTE 
co-sponsored biggest 
LIFE ad—30 pages. 


GOODYEAR tops tire 
field with help of 20 
years of LIFE ads. 


CRESLAN—new fiber 
gains fast acceptance 
with LIFE advertising. 


What's the reason all these 
advertisers use LIFE? 


MUNSINGWEAR finds 
LIFE its best selling 
medium since 1939. 


ZIPPO LIGHTER ads 
in LIFE draw responses 
for over a year. 


GENERAL ELECTRIC’s 
LIFE ads turn up the 
volume for new TV line. 


APPIAN WAY PIZZA 
used LIFE to double 
sales in 3 years. 


MOBILE HOMES MFG. 
ASSN. builds industry 
image in LIFE. 


In two words—“‘It works.” Simple as that. The very same kind 
of editorial fire that draws 18,950,000 families to LIFE each 
week makes LIFE a place to move goods. 

See for yourself; take a look at the capsule versions of the 
“result” stories on this page; they're taken from ads run in 
this paper by LIFE. Or, better yet, ask to see the booklet called 
“When Ads Go In LIFE, Results Begin”. It will show you 
why these and many other major advertisers know that 
effectiveness is a fact of ‘““Advertised-in-LIFE.” 

With results like these, is it any wonder that in 1959 ad- 
vertisers invested almost $37 million more in LIFE than in 
the next leading magazine. These advertisers, in the first quar- 
ter of 1960, have increased their investment in LIFE by 8% 
over the same period last year. (1st quarter of 1960 had only 
12 issues compared to 1st quarter of 59, which had 13.) 


ADVERTISED IN 


KROEHLER advertising 
leads off with LIFE for 
the past 22 years. 


KAISER FOIL builds 
solid sales fire under 
LIFE readers. 


gets over 2 million 
people to act. 


RCA Christmas ad in LIFE 


REVLON gets millions 
of the right women 
with LIFE advertising. 
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i sie OF THE 
‘RAIRST 100 
: MARKETS 


THE MOLINE DISPATCH 
THE ROCK ISLAND ARGUS 


_ NATIONAL REPRESENTATIVE — THE ALLEN-KLAPP CO. 


272,600 consumers in. the Quad-Cities 
56% live on the Illinois side, where Argus 
and Dispatch reach 9 of 10 homes daily. 


RD LARGEST 
MARKET IN 
ILLINOIS - IOWA. 


| White House Foods Programs 
| Extended Advertising Push 
White House Foods, Los Angeles, 
is planning the largest ad cam- 
|paign in its history this year, with 
| a series of color ads in magazines 
and Sunday supplements. Adver- 
tisements will appear in Everywo- 
| man’s Family Circle, The Saturday 
| Evening Post and Sunset Magazine. 
|The Los Angeles Examiner’s Pic- 
|torial Living and the Los Angeles 
| Times’ Home will carry a series of 
|half-page color ads. McNeill, Mc- 
Cleery & Cochran is the agency. 


GE Boosts Fassler, Kirtland 


General Electric Co. has pro- 
‘moted S. Martin Fassler from 
marketing manager of its radio 
receiver department to manager- 
/'marketing for its tv receiver de- 
partment in Syracuse. GE also has 
| promoted Grayson D. Kirtland, an 
| advertising specialist for automatic 
blankets in Bridgeport, Conn., to 
|merchandising manager for the 
GE automatic blanket and fan de- 
| partment. 


this is 
Magoo 
talking... 


... from INSIDE MAGOO. That’s a movie I just. made for the 


American Cancer Society—for their April Crusade. 


Ip the movie I learn I can’t be near-sighted about cancer. Too dangerous. 
Got to look ahead. Got to fight cancer with regular checkups. And checks, 


too. Fighting cancer costs money. 


The movie runs 14:30 minutes. But you can get a quick look at all the 
Society’s TV material—including me and other famous people— 

in only 17 minutes. On a special presentation reel MC’d by Ralph Edwards. 
Listen to the radio material, too. Big stars in short important messages 
and announcements. Music spots too, with name artists, for deejay show 


or as 5-minute specials. 


A local representative of the ACS will contact you. Look and listen. ° 


Be kind to your audiences. Program the Society’s material. 


©1959. UPA PICTURES, INC 
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| RACK SPECTACULAR—This display will 
|help merchandise nine nationally 

distributed health and beauty aids 

in stores across the country as part 
| of the sixth Puck—The Comic 
| Weekly giant promotion, which 
| will be featured in color pages in 
| that supplement and affiliated Sun- 
| day newspapers on April 24. 


| Landers, Frary Names 
| Garrity, Boosts Lepple 

Paul G. Garrity, formerly vp of 
sales of Schick Inc., has been 
named vp of —_ 
marketing of 
Landers, Frary 
& Clark, New 
Britain, Conn., 
appliance man- 
ufacturer. 

The company 
also has named 
Karl F. Lepple, 
who has been 
responsible for 
electric house- 
wares sales in 
northern and 
southern California, regional man- 
ager for the western region. In his 
new job, Mr. Lepple will have 
complete responsibility for the 
sales, merchandising and advertis- 
ing functions for all Landers prod- 
ucts. 


Paul G. Garrity 


Bevel Elects Officers 

Bevel Associates, Dallas and 
Fort Worth, has incorporated and 
elected officers. Mrs. Betty Bevel, 
co-founder of the agency, was elec- 
ted chairman of the board and 
treasurer. Philip Holloway, for- 
merly exec vp, was named presi- 
dent. Other officers elected are 
Charles Hamilton, vp, and Miss 
Pat England, secretary. Incorpor- 
ation followed: sale of interests in 
the company by George C. Bevel 
Jr., who will devote his full time 
to other business interests. 


Heinz Begins Relish Push 

“You buy the relish—Heinz buys 
the buns’’ is the promotion theme 
H. J. Heinz Co., Pittsburgh, will 
use to kick off the 1960 picnic 
season. Consumers who return a 
label from any of five Heinz relish 
products, along with the wrapper 
or label from a bun package, will . 
receive a refund of up to 30¢ on 
the purchase price of the buns. 
Heavy ad support is scheduled for 
May, June and July. Maxon Inc., 
Detroit, is the agency. 


Sayles Joins Lenhart 

Andrew P. Sayles, formerly tv 
and print supervisor at Maxon Inc., 
New York, has joined Lenhart & 


Co., Princeton, N. J., as a vp. 
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Average Audience Ratings* 


*Source: Nielsen 24-Market TV Report, average audience, 7 nights, 8-10:30 PM, average for 4 weeks ending March 20, 1960. 


ABC TELEVISION 
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1s more than 
just a word 
Jat Lake Shore 


... it’s people in action, giving you the 
finest service available anywhere 
on these services you need: 


R.0.P. COLOR NEWSPAPER MATS 


SEeley 8-1010 ENGRAVING SERVICE DEPARTMENT 


| LAKE SHORE ELECTROTYPE DIVISION + 1224 W. Van Buren * Chicago 7, Ill. 


3M PRE-MADEREADY ELECTROTYPES | 
REILLYTYPES - REILLY PLASTICTYPES 


\Elects James D. Wells VP 

Wm. Underwood Co., Water- 
|town, Mass., has elected James D. 
Wells vp of marketing. He joined 
|the food company in 1953 and has 
been general sales manager and, 
| most recently, manager of market- 
ing. 


Regensberg Names Heineman 

E. Regensberg & Sons, New 
York, has named Heineman, Klein- 
field, Shaw & Joseph, New York, 
as its agency for Admiration and 
Medalist cigars. Rose-Martin is 
| the previous agency of record. 


BALK! 


ONE OF A SERIES OF NIGHTMARES AT 


GUILD, BASCOM:="* BONFIGLI- ADVERTISING 


SAN FRANCISCO -LOS ANGELES- SEATTLE -CHICAGO- NEW YORK. 


* Lf NOW, MEN... 
— BRANCH orig ay LETS PITCH 
INTO MORE /\ WITH CLASS.) \_A BANK. 
| NON -FooD = DIchiTr 


WATCHWORD 


REMEMBER.. 


Rieut / 
NONE OF THAT 
OLD GROCERY 


a =) 


1 UPRIGHT BEATING ACTION 


|HARD DOUBLE SELL—Westinghouse’s 
| portable appliances division will 
|spend $1,000,000 in a two-month 
| period with a dealer “blitz” to in- 
|troduce its new vacuum cleaner 
|and to promote its buffet fry pan. 
| Ads will be launched April 17, with 
color spreads in This Week Mag- 
azine and other Sunday supple- 
ments, continuing through May 18 
in newspapers and on the “West- 
inghouse Desilu Playhouse” (CBS- 
TY). 
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NEW FROM WESTINGHOUSE 


TWO VACUUM CLEANERS IN ONE! 


YOU CAN BE SURE wires 


] 
PORTABLE APPLIANCE DIVISION, MANSFIELD, Of10 


rful 


FROM WESTINGHOUSE ... 


NEW BUFFET STYLED FRY PAN 
MAKES ALL OTHERS OBSOLETE 


v's NEW! 
BUY IT TepaT! 


Ou Cam Ot Sunt TS 


ATTITUDE... - 


OKAY... LETS CONSIDER 
YOUR PRESENT CONSERVATIVE 


PLUGGING 
A MOCK |/ DOOR-T0-DOOR 
HOLDUP | SAMPLING OF 
GOVERNMENT 


RUNNING- A 
I¢ OFF SALE 
ON DOLLAR 
BILLS... 


FORTUNATEIN THERE ARE STILL THOSE WHO 
PREFER G.62“B'S BRAND OF OFFBEAT 
SELLING. CLIENTS LIKE SKIPPY PEANUT 
BUTTER, RICE CHEX, WHEAT CHEX ,2¥ CORN 
CHEX, RY-KRISP, INSTANT RALSTON, FARMER 
JOHN'S HAM24BACON, MOTHER'S COOKIES, 
MARY ELLEN’S JAMS 2”4JELLIES, HARRY 
and DAVID'IS FRUIT-OF-THE- MONTH, TIDY 
HOUSE PRODUCTS, RIVAL DOG FOOD, HEIDELBERG 
ard CARLING BLACK LABEL BEER, 


Hoover Co. Promotes Wood 
Clifford J. Wood, market re- 
search manager of Hoover Co., 


North Canton, O., has been ap- 
pointed manager of the marketing 
department. 


SALESENSE IN AD- 
VERTISING is a careful 
collection of 135 of the 
best-liked of the more 
than 500 widely-read ar- 
ticles James D. Woolf has 
written for Advertising 
Age. Handsomely bound 
in cloth. Profusely illus- 
trated. Woolf, for 32 years 
Creative Director of the 
Western Division of J. 
Walter Thompson Co., is 
well-qualified to express 
his ideas in this provoca- 


days’ approval. 


139 
Woolf Articles 


in handsome library edition 


tive volume. What makes this book different are the things 
that make Woolf different . . 
ple, an abiding faith in common sense and human dignity, 
a great impatience with stupidity, and the ability to ex- 
press himself so clearly and forcefully that what he writes 
is instructive and enjoyable at the same time. Price, $5.95. 
Write Advertising Publications, 200 E. Illinois St., Chicago 
11, Ill. for “Salesense In Advertising,” available on five 


. an undying interest in peo- 
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INTERNATIONAL EDITIONS 
SPANISH—Mexican-Caribbean, Southern Hemisphere, 
FRENCH; DANISH; SWEDISH; 

GERMAN; PORTUGUESE; DUTCH. 


THERES ALWAYS a 


It happens ’most any place, ’most 
any time. Whenever men discuss the 
mechanics of modern living, there is 
one man who speaks right up. He 
usually knows what makes things go. 
He gets attention. He is the kind of 
man who reads POPULAR MECHANICS. 


Naturally, pm is well known for its 
crafts sections. But men also respect 
it for its coverage of the mechanics 
of modern living—all sides of it. A 
recent issue, for example, reported on 
subjects ranging from manned space 
flights, to unusual vacations .. . to 
flower growing . . . to compact cars 
... and more. 


The important thing is that this is 
the kind of reporting that gives pm 
readers a special knowledge of what 
goes on around him. Of products, 
workmanship and performance. A PM 
reader usually specifies when he buys. 
If he is sold on your products, he 
knows why. And so will his friends 
and neighbors who respect his special 
talent for knowing what he talks about. 


You can sell him—and five million 
others like him—with your product 
story in the magazine that sparks 
his thinking on what to do, what to 
buy—and why... 


POPULAR 
MECHANICS 


A HEARST MAGAZINE 
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Adams Urges 
Watchdog Group 
for Direct Mail 


Detroit, April 5—Leaders in 
direct mail advertising have been 
advised to forestall punitive legis- 
lation against the business by set- 
ting up a “watchdog committee”’ to 
police fringe operators. 

The suggestion was made by 
Charles F. Adams, exec vp of 
MacManus, John & Adams, speak- 
ing at Detroit’s Direct Mail Day 
program. Nearly 400 direct mail 
executives attended. 

“The problem is not with out- 
right dishonesty,” said Mr. Adams, 
“but in the gray areas of misrep- 
resentation, exaggeration, dispar- 
agement, the use of sex and fear, 
and saturation campaign excesses. 

“Problems of all advertising are 
particularly pertinent to direct 
mail, for no other medium is 
more thoroughly or easily sub- 
jected to legislative action. 


a “I believe it would be helpful 
if some of the key people in your 
industry would form a committee 
to keep watch over the dignity of 
your branch of advertising; to 
seek out and receive complaints 
concerning abuse of the mails; to 
assemble evidence against the 
guilty parties and, working with 
the proper authorities, either show 
them the error of their ways or 
put them out of business. 

“If responsible people in direct 
mail do not go after the fringe op- 
erators, then legislation very well 
may be passed that would cripple 
the entire direct mail industry,” 
Mr. Adams warned. 


= Honest direct mail advertising, 
built on truth and used with tact, 
combined with good timing, brings 
the best results for its users, said 
Robert B. Fisler, promotion direc- 
tor of Time. 

“Americans today not only are 
more prosperous but.are better ed- 
ucated and more _ sophisticated,” 
said Mr. Fisler. “Users of direct 
mail material are facing a public 
growing more sceptical and more 
receptive to that which is superi- 
or. It is a wonderful form of ad- 


and reach by direct mail,” said Mr. 
| Bodkin. 

| “This brings us to the whole 
|question of relative costs. These 
/cannot be measured by the size of 
|the check an advertiser signs. 
|The true measurement is by how 
|much did each responding inquiry 
| cost.” 


= He cited the case of an adver- 
tiser who experimented by plac- 
ing dominant-space advertising in 
one of the nation’s business pub- 


lications, and at the same time pro- 
moted an identical service by mail 
to a substantial number of busi- 
|ness executives. The direct mail 
| effort, in terms of absolute dollars, 
cost considerably more than did 
the space advertising. It is prob- 
able the space advertising aug- 
mented the response to the direct 
mail. In point of actual returns, 
however, it was found the direct 
mail produced leads at roughly 5% 
the cost of the direct inquiry 


traced to the space advertising. 


“In this case, by using the pin- 
point medium, the advertiser was 
able to avoid wasting money on 
large numbers of subscribers with 
no interest in what he was selling,” 
said Mr. Bodkin. “This case sus- 
tains one general truth. Direct mail 
advertising, to be successful, must 
always be supported and accom- 
panied by unglamorous, detailed 
and constant record keeping. With- 
out routine statistics this adver- 
tiser could not have found the 
startling difference between the 
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cost-per-inquiry in one medium 
as against the other.” 


s Direct mail is becoming an in- 
creasingly important factor in 
agency media recommendations, 
said Ross Morgan, of Campbell- 
Ewald Co., in another talk. 

“It fits beautifully into the agen- 
cy picture,” said Mr. Morgan, 
“because if there ever was a me- 
dium that offers new ways of do- 
ing things, does not restrict crea- 
tive thought in terms of approved 


PUSHBUTTON PAINT... 
PUSHBUTTON PERFUME 
---PUSHBUTTON PINCURLS 


for sellers 
| to the 
Chemical Process Industries 


Aerosols are successfully spraying their way into 
market after market. Paints — one of the first aero- 
sol fields — are spreading this year to an estimated 
85 million cans, about $111 million at retail. A 
newer spray-ground — perfume and cologne — is 
presently moving up fast with a 25% annual rate 
of growth. One maker rang up a quick $5 million 
in sales this past holiday season by introducing 
a top brand in aerosol packaging. Now, all major 
perfume houses are going to “pushbuttons”. 

But the cutest trick of the chemical week is the 
pushbutton curl. Soon your best girl can get her 
hairwaves zippety-zip from an aerosol can. Caryl 
Richards Inc. (New York) recently put pressure- 
packed permanent waving chemicals into national 
beauty salon markets ... P & G is launching a 
similar product for home use. 

For specialty makers, a constant array of new 
and better products. For their suppliers, endless 
potentials for equipment and materials. 


vertising when used properly. 
Truth, both in the long run and in 
the short run, is far stronger than 
fiction.” 


WEEK BY WEEK‘. ib) 
SIXTY SHAPES UP Veen 
STRONGER \\yA 


ENawae! 
OOS 


a Direct mail has the admirable 
capacity of being able to pinpoint 
the appeal to a degree enjoyed by 
no other medium, said Edwin O. 
Bodkin, advertising and sales pro- 
motion manager of McCord Corp., 
in outlining some of its capabilities. | 

“If you ate ready to spend the | 
time, money and energy necessary | 
to do the essential research, there | 
is no classification of the Ameri- | 
can populace you cannot isolate | 


Business keeps surging for chemical process com- 
panies. Now riding high (a 10%-plus increase in 
total sales —20% up in earnings), the trend is ex- 

- pected to hold course through ’60, making this 
the biggest year yet for nearly all CPI segments. 
Sales and earnings for industrial chemicals 
rose well over prerecession ’57 levels last year. 
Pharmaceuticals and most other CPI branches’ 
hit record figures. CPI-Management is even more 
optimistic for this year. President Fred Foy of 
| Koppers sees “much improvement”, now has a 
$143 million backlog in plant contracts vs. $65 
million a year ago. Phillips Petroleum Chairman 

| K. S. Adams, believes “benefits of the company’s 
diversification” will be reflected in still greater 
earnings. This, after posting a 23% gain in net 

income last year. 

Best current estimate of total ’59 sales of 
“chemicals and allied products” — about $25.8 bil- 
lion, a boost of 11% over ’58. Top company execu- 
tives are predicting 5 to 10% gains this year. And 
one ultra-conservative economist sees a hefty $42 
billion in sales by 1970. 


CALLING ALL 
‘EQUIPMENT SELLERS... 


Would you like to know how equipment, machin- 
ery and supplies are sold to the Chemical Process 
Industries? How many calls the typical equipment 
salesman makes a day — on companies and individ- 
uals? What the average number of buying in- 
fluences is—by size of firm? What equipment buyers 
expect from you? Which sales aids are most help- 
ful? Which men exert greatest influence on 
purchases ? 

All these and a lot more important questions 
are answered by CHEMICAL WEEK ina recent study 
of equipment sales practices. Write CW’s Re- 
search Dept. for a copy of “The 101 Equipment 
Manufacturers Survey” 


Need to Analyze 


Your Public Relations? 


Press Clippings can keep you fully | 
informed on the results of your public | 
relations program. You can see how many 

of your releases are published . . . what 
coverage is given to events you stage... 
what the editors of the nation are think- 

ing. This knowledge will help you plan 
and develop more effective public rela- 
tions programs. Interested in learning 
how we can serve you? 


Est. 1888 


PRESS CLIPPING BUREAU | 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 

1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, II|.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 | 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 
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format frequency, research or mar- 
kets, direct mail is that medium.” 
He cited examples of agency- 
directed campaigns ranging in 
cost from hundreds of dollars to 
millions where advertising money 
was spent only on a cold, realistic, 
do-a-job basis. (Campbell-Ewald 
is the agency for Chevrolet, its 
largest client.) Mr. Morgan pointed 
up the creative use of lists and the 
great progress being made in list 
compilation and in direct mail re- 
search, factors which contribute 


strongly to the agency’s belief 
there is an important place for di- 
rect mail in the agency business. 


= “If agencies treat direct mail 
with the same consideration given 
other media,” Mr. Morgan said, 
“they will find that direct mail is 
a solid cornerstone on which to 
build better service to their cli- 
ents and more enduring business 
relations.” 

An earlier speaker, Mr. Bod- 
kin, had given statistical facts on 


the growth of direct mail adver- 
tising, a growth of 80% in the dec- 
ade of 1949-1958, from $755,000,- 
000 to $1.6 billion. As an example, 
Ford Motor Co. was placed along- 
side these figures. Ford’s truck 
division had an allocation of 1% 
of its advertising budget for direct 
mail in 1954. In 1959 this had 
grown to 20.6%. # 


Donnelley Names Baddour 
George R. Baddour, formerly 
Long Island division sales manager 


of Reuben H. Donnelley Corp., 
New York, has been named Nas- 
sau-Suffolk sales manager of the 
company’s New York directory 
publications division, a new post. 


Goodrich Promotes Gross 

Mrs. Rubie C. Gross has been 
named manager of trade advertis- 
ing and sales promotion of B. F. 
Goodrich Industrial Products Co. 
Akron. Mrs. Gross has been sales 
promotion manager of the compa- 


ny since 1953. 


SEE HERE, 
MR. CHEMICALS PRODUCER! 


Are you advertising in the.magazine CPI-Man- 
agement (the prime buyer of both chemicals and 
equipment) prefers to all others? Naturally we 
mean CHEMICAL WEEK ... but just in case you’re 
dubious, why not ask your own customers and 
prospects? Sellers who have, learn CW averages 
an overall superiority of 3-to-2 over the second 
magazine, 2-to-1 whenever management titles are 
surveyed. Ask your CHEMICAL WEEK man for 
copies of recent studies ... notably Heyden-New- 
port, Wyandotte, Neville and Foremost Food and 
Chemical . . . for a well-rounded CPI picture of 
magazine preferences by raw materials buyers. 


RESEARCH 
SCORES AS 
SALES SUPPORT 


In these “buyers-market” days — with traditional 
criteria of price, quality and delivery frequently 
equalized among vendors—the salesman braced by 
strong company research may be sitting easiest. 
This was the principal behind-the-scenes observa- 
tion at the recent National Assn. of Purchasing 
Agents in Chicago .. . while a CW survey of PAs 
confirms the growing significance of supplier’s 
research in shaping buying decisions. 

In the PA’s eyes, a solid research program im- 
plies the guarantee of a flow of new products, 
assistance in finding new or improved raw mate- 
rials, satisfactory technical service and an effort 
by the supplying firm to whittle away at manu- 
facturing costs. In addition, there’s the assurance 
that part of the supplier’s profits are going into 
projects that may prove mutually beneficial. 

How much influence does a supplier’s research 
have on buyers’ decisions? The amount varies — 
but one thing is sure: PAs are swayed most by 
applications work promising profits for their com- 
pany as well as the vendor’s — preferably soon. 


FOR ADVERTISERS 
WHO LIKE STATISTICS... 


We’ve got a couple for you. For instance, 
CHEMICAL WEEK is gaining display pages at a 
near 200-page-rate for 1960... it has picked up 
more new equipment advertisers (30 new and re- 
turned) ... it’s running over 26% more raw ma- 
terials ieee than any other CPI magazine... CW 
“exclusives” are head and shoulders over the field. 
Too early for a count now but last year CHEMICAL 
WEEK ran 101 more exclusive accounts than any- 
one else. So, come on in! You’ll sell more, faster 
. to CPI-Management in CHEMICAL WEEK! 


3 WAYS TO MAKE 
CPi-MANAGEMENT 
STOP, LOOK...AND READ! 


We could just as easily show you three dozen — 
because management is vitally concerned with 
the dollar-savings your product may bring. But 
space limits us to a trio which pulled well in CW’s 
“Reader Feedback”... 


CATCH THEIR CURIOSITY — 
U.S. Borax intrigues with 
“We tore the top off our 
mines”, then goes on with 
tight, factual copy to show 
what its product facilties and 
service mean to the buyer. 


GET THEM THINKING — and 
Hercules does . . . with prod- 
uct applications as distant as 
household chores to harvest- 
ing oranges . . . makes man- 
agement think ‘what have 
they got we can use?” 


TELL EM EVERYTHING! Metal & Thermit puts its whole line 
on display in this spread (from a 4-pg. insert) — packs it with 
useful buying data—and gets high readership . . . with 
Straight copy! 
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| Hallmark Sets Fund for 
Original TV Writing 

Hallmark Cards, sponsor of the 
“Hallmark Hall of Fame” series 
(NBC-TV), has established the 
Hallmark Fund for Television 
Drama, which will be drawn upon 
to extend commissions to writers 
and to supply cash awards of $10,- 
000 for an international “‘Teleplay 


*| Writing Competition.” 


The fund, which will be a re- 
volving sum of from $50,000 to 
$250,000, will be made available to 
George Schaefer, producer-direc- 
tor of the tv series, who will 
administer the commissions and di- 
rect the competition. The competi- 
tion, open to both professionals and 
amateurs, will be held bi-annually 
“if it brings results beneficial to 
the television art.” Inquiries re- 
garding both commissions for 
drama and the competition may be 
directed to Hallmark Hall of Fame, 
P. O. Box 2805, Grand Central 
Station, New York. 


Congoleum-Nairn Boosts 
Martin to Ad Director 


William C. Martin Jr. has been 
appointed director of advertising _ 
and sales pro- 
motion of Con- 
goleum - Nairn, 
Kearny, N. J. 
He succeeds 
John T. Lorick 
Jr., who has re- 
signed. 

Mr. Martin in 
™ » 1950 joined 

+ Sloane - Blabon 
ae = Corp., which 
7) 3 later became 

Wm. C. Martin Jr. the Sloane-Del- 
aware division 
of Congoleum-Nairn. Since 1958, 
he has been assistant sales manag- 
er in charge of the company’s 
Forecast rotogravure vinyl prod- 
ucts and manager of mail order 
sales. 


Ginsberg Named Editor of 
‘Southeastern Drug Journal’ 


Max Ginsberg has joined the 
Southeastern Drug Journal, Atlan- 
ta, as editor and publisher, suc- 
ceeding Richard B. Wand, who will 
continue as consultant to the Jour- 
nal. Mr. Ginsberg was formerly 
editor and manager of the business 
and industrial review sections of 
the Atlanta Journal and Constitu- 
tion. 


QUANTITY 
PHOTOS 


FAST ont pay service 


TOP QUALITY GLOSSY PHOTOS 
SIZES 4x5 — 5x7 — 8x10 


WRITE FOR PRICE LIST 
Calandra’s 


CALANDRA BLDG.—42nd & Dodge 
OMAHA, NEBRASKA 
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IT’S TIME AGAIN—Coca-Cola Co. uses a seasonal theme in its April 


poster, now being shown nationally. The bottler also is using three- aad 
dimensional painted displays in key markets. McCann-Erickson is _, 


the agency. 


Capurro Jonker Vladimir Pollard 
IN MONTEVIDEO—Now on a Latin-American tour, Irwin Vladimir, 
board chairman of Gotham-Vladimir Advertising, and a client, 
Braxton Pollard, director of international advertising of Monsanto 
Chemical, discuss the Uruguayan scene with Raul Capurro, head of 
the Montevideo agency bearing his name, and Pedro Jonker, direc- 
tor of Proindustria Ltd. 


THAT'S CAKE!—Borne on the strong 
shoulders of Robert A. Wilson, 
exec vp, and Edward Acree, vp, 
James H. Cargill, president, Car- 
gill, Wilson & Acree, Richmond, 
Va., carves 10th anniversary cake 
which hangs, mobile-like, in agen- ; 

cy’s lobby. The agency marked its REALISM—Ladies’ Home Journal hopes to catch the commuting ad- all, burn toast and stage domestic fights to get across the story that 


10th birthday on April 1. man’s eye via this live “theater-in-the-round” performance in New the magazine can do wonders for the abraded dispositions of a 
York’s Grand Central Station. Actors and actresses, professionals grouchy wife and spouse. Papert, Koenig, Louis is the agency. 


West Mayfield Evans Schofield Biederman Faust Linebaugh Kiker Bradshaw Grant Hoffman Hudgens Elliott 
TAKE TEN—Relaxing between sessions at the annual convention of National Assn. of liam Kiker, WPBN-TV, Traverse City, Mich.; Joseph Hudgens and Paul Elliott, KRNT- 
Broadcasters are Jim West, Herbert Evans and Art Schofield, Peoples Broadcast Corp., TV, Des Moines; Joseph Bradshaw, WRFD, Columbus, O.; William Grant, KOA, Den- 
Columbus, O.; W. E. Mayfield, WMBI, Chicago; Les Biederman, WTCM, Traverse City, ver, and Phil Hoffman, WTCN-TV, Minneapolis. The convention was attended by a 
Mich.; A. D. Faust, WJRT, Flint, Mich.; W. H. Linebaugh, WATE-TV, Knoxville; Wil- record number of broadcasters. 


Kintner Mangan Grams Gribbin Kaiser Treyz Beard Harris Sweeney 
GAB SESSIONS—Renewing old friendships at the annual convention of National Assn. trialist; Oliver Treyz, ABC; Fred Beard and Wiley Harris, WJDX, Jackson, Miss., and 
of Broadcasters are Robert Kintner and Frank Mangan, NBC; Harold Grams, KSD- Kevin Sweeney, Radio Advertising Bureau. The four-day convention, which closed 
TV, St. Louis; George Gribbin, Young & Rubicam, New York; Henry J. Kaiser, indus- Wednesday, was held at the Conrad Hilton Hotel in Chicago. 
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»>Nehmen Zie doch Plats. 


— Sch habe Shre Aizeigen 
in Time gelesen« 


F YOU ADVERTISED in TIME’s Atlantic Edition and 
: pi calling on an important new prospect in West 
Germany, he’d probably greet you with, «Nehmen Sie 
doch Platz. Ich habe Ihre Anzeigen in TIME gelesen.» 
—‘*Take a seat—I’ve read your ads in TIME,” 
Throughout the free world, business and government a 
leaders count on TIME to keep up on current events. : _ ae 
And because TIME gets to the people who mean busi- . | 
ness, more businessmen are depending on TIME’s In- 
ternational Editions to carry their advertising abroad. 
If you, too, would like to sell most effectively in the 
world marketplace, put the International Editions of 
TIME to work for you. Call your TIME 
International sales representative soon. 


TIME’s Atlantic Edition. Published in English, the business language of the world, to reach decision-makers throughout 
Europe, the Middle East and Africa. News content is identical to TIME U. S. with advertising specific for the area. TIME Atlantic 
is printed in Paris and air-speeded to major cities for delivery to readers the same day as TIME in the U. S. Latest ABC circula- 
tion: 158,438 (six months average ending December 31, 1959). European sales offices: London, Paris, Dusseldorf, Zurich. 
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Twelve Companies Join ANA 


yy CLASSIFIED DEPARTMENT 


S. CLINTON ST., CHICAGO 6, ILLINOIS 
Please 


send 
“MAGAZINE CLASSIFIED BY THE MILLIONS” 


the Assn. of National Advertisers | 
in the first three months of 1960 | 
They are American Mutual Li-| 
ability Insurance Co.; Airequipt| 
Mfg. Co.; Avondale Mills Inc.; 
Charles Bruning Co.; Chase Man- | 


* 


Selling Insurance? 


Here’s a preferred market —ata popular price: for 


less than 5¢ apiece, you reach 85.000 dentists (in- 
come and standard-of-living well above average) 
in a magazine they read devotedly. May we give 


you facts and figures? 


ORAL HYGIENE 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA 


COMPLETED.... wif 


UNDER 
CONSTRUCTION. “Mota 


PROPOSED.....X5> 


Eastern Oklahoma is One 


homa is one of the nation’s 
greatest “‘lake’’ areas? Oklahoma 
leads the nation in parks, state 
lodges and recreational facilities 
built around water. And what 
does this mean to advertisers? 
MORE SALES. Eastern Oklahoma 
counties that now have lakes (see 
above map) average 150 per cent 
more retail sales than other coun- 


Tulsa trade 


disposable 


papers! 


hattan Bank; Clairol Inc.; Dow 


Twelve new companies joined |C°rming Corp.; Du Pont of Canada 


Ltd.; Greyhound Corp.; Masland 
Duraleather Co.; women’s and 
girls’ lingerie division of Munsing- 
wear, and Southern Nitrogen Co. 


Parker to Implement & Tractor 

C. E. Parker, formerly of the 
advertising sales staff of Science & 
Mechanics, Chicago, -has joined 
Implement & Tractor Publications 
Inc., Kansas City, Mo. He will 
represent Broadcast Engineering, 
Implement & Tractor and the com- 
pany’s two export farm magazines, 
Agricultura de las Americas and 
World Farming, in several mid- 
western states. 


Eastman Names Brokaw 

Robert E. Eastman & Co., New 
York, radia station representative, 
has named Robert W. Brokaw, pre- 
viously with Sponsor, to its sales 
staff. Eastman has been named 
national representative for WNOR, 
Norfolk, formerly handled by 
Weed Radio Corp. 


of the Nation’s Greatest Lake Areas 


Did you know that Eastern Okla- 


ties in the state in percentage 
increase over the last decade. All 
of these lakes nestle within the 


territory, making 


Tulsa still more important in your 
marketing plans. Tell Tulsa a 
Sell Tulsa! One of the highest 
per 
areas in the U.S. And completely 
covered by the Oil Capital News- 


capita income 


for MORE business ... USE... 


THE OIL CAPITAL NEWSPAPERS | 


> TULSA WORLD 


MORNING @ EVENING @ SUNDAY . 


_ Represented: Nationally by The Branham Co,, Offices 


ee x 


aero 


in , Principal U.S.A. Cities 


ee ere ae 


Coming 
Conventions 


*Indicates first listing in this column. 

April 10-14. National Assn. of Trans- 
portation Advertising Inc., spring meet- 
ing, Casa Blanca Inn, Scottsdale, Ariz. 

April 20-21. Associated Business Publi- 
cations, fifth annual sales management 
seminar, Westchester Country Club, Rye, 
N. Y. 

April 21. Assn. of National Advertisers, 
fifth annual workshop on Advertising to 
Business and Industry, Hotel Plaza, New 
York. 

April 21-23. Western States Advertising 
Agencies Assn., 10th annual conference, 
Shelter Island Inn, San Diego. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

April 22. Assn. of National Advertisers, 
workshop on Trade Shows and Exhibits, 
Hotel Plaza, New York. 

April 24-27. Continental Advertising 
Agency Network, annual convention, Fon- 
tainebleau Hotel, Miami Beach. 

April 24-27. Annual sales promotion con- 


| vention, National Retail Merchants Assn., | 


| Paradise Inn, Phoenix. 
| April 25-27. Sales Promotion Executives 

Assn., third annual national conference, 
| Hotel Astor, New York. 

April 25-28. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
| Astoria, New York. 
| April 28-30. Advertising Federation of 
| America, 5th District, Columbus, O. 

May 1-4. National Newspaper Promotion 
| Assn., annual convention, Westward Ho 
| Hotel, Phoenix, Ariz. 

May 2-4. Forty-fifth annual conference, 

Assn. of Canadian Advertisers, Royal 
| York Hotel, Toronto. 

May 4-5. Direct Mail Advertising Assn., 
regional convention, Fairmont Hotel, San 
Francisco. 

May 8-10. Magazine Publishers Assn., 
4lst annual spring conference, The Green- 
| brier, White Sulphur Springs, W. Va. 
| May 8-11. Associated Business Publica- 
| tions meeting, Hot Springs, Va. 

May 12-13. Public Utilities Advertising 
| Assn., Waldorf-Astoria, New York. 
| May 12-15. Advertising Federation of 
America, 4th District, Beach Club Hotel, 
Fort Lauderdale, Fla. 

May 13-14. Point-of-Purchase Advertis- 
ing Institute, third annual meeting, May- 
flower Hotel, Washington, D. C. 

May 15-18. National Sales Executives, 
annual convention, Buffalo, N. Y. 

May 23-25. Assn. of Railroad Advertis- 
ing Managers, Diplomat Hotel, Hollywood, 
Fla. 

May 26-29. Federation of Canadian Ad- 
vertising and Sales Clubs, 12th annual 
convention, Royal Hotel, Guelph, Ontario. 

May 26-31. National Federation of Ad- 
vertising Agencies, annual management 


June 5-9. Assn. of Industrial Advertis- 


Advertising Age, April 11, 1960 


ers, annual convention, Shoreham Hotel, 
Washington, D. C. 
June 8-9. Fifth annual Circulation Sem- 


|inar for Business Publications, Pick- 
| Congress Hotel, Chicago. 

} June 12-15. National Assn. of Direct 
| Selling Companies, Hotel Statler, New 
| York. 


June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
| neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. Fran- 
cis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the Internat‘onal 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

*July 24-Aug. 5. Advertising Federation 
of America, second annual management 
seminar in advertising and marketing, 
Harvard Business School, Cambridge, 
Mass. 


| 


conference, Northernaire Hotel, Three 
Lakes, Wis. 

June 1-3. International Advertising 
Assn., annual convention, Waldorf-As- 
toria, New York. 

June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel | 
Astor, New York. 


Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

*Sept. 9-11. Iowa Daily Press Assn., 
26th annual meeting, Des Moines. 
| Sept. 21-23. Life Advertisers Assn., an- 
|nual meeting, Essex House, New York. 
| Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

*Oct. 4. Assn. of National Advertisers, 
| workshop on advertising management, 
| Ambassador Hotel, Chicago. 
| Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention,. Americana Hotel, 
Bal Harbour, Fla. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 


Oct. 17-18. Agricultural Publishers Assn. 


annual convention, Advertising Club of 
New York. 

*Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore _ Hotel, 
New York. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 


tion, Sheraton Towers Hotel, Chicago. 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. 


Nov. 14-16. Annual convention, Broad- 
casters’ Promotion Assn., Sheraton Charles 
Hotel, New Orleans. 


Nov. 16-18. Television Bureau of Ad- 
| vertising, annual meeting, *Waldorf-As- 
| toria, New York. 

| 

'Putman Boosts Leo Smith 

| Putman Publishing Co., Chicago, 
|has named Leo L. Smith western 
advertising director of Food Busi- 
/ness and Food Processing. Mr. 
Smith has been with Putman for 
the past three years as Pittsburgh 
district manager for the two mag- 
azines. 


Gow Cont cover one of 
isconsin’s richest markets 
| unless you use the two news- 
| 


papers which saturate the GREEN 
BAY-APPLETON INTERURBIA 


GOES TOGETHER.. 
LIKE APPLE 

PIE AND 
WISCONSIN 
CHEESE! 


n., 1960, 
Combined Average 


Circulation 
83,051 


* Both are national award winning newspapers 


combination rate 


* Both are available for test campaigns 
* Both offer extra merchandising benefits 


| 
| * Both offered at a low 


GREEN BAY PRESS-GAZETTE 
January, 1960 Average 
Circulation: 42,496 


p ted Nati 


P 


APPLETON POST-CRESCENT 
January, 1960 Average 
Circulation: 39,555 


lly by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
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LINK-BELT trolley conveyors 


ANY ADS... alg) 


Which @ the best way to heat 2 buitding’ 


omg 1 Petpet Goo & 
HOW 10 WCREAS PRODUCTION AND REDUC \NVENTORY 


® verse States Rubber 
Ee 


Dust trap that snared thousand dita: savings 


ScoTcu 
“aGuawem” scaith 


Score 
SCOTCH 
=r ScoTcH 

= Score 


1 TAKES & MICROSCOPE TO TELL THE OWFERENCE 
GUT THE OF FERENCE IS 


BE Good rich sosuverta: onder prodwor 


EXCLUSIVE WEATHER DUTY” LAMPS WITH 
LIFEGUARD” ARC TUBES MAKE WESTINGHOUSE 


YOUR BEST BUY 79, am 


IN MERCURY LAMPS! 


nothing ... but nothing stops 
Super-Seal open-type motors 


& 


~onum -Westinghouse pone en mene oe 


particular audience: the men who manage operations 


Each of these ads ran in FACTORY to reach a very 
in manufacturing plants. 


Rarely is it possible to be certain of any one title or 
functional group as the sole buying influence for your 
product. So it makes sense to advertise to as many of 
the probable buying influences as you can, and as et 
often as you can. Ak McGraw-Hill Publication _ : : @ 
330 West 42nd Street, New York 36, N.Y. 
FACTORY reaches more of these men who manage as ee : 
plant operations at lower cost than any other 


businesspaper. 


: 
4 t » 
. ' 
t 
eee 7 Geko "ie as : 
res 3 * m ne rea pert, contzecesly throng processing seme 
- P = - ' 
“ 2 F a - “th 
f we é — wie 
oN s = 
; 7 a a2 . te a: 
, * in . ae 
i 3 3 ~~ aa a et Pee 
r Ie 
; menage! = ine tw ate _ - Le eee 
sie . : — Be Sere te _ Pay 
ne = = a —— SSS cEga a - Sen 
me — — : ee ee RES - ae : ai 
4 ss |e -| ia se 
ee. | ee SSR: RAPS = =< Mee 
‘ae P 4 — ~ -— — == ma, Bi; ie 
ie rs 5 i, 
niet | re Tae 
j Mite: = 
s thins 
di B any 
— aa ® ——s i" | oN 
g x é : 
~—s of @ j , 5 ; 
° r | " f e | ae 
‘ - gt + j Py 5 a ow | ee im, tem om i , Aes 
’ ; ef -_ : ~ r. : 
: ao : _ : <n ae 
. ( mipatt it a PF Bs 
ney " ‘tlie, ~s > , sata oe 
: M - ot oe : 
: 3 | eet i | ' ss 
‘ : Cy seer "4 
j : * oe cocoteee re 
Sadr a «> < 3 
a sora wet a a> = 3 
rd zt ow y ek i 
ei oy) | SAG fer GT uae | 
P= - _# = ‘ oe 5) De " 
Q eet MIA ea A —— — scorcw Peas 
4° Z Po we >) is a arn. “i vTtH at 
ff : ae: 1 OE ah egies | . f ie 
. re. 4; Aye. # ft eh , SLUTL ne: 
m ; bs st j = Br . y Ales aA 
é fe ae Pag en . ee A 
ati ne a», ¢ Ke mai i batt ies Bo , wor OTCH os 
— fo amy as Fi r fe a ; én sumpibatbniinad > . TCH ee 
. ho io 4 Siz LOSE a a, es Scseureuty more for post pammeag Gamars! Ye ry he se 
q ; ae” 4 . oie’ x 7 : » 0 
a ds AG bes LA ay Ea: a — TCH 
esti 2 Py Seen > ree és ae a g aot ree” Mia oe a ie 
ea ea ues ay: : Sea Pass the : 
= Johns Morville Aggardeen busi ip Boobs . - ee x ccoameerene syrap— : 
eee ee a fe SS Sapa see “1s os 
aise : Pp SES ass 4'e “a 
es 4 ‘ : ne ee ee : oa 
Sa i ed | SSNS. eo 
ran Je Barreled Sunlight 2 > 5D >= ~~ i 
‘oi a ve * _ > «Seger eos, 
es w anaconon fa Peak —— Tl GOOD/YEAR a nee 
ae bith Jouns-Manviie £ : wt 1 Access pa ome Gecarces meee 2 eusece — -* — ¥ 
rane - anukarcnaede ea mesm. '= = ora. fonse~ a #8 
Es 
i 4 ee m 
ene mare 
gis eee 
oY sy Ps Ain St 
SiG cee. 
a cca 
— = a 
wa ’ 
ane 
ime 
i a ea a RR SE laa 
aS Bie fe Po ; . : 
eS SS na = f 7 . — 
eroaeer te ee , ae ee eee ; ; tore z wl — | 
oe ~ eon eanan Wy Sess one oi 
eer * > csuaipligien higteaaentadmhiaatn sandy te al arccaiigi 0 , 
Oe ea . F cote Pee et they ane ptm cae cost 4 Ben eG ele a Ne es 
hota? Mabe sens \ . ee ee : ~ = oF 
: moe ovis teh, <b tee Gagaest tame anangng: and ' a nie, < ru k poi eeeeey emevams mas es fat bi 
v at eet eng: on Gan Oh unas Breage “Ge _ 22 Se Tar 
"aD arene Mo “eho Ye Mere cht owe it —< ete 
ise ete sermon ere +44 — seit 
iret pened 1 ee 8 eats wt or ees o i / ? REED 
rat SII ; a ab ty 
hate ia Me tmgesee ome taps we same. ome 3 | . ag: Se 
et ae vs - oat “~~ RK ; semen! 7" ‘ = bine 
o i ————_ ~“ Ae 
SA ail a | PE TO eee aN - om 
ois = a —— —— so oan ote eS ees JF A . i 2 
mee = a 
Sey i eee 
Na ai 
“egies eee 
ee eee 
ok a e 
pt tp me as aS 
a a ra 
eer eae 
ip ES 
: ds 
Hee on ee es - - lia ei mal si digi gli a Ree NT rene oe ‘ Se Slay erebais is se oe nee 
es: AE MEN ae ANT gS NE RES LS ey eM MeN carte ye 
seh pres 
aia 2 pe saa , 
oe Per 4 a 
aes 7 
a A i | fox Wi 
Re a 
one ee 
2 ae bee 
% 7 
re 
: Ps J ° . 2 : 2 | 
ay ee 2 ake Wasfe lite ae eS ees °< | nth cs aes ie a aaa ele aa EF sg eel I IRE te Rr em TS GAO ow ees A a cate es eee eS ee a Tis, 
ot al Seige 
curt Se It pe 
nae in hy tea Obes 
ee» eh he is ag Ae eh 


+ And guneragnas<s: eaappesonnspngaesnps 


re. annual International Advertising Issue i 
* Advertising Age will present hard-to-get data, 

* major developments and trends in advertising 

-. and marketing around the world and will in-, 
. ume these editorial highlights. 
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“advertising 


A Latin American convention . . . the opening of a London agency .. . 
an interview with an Australian marketing specialist—Ad Age’s inter- 
national editor and his staff of correspondents “go places’ to report news 
and trends of this growing, fast-moving field. These reporters and writers 
are everywhere. . . talking, asking, listening, checking, appraising, an- 
alysing and writing . . . to provide coverage that is accurate, concise and 


complete. 


That’s why so many internationally minded Ad Age readers are looking 
forward to the annual International Advertising Issue to be published 
on May 30. Here, set off by a “second front page,” is a profile of inter- 
national advertising as it stands today. Here are the authoritative facts, 
forecasts and detailed statistics needed by those who are concerned with 


international marketing affairs. 


This issue will be delivered to the largest paid circulation ever assembled 
by an advertising publication—over 47,000! Needless to say, many mar- 
keting executives in this great audience, with international responsibili- 
ties, will look to this issue for information on how they can improve and 


extend their foreign marketing programs. 


If you have space, time, services or materials which are of value in inter- 
national advertising, you have vital information for these executives. 
Here is the ideal time to tell your story to these men, as their attention 
will be editorially focused on your market areas in the International 


Advertising Issue. 


Plan now—today—to take advantage of this once-a-year opportunity to 


build business for your medium, service or product. Reserve sufficient 


space to present your message to these international advertisers. 


Closing: Date: May 18, 196GO 
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IAA Caracas Meeting 
Hears Disputes on Media 
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SALES-MAKING FACTS? WESTERN UNION 
SURVEY SERVICE LINES ’EM UP FOR YOU! 


Trained Western Union personnel in over 1,625 cities are ready to 
spot-check TV or radio audience reaction, make traffic counts, or 
conduct detailed surveys. Western Union Survey Service gets the 
selling and marketing facts you need . . . when you need them. 
Whether it’s counting noses or ‘‘nuts and bolts,” if you’ve got the 
questions, we’ll get the answers! 


Wire us collect for the complete story. Address: Western Union 
Special Service Division, Dept. 2-A, New York, N. Y. 


WESTERN UNION 


SPECIAL SERVICES 
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Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome, 


THE NATIONAL NEWSPAPER OF MARKETING 


Tyler Picks Ten for March... 


Feature Section 


Strike a Blow for Advertising— 


With Likeable, 


By William D. Tyler 


Suddenly, writing this column seems al- 
most important. Turning a spotlight on 
ads that are persuasive, copy that shows 
talent, art that shows taste, and selling 
ideas that sometimes show genius, is one 
of many things that 
must be done if we 
are to work out a 
way of going that 
will overcome the 
current public re- 
sentment of our fa- 
vorite mode of ex- 
pression. Only 

through an increas- 

ae ing ratio of adver- 

f ) tisements that are 

William D. Tyler both likeable and 

efficient, can we win 

the admiration and, ultimately, the re- 

spect of the public. These, then, are days 

when the ad that makes a friend as it 

makes a sale, not only is good for our cli- 

ents’ business, but strikes a blow for ad- 
vertising itself. 


Kerid Ear Drops 

The ad shown here points out the knot- 
tiest ethical problem facing advertising in 
this, its reformation period. Here is a 
small-space ad that is undoubtedly effec- 
tive. Simple, powerful, direct, telegraphic, 
unmistakable and inescapable. Nothing 
dishonest or misleading about it either. 
Objectionable? Of course. It’s in brutal 
bad taste. But that is also’ its strength. 
What to do? Is advertising to be written 
for the aesthetic minority or the strong- 
stomached majority? What is the dividing 
line between earthy reality and vulgarity? 
Just how squeamish is the American pub- 
lic? And who’s to méasure the precise de- 
gree at which our collective stomach 
turns? Fortunately for the client’s sales, 
Leon Meadow, who wrote this ad, and 
George Lois, who so tellingly laid it out, 
concerned themselves only with selling 
Kerid, not with these esoteric considera- 
tions. Doyle Dane Bernbach is the agen- 
cy. 


Yardley Cologne 

The New Yorker page for Red Roses 
cologne was about the most unpretentious 
introduction that ever launched a new 
scent. Yet I bet it sunk the name home in 
a more pleasingly elegant manner than 
most such ads. The idea of making a vase 
out of the bottle is not only a pleasant con- 
ceit—it brands in the name. Putting a hon- 
ey bee on the lip of the bottle, and a rose 
petal under the stopper, did no harm ei- 
ther. Nor did the copy line by Maureen 
Murdoch: “The first true-rose fragrance.” 
Visual ideas by art director Paul Darrow 
of N. W. Ayer & Son. 


British Overseas Airways 

The idea here was to dramatize the low 
down-payment necessary for a jet flight to 
Europe, 10%, or $26. The campaign, of 
which this ad is a typical example, may be 
a trifle misleading, but you must admit it 
makes a powerful bargain appeal. Each 
ad selects a different item to illustrate the 
$26 expenditure. Raymond Browne of Vic- 


Efficient Ads 


tor Bennett Co. wrote the copy, Bob Kane 
was responsible for the layout. 


Martin Aircraft 

This advertiser would like to become 
known as the electronic leader in the mis- 
sile age. This ad attempts to establish 
this—not an easy task. The theme lines 
are at top and bottom: Martin has already 
logged over 400,000,000 miles of space 
flight. And, the company employs 3,000 
electrical or electronic engineers. What in- 
terested me was the illustrative device used 
to contribute to this feeling of electronic 
superiority. It is one that has long been 
overdue—a color photo of the precise and 
dramatic beauty of electronic circuitry. 
Art director James Steele of Ketchum, 
MacLeod & Grove gets the credit. Copy by 
Harry Bender. 


Vanish Toilet Cleaner 

This 4-color half-pager from Reader’s 
Digest does something you never thought 
you’d see. It makes a toilet-bowl cleaning 
a classy pursuit. The bowl itself looks like 
Greek sculpture, the model obviously just 
stepped off the sands at Bailey’s Beach, 
and the white-on-white of the layout 
makes the over-all effect chic-er than 
Nieman-Marcus. To top it all, the ad is fast. 
The model’s hands, the product alongside 
the bowl, and Priscilla Douglas’ head- 
line, “Look! No scouring!” tell the whole 
story. Dana Cairns of Y&R is responsible 
for the layout, Richard Rutledge for the 
photography. 


Polyderm Face Cream 

What would you do if you had as com- 
plex a product story as this to tell: “A 
face cream works better for middle-agers 
at night because it supplies polyunsat- 
urates at the time when these youthifying 
ingredients are most needed to recharge 
the skin.” You would do well to study 
what Prince Matchabelli did to make this 
readable. Nan Findlow’s copy group used 
a beauty-hints column approach, with an 
editorial headline: “Do Face Creams Work 
Better at Night?” by Helen F. Porter. Long 
copy gets over this technical story in both 
a convincing and interesting manner, 
makes the product seem unique. Written 
by Thompson’s Mary Hayes and Barbara 
Eisler. 


Town and Country Shoes 

Most women’s shoe advertising is item 
advertising and that’s probably as it should 
be. Women are more interested in shoe 
styles than in shoe lines. However, if you 
wanted to go the institutional route and try 
to say that shoes bearing your label were 
smart, comfortable, and popular, you 
couldn’t do much better than Wallie Arm- 
bruster’s group at D’Arcy in St. Louis has 
done for Town and Country in the ad 
shown here. The parenthetical line, “There 
goes that red box again,” says popularity 
in a disarming way. Gene Kowall’s layout 
says smartness, even if the model doesn’t. 
And comfort is taken care of beautifully 
in the headline, “For the Young Woman 
Who Lives in a Shoe.” Good job. 


Peeled Eye Sights Reducers, Fiddlers 


How to Figure Agency Fees—Groesbeck 


Diamond Explains AP's Unfair Claim Fight 


Who’s a Dishonest Coffee Lover?—Woolf 
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Don't take risks! Now there's a safer, better way to remove ear wax 
Don't take risks trying to get out buried, impacted ear wax, You 
may puncture your ear drums. Now there's a new, safer anc } 
better way to remove ear wax at home—with Kerid* Drops. Med) ‘ 3 
cally-tested ingredients in New For — “ 
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New VANISH cleans, 
disinfects, bleaches and 
deodorizes by itself! 


Don't scour! VANISH cleans and 


bleaches stubborn stains, thor- 


s.,.and freshens the 
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Red Roses Cologne by Yardley Do Face Creams 


Work Better 
Yardley : at Night? 


By HELEN FPORTER 


ROO TOA ‘ te 
=) r)=) BRITISH OVERSEAS 
; , sae a AIRWAYS CORPORATION 
Wess Lenwter ta Det Praees 


BOAC 


Martin Town & Country 
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ON TOP OF THIS RANGE! 


oe ee 


New SENSI-TEMP Unt on General Electric Ranges 


automancalty heat $0 accurately that 


General Electric 
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YOU SAVE TOUR NERVES 


YOU SAVE MORE GAS 


_MORRIS MINOP1495 @ 


Morris Minor 


General Electric Ranges 

What has been so good about G-E ap- 
pliance advertising is the lack of meaning- 
less bombast, confusing feature claims, 
and other advertising dodges intended 
more to reassure the distributor than to 
inform the consumer. Take the simple di- 
rectness of this headline by Y&R’s Natalie 
Barry: “You Can Even Bake Cakes on Top 
of this Range!” Not to promote such prac- 
tices, but to dramatize the new unit that 
“controls heat so accurately that even this 
chocolate cake won’t scorch or burn!” 
Layout by Hank Quell. Copy supervisor, 
Dermott McCarthy. Another current ex- 
ample: “4 and % minutes after dessert 
you’re done!” for the G-E portable dish- 
washer. Al Hampel wrote that one. Bob 
Higbee is the supervisor. 


Morris Minor Automobile 

The promotion for small cars continues 
to churn up what was once the majestic 
calm of the automotive advertising waters. 
And a good thing, too. Now the Minor 
joins the ranks with its precocious head- 
line by Sally Wreszin of Chester Gore Co.: 


Tips for the Production Man... 


Penetrating the 


By Kenneth B. Butler 


The Post Office Department is conduct- 
ing a series of open houses for production 
men in the Chicago post office, an ex- 
periment which may be extended later 
to other principal cities. 

The “course” consists of four three- 
hour sessions. Those who _ successfully 
complete the program acquire a gradua- 
tion certificate and a portfolio of inter- 
esting and valuable data on postage and 
mailings. 

Each class attends a given day each 
week from 9 to 12 a.m. There are about 
30 students in each clinic group. The 
program includes tours, films, color 
slides, instruction materials and discus- 
sions on the various aspects of postal 
services, rates, classifications, etc. 

The tours show the visitor what the 
post office is doing to move the mail 
faster mechanically. The various elec- 
tronic and scanning devices used in the 
modern, streamlined operation of the of- 
fice are shown. 


s All four classes of postal handling are 
explained, as well as the intricacies of 
registered mail, air mail, international 
and certified mail. Unmailable items are 
explained; even ways to lower mailing 


On the Merchandising Front... 


Air France 


“Big Spenders Turn The Page (you won’t 
enjoy this advertisement). Straightfor- 
ward copy, unmannered and unadorned, 
reads like this in part: “The Minor is an 
evolutionary car, perfected over twelve 
years. There isn’t a ‘bug’ in it. Owners ac- 
tually get up to 40 miles on a gallon of 
gas. It will go from New York to Boston 
on only $1.56 for fuel.” The price is nei- 
ther hidden nor merely hinted at. Look at 
the signature. Layout by Manuel Gross- 
berg. 


Air France Jet 


This airline has two points to make: Its 
jets are fast and its food is good. Glenn 
Verrill of BBDO put the two together and 
came up with what I think is a great ad. 
The headline reads, “7 Course Meal—1600 
Miles Long.” Pictured is each course 
with captions, which serve as a sort of log 
for the meal. Starts with, “250 miles out 
—Les Cocktails et le Menu.” And ends, 
“1600 miles out—Le Cafe et les Liqueurs.” 
The layout was Martin Stevens’, and, if you 
can think of a better way to sell the cuisine 
and the speed of jet travel, I'll eat it. # 


a” 


Merchandising 
Man 


AD-VERSE REACTIONS 


with charity toward none” 
By Draper Daniels 


On Mondays, he is first to say 

What should have been done Saturday. 
He claims to know the ways of marts 
Through reams of figures and of charts. 
Exactly what he does, or why, 

Is not apparent to the eye. 


Advertising Age, April 11, 1960 


Gloom of Night 


costs by understanding the various cat- 
egories. For example, the student is re- 
minded that spoiled envelopes and tapes 
which already have been metered, can be 
redeemed at the post office for 90% of 
their face value. 

Another bit of advice from Uncle Sam: 
Don’t use air mail or special delivery to 
business firms when mailing at week’s 
close. Since business firms are closed, 
they will receive the mail just as quickly 
if sent by regular mail. They also ad- 
vise the use of “special handling” in- 
stead of special delivery on parcel post 
shipments. The cost is lower. 


s Other bits of handy information: The 
postage for authorized nonprofit organiza- 
tions is 50% of the regular minimum bulk 
mail rate, but circulars may not weigh 
more than 2 ounces and catalogs not 
more than 3.2 ounces each. If envelopes 
are larger than 9x12” the mail will take 
the 3%¢ minimum bulk rate. Third-class 
domestic envelopes may be sealed only 
when one or both dimensions are larger 
than five inches in width or 11% inches in 
length. 

To sign up for the Chicago Postal Clin- 
ic, contact the Public Relations Office, 
United States Post Office, Chicago 7. + 


Uncle Sam, Deliver Marketing 
From the Statistical Jungle 


By E. B. Weiss 


Last summer, William McChesney Mar- 
tin Jr., chairman of the Federal Reserve 
Board, noted that the nation’s growth was 
“materially greater” than indicated by ac- 
ceptable statistical measurements. In the 
last decade, he said, 
the over-all rate of 
growth had been 
20% faster than 
previously estimat- 
ed. 

More recently 
Uncle Sam found 
out that some 4 mil- 
lion Americans list- 
ed as farmers aren’t 
farmers at all. This 
is due to a new 
yardstick defining a 
farmer. And the end result is that the farm 
population takes a dizzying drop in num- 
bers. 

In late 1959, the opening paragraph of 
a front-page article in the Wall Street 
Journal began this way: 

“LOST: From 1.5 million to 2 million 
houses, worth $15 billion, in the United 
States, some time between 1950 and 1956.” 


E. B. Weiss 


= The article continued: ‘These homes 
didn’t disappear as the result of fire or 
some other disaster. Rather, they were 
overlooked when federal statisticians were 
making their estimates of numbers of new 
housing starts. Instead of 8 million houses 
being constructed in those years, govern- 
ment officials now think the number was 
closer to 10 million.” 

And then the Wall Street Journal 
rammed home a devastating attack on 
our business statistics and indices with 


this acid comment: 

“Construction statistics are not the on- 
ly major economic indicators that are in 
error. Other computations widely used in 
business planning, ranging from the con- 
sumer price index to the gross national 
product, have come under frequent at- 
tack. The Federal Reserve Board recent- 
ly told the Joint Congressional Economic 
Committee at hearings in Washington 
that the over-all rate of growth of the 
economy in the past 10 years has been 
about 20% larger than that reported by 
key federal indicators, including the 
board’s own index of industrial produc- 
tion. “In the case of construction statis- 
tics, federal officials freely concede they 
may be wrong by 20% or more. No one 
knows for certain where or how the er- 
rors creep in. And the usefulness of these 
statistics is seriously impaired by their 
failure to include billions of dollars of 
repair work.” 

Economists know that some of our gov- 
ernment-compiled statistical tools are 
dull, clumsy, unwieldy and rather unre- 
liable. They use them just the same—but 
usually with their eyes open although 
their consciences may be partly closed. 

Marketing men tend not to be equally 
aware that too many of the government 


Statistics and indices they use have 
small mathematical validity. 
Unfortunately, incompetent _ statistics 


and indices can too seldom be used com- 
petently—either by economists or by 
marketing executives. 

A few years ago, the New York Times 
reported from its famed Washington 
bureau that: “A congressional committee 
is about to look into the adequacy of the 
government’s economic statistics. The in- 
quiry will come none too soon in the 
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Is Castro a 
Communist, or 
isn’t he? 

While many 
Americans are 
still trying to 
make sense out of 
the flamboyant 
Cuban’s tirades, 
Upper Midwest 
newspaper readers have had a running 
start over the rest of the nation in 
evaluating answers to that question— 
thanks to a remarkably accurate fore- 
cast of Caribbean events-to-come 
made just one year ago by a bouncy 
little Minneapolis Tribune reporter 
named Sam Romer. 

Even before the victorious Castro 
visited the United States in April, 
1959, Upper Midwest newspaper 
readers had known the facts behind 
the bearded revolutionary’s expressed 
goals—as revealed in Sam’s series, 
“Will the Communists Take Cuba?” 
The result of a 4-week tour of Carib- 
bean trouble-spots, the series pointed 
with unswerving accuracy at Com- 


ROMER 


munist aims and tactics in the area. 
Sam’s fluent, if colloquial, Spanish 
and his canny evaluation of the pro- 
nouncements of government officials, 
nationalist leaders and underground 
partisans resulted in a story which 
jolted Minneapolis Tribune readers. 


No less surprising to discerning 


Upper Midwesterners was the byline . 


on the series: Sam Romer is one of the 
most seasoned /abor news reporters in 
the country. A one-time publicity 
trouble-shooter for the International 
Ladies’ Garment Workers Union and 
former chief of the allied forces labor 
relations section in occupied Japan, 
Romer is equally at home interview- 
ing strikers on a picket line or man- 
agement behind polished desks, cutting 
through a maze of intricate labor law 


Minneapolis 


or putting his finger on the occasional 
racketeer who insinuates himself into 
a union. (The latter activity once 
earned him a bomb-threat from a 
since-convicted hoodlum whom he’d 
given ‘‘bad publicity’’.) 


As his Caribbean report reveals, 
Sam Romer is far more than a spe- 
cialist in a limited field. Like so many 
other specialists who staff the Min- 
neapolis Star and Tribune, he is 
foremost a good, general reporter. 
Thorough going competence, knowl- 
edge and experience are cover-to- 
cover characteristics of these news- 
papers—qualities which help explain 
why they are read so closely, enjoyed 
so much and respected so widely 
throughout an entire region: America’s 
3% state Upper Midwest. 


Star and Tribune 


EVENING 


MORNING & SUNDAY 


650,000 SUNDAY - 515,000 DAILY 


JOHN COWLES, President 


Copyright 1960, Minneapolis Star and Tribune Co. 
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ART & COPY 


You... You... 
You STILL LIFE! 


opinion of some top officials, who feel 
that many essential indices enjoy u bet- 
ter reputation than they deserve.” 

And, continuing to the specific, the 
New York Times reported: “A govern- 
ment (note this well) memorandum, pre- 
pared for inter-office information, says 
that ‘statistics on inventories, sales and 
orders are unreliable. This is because of 
the small sample that is used—and the 
failure to get reports from a sufficient per- 
centage of the sample forms that are sent 
out.’”’ 


s That was written over five years ago. 
Those statistics on inventories, sales and 
orders since have been improved—some- 
what. But the fact is that: (1) Before 
these statistics were improved they were 
presented as—and used as—gospel and 
(2) they now are improved, but still are 
imperfect, yet they continue to be present- 
ed—and used—as gospel. (Ten years 
from now we will be told about their 
present inaccuracies! ) 

A few years ago, Chain Store Age 
discovered that, for one year, the Census 
Bureau had reported chain drug sales at, 
roundly, $1,400,000,000. But Chain Store 
Age calculates sales for those chain 
drugs at $1,770,000,000. The discrepancy 
was on the order of 20%. It was later 
acknowledged by census to be an error 
—an error in statistical procedure! 

How many market analyses of the chain 
drug trade went astray as a conse- 
quence? (A check in Baltimore on food 
outlet statistics uncovered even wider 
discrepancies in government figures!) 

Our most commonly used statistic is 
Gross National Product. Its components 
are a conglomeration of guesses, esti- 
mates, rough calculations, etc. But it’s 
used every day of the week as though it 
were as accurate as Greenwich time! 
Its main value stems from consistency 
of compilation. 


s The marketing world dotes on statis- 
tics showing trends in population growth. 
And, as always—since these are statis- 
tics—they are accepted as gospel. Yet 
most every projection of population 
growth made for the last 30 to 50 years 
has been remarkably wrong. 

Example: In 1932 the President’s re- 
search committee on social trends (which 
included the best population experts) 
predicted a population of between 145,- 
000,000 and 170,000,000 in 1980. Actual- 
ly, we shot past the 175,000,000 popula- 
tion figure in 1958—some 22 years ahead 
of the most optimistic schedule set back 
there in 1932! 


s The Bureau of Labor Statistics has a 
so-called “market basket” that is the 
darling of those among the statistical- 
minded who play fast and loose with in- 
dices. It forms the basis for the bureau’s 


price index. Unfortunately, it fails to re- 
flect many of the costs that millions of 
families must shoulder. Home construc- 
tion costs are not included. Costs of trav- 
el, of education are not included. Nor is 
there any reflection in this market bas- 
ket of the rising costs of building high- 
ways and schools, etc. 

The bureau’s market basket fails to 
measure new price lines. It cannot meas- 
ure quality. It cannot measure the obso- 
lescence factor. It cannot measure such 
changes in prices as cutting down the 
“count,” cutting the size or weight of an 
item, etc. 

Late in 1958, Ewan Clague, commis- 
sioner of labor statistics, confessed to 
several weaknesses in the monthly Con- 
sumer Price Index. He said, at a bank 
meeting: 

“The great spread of discounting 
means we need more quotations on dis- 
counted items. The increase in suburban 
stores requires additions to our list of 
stores.” 


2 A third limitation, said Mr. Clague, 
arises from the gradual shift in family 
buying habits. Since the last survey, 
eight years ago, Mr. Clague said: “Fam- 
ily incomes have risen 25% or more. 
When a family’s income increases, its 
spending patterns also change. How- 
ever, the bureau cannot make any fun- 


_ damental changes in the approximately 


300 items of goods and services on which 
the index is based until another survey 
is made.” 

For one calendar quarter recently the 
Commerce Department showed that con- 
sumers had decreased their savings rate. 
But the Federal Home Loan Bank Board 
reported that savings of the cash type 
were at a record rate for that same quar- 
ter. 

How come? 

Well—the Commerce Department’s 
“savings” figures include such items as 
“inventory changes of unincorporated 
business” and “net debt repayment on 
consumer durable goods.” The Federal 
Loan figures were confined to savings of 
the cash type (savings accounts, govern- 
ment savings bonds, life insurance). 


= These contradictions in presumably 
similar indices can always be “ex- 
plained.” And “improvement” is always 
around the corner. Unfortunately, when 
business executives are given neat sta- 
tistical summaries based on such indices, 
they too seldom are given the “explana- 
tions!” 

Census Bureau statistics on employ- 
ment-unemployment have been known 
to contradict similar statistics by the 
Bureau of Labor. How come? 

Well, take the example of an hourly 
worker who is home sick. Even though 
he is not on a payroll, he isn’t looking for 
a job, for he has one. 

The Bureau of Census, which compiles 
its monthly figures of employment by 
surveying a sample of the general popu- 
lation, counts this man as employed. The 
Bureau of Labor Statistics will not in- 
clude this man in its count of employed. 
He is not on any payroll. 

In its original data on expenditures 
for all drug preparations and sundries, 
the government reported that the total 
rose from $1,358,000,000 in 1948 to $1,- 
885,000,000 in 1956—an increase of $527,- 
000,000. 


# But annual prescription surveys show 
that between 1948 and 1956, prescription 
volume alone, which is part of the over-all 
“drug preparations” category, rose 
from $620,500,000 to $1,466,200,000—an in- 
crease of more than $800,000,000, just 
on prescriptions! (In its newly revised 
series of figures on expenditures for drug 
preparations and sundries, the govern- 
ment has changed all its figures from 
1948 through 1956. The 1956 figure, origi- 
nally $1,885,000,000, now becomes §$2,- 
869,000,000! In 1957, the government 
reports, the total increased to $3,098,000,- 
000.) 


— OR ANB, 


Advertising Age, April 11, 1960 


The Creative Man’s Corner... 


A Rare Find 
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E made some strong promises 

when we introduced the new 
Gillette Super Blue Blade a few 
weeks ago but the wave of enthu- 
sasuc approval coming from men 
everywhere tells us the oew 
Blue Blade has made good in every 
way 


In its first few weeks the performance 
of the new Super Blue Blade has 
caused more okay talk than any other 
product ever to hit the shaving world. 


Many users say shaving is so effort- 
less it actually feels as chough there 
is no blade in the razor 


This new Gillette Super Blue Biade 
is now delivering almost unbelicy 
able shaving case and comfort even 
to men with the toughest beards and 
the tenderest shim 


And men with average beards have 
discovered the new Gillette Super 


Remarkable New | 


Scores A Terrific Hit! 


Blue Blade brings a degree of shav- 


ing luxury they never dreamed 


Now most retailers have the new 
Gillette Super Blue Blade in stock 
A dispenser of 10 costs 69¢. The new 
Super Blue Blade 1s also packed in che 
new Adjustable Razor set at $1.95 


Remember it s unconditionally guar 
anteed t give you the casiest and 
cleanest shaves you ever had so 
matier what shaving method you 
have used im the past! And this new 
blade is precision engineered w ft 
exactly all Gillette Razors. 


No words can tell you how fine this 
new Gillette Super Blue Blade is. 
You'll have to use it to believe it. So 
if your retailer is out of stock, write 
The Gillette Co., P.O. Box No. 830, 
Boston, Mass., and we will sead you 
two trial blades without charge. 


out the word, “amazing.” 


the retailer’s name! 


kind no more. # 


At the risk of bringing down maledictions from a dozen directions, we 
hereby bestow a bouquet on this beautifully simple, simply beautiful all-type 
b&w magazine page. In the magazine, it faces a four-color page—and steals the 
show. Gillette must think highly of it, for it carries a copyright notice. 

Flouting the rules once so inexorably laid down by Mr. Townsend, that old- 
fashioned Cheltenham Bold Condensed heading mentions neither the name 
of the manufacturer nor a benefit to be gained by the consumer. But can you 
ignore it? Even though there is nothing cute about it—no pun, no mystery, no 
clever twist of language—it reaches out and grabs your attention. Even with- 


Note the typography. Two columns, to save eyes and invite reading. Plenty 
of leading. Short paragraphs. All right, so the first paragraph is one sentence 
of 41 words, unbroken by even so much as a comma—it’s still easy to read. If 
one is inclined to quibble, he could argue that there should be a comma after 
“ago.” But we’ll wager you a semicolon and a set of brand new ellipses that 
you didn’t miss that comma on the first reading. 

Note the sequence of thought, painstakingly worked out. Wave of approval— 
performance causing okay talk—what users say. What the blade does for men 
with tough beards—for men with average beards. Where you can get it and 
what it costs. The guarantee. And the big-hearted offer to send you two trial 
blades for free if your retailer is out of stock. You don’t even have to send 


Note, too, the wholly unorthodox finish. No bold trademark. No smashing 
black display of name and address. No slogan, for goodness’ sake! You have 
to read the whole ad to find that free offer—and our guess is the Gillette Co. 
will learn, perhaps regretfully, that a lot of people have read it. 

We think it’s a remarkable ad—a fine piece of copy standing on its own 
feet without benefit of art. As Gobel would say, you can’t hardly find them 


The U.S. Treasury Department issues 
figures on annual income. So does the 
Department of Commerce. Again, as so of- 
ten happens when two government agen- 
cies work on similar statistics—the re- 
sulting totals show wide variance. One 
reason: Commerce’s profit figures do not 
include gains from investments. 

In connection with this figure, it is 
significant to note that an analysis of 
corporate income tax returns for one 
year showed that corporation net prof- 
its, after taxes, for that year ran 25% 
ahead of initial Commerce Department es- 
timates for that year. The difference in- 
volved an estimate of $21 billion and the 


final figure of $26.2 billion. 

Now it so happens that these Com- 
merce Department estimates are used in 
projecting a number of important eco- 
nomic yardsticks—such as the gross na- 
tional product figure previously men- 
tioned. Here, then, is an error on the 
order of over $5 billion in just one of the 
numerous components of that much- 
used figure. 

You may have read that the “average 
factory price of shoes in 1947 was $3.72. 
Ten years later, in 1957, the average price 
of shoes was $3.61.” You say, “Why that’s 
remarkable; during a decade of infla- 
tion, the average price of shoes actually 
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Weekl b now to be distributed with the La Crosse Tribune 


now gives you 100% COVELAE in La Crosse County, Wisconsin 
..-00% COVEFAE in the 7 surrounding counties 
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HAS OVER 33,000 CIRCULATION TO FAMILIES 
CONSISTENTLY ABOVE STATE AND NATIONAL INCOME 
IN A DIVERSIFIED MARKET OF INDUSTRY, 
AGRICULTURE AND DISTRIBUTION 


IS 140 MILES FROM THE NEAREST MAJOR 


Family Weekly 
NEWSPAPER INFLUENCE 


now distributed by 189 
influential papers in the 
major Middle Markets 


COVERS WISCONSIN’S 3rd LARGEST MARKET 
IN ABC CITY AND RETAIL TRADING ZONE 


¢ 4,867,826 families read Family Weekly with their local 
Sunday newspaper leisurely, completely, responsively. 


INFLUENCES A RETAIL TRADING AREA OF 218,281 
PERSONS WITH A CONSUMER SPENDABLE INCOME 
OF $300,000,000 ANNUALLY 


e Distributed now by 189 highly influential newspapers, 
Family Weekly provides an unusual national marketing 
coverage not duplicated by other national media. 


e NO OTHER PUBLICATION OFFERS HIGHER AD READERSHIP 
PER DOLLAR THAN FAMILY WEEKLY. 


e Family Weekly readers own 117 cars per 100 families. 
21.9% own two or more cars. 


e Tremendous use of merchandising tie-ins show dealers’ 
acceptance of Family Weekly as having the most pulling 
power locally among all national publications. 


- es ETS 5 2 baat Se NT es a Ra ae EE saith BS Been ee ett Sn a 


The La Crosse Tribune is of prime value to its com- 
munity, giving complete editorial and market coverage. 


Family Weekly 
‘153 North Michigan Avenue, Chicago 1, Illinois 
Lzonagp S. Davwow, Publisher 
Patkicx E. O’Rourke, Advertising Director 


Seti Pe PN 9 B, 


e Family Weekly Markets are more responsive, not as 
much influenced by wheeling-and-dealing . . . pleasant, 
productive and profitable places to do business! 


rrrryrrrrrreree eee ae is 


. ; . 7 : : } ° E J : j I = : Tee a . - A 7, 4 Fs 2 2 ¢ + 
Mg t 
oe al a 
aa ag 
Papen Se 
an ree 
- 
nx: + 
* 
s € 
; 4 Da Cro SUNDAY MOBNING. MARCH 18, 1980 A: ; 
CK CROSE, WSCONSS | 
FiFTy-FOUR PAGES _—oes | easeonctos (AP) Re. x | 
Sai gq\SOLAR ORT \ wen. ness = | 
i ‘ i Space Probe [niet Pee oe Oe, > > /} 
aie. - steadily preaicted une 
ree f — Scientia ere would be | 
ey OW SHS sc; ad | | 
. 4 . \s ' EST, © ons - , % I] 
i be Ms the 4 | " 
m * r\ . ’ | 
SA | j 
j 
ye - I] : 
| re + | . 
eer je ay ; i | ; 
% — (Oa | 
kaa . iar wart 
“iat hy i rs ae ce | ; 
ae : 
mms "> = 
ie | 
aed | | P 
aang a = —=, | 
ae | =) : 
Pi: oar ' 
ys 
Meets 
mo yet 
ee ¥, 
~ 
eco : 
— —_—_ Rn % 
= ee ) 
oe I 
ee : 
: ‘) 
. 7 ) : ee 
. 3 LIKE FAMILY WEEKLY'S OTHER 168 PAPERS — 
; ri bs 
i F ; 
has : 7 
ye 
sigs as oe ret oa 


96 


dropped 10¢. This is too good to be true.” 
And indeed it is! You see—the “aver- 
age shoe” of 1957 was not the same 
“average shoe” of 1947. 


® An article in Fortune had the following 
to say with respect to business statistics: 

“The size of any market is, to some 
degree, what statisticans make it. This is 
particularly true of the so-called ‘fun 
market,’ which is subject to at least two 
different definitions. According to De- 
partment of Commerce figures on expen- 
ditures for ‘recreation’ and foreign trav- 
el, the ‘fun market’ will run this year to 
only $16 billion. But if we include other 
types of consumer spending that certain- 
ly are indirectly connected with recrea- 
tion, as Fortune did in its series on the 
Changing American Market five years 
ago, the total this year is much larger— 
i.e., $41 billion.” 

(Incidentally, did you know that the 
Commerce Department includes over $9 
billion spent for alcohol in “food and 
tobacco”’? ) 


s Because this article will be criticized 
for failure to report improvements, and 
plans for improvements in our statistics, 
I would like to quote from a letter dated 
Oct. 16, 1959, addressed to the Bureau 
of the Budget by the Federal Statistics 


The Peeled Eye Department... 


Users’ Conference, which had this to say: 

“It has been especially gratifying to 
note the inauguration of work to im- 
prove federal construction statistics. In- 
formation about this important sector 
of the economy has long been inadequate. 
The improvements which can be expect- 
ed from the programs launched in fiscal 
year 1959 and during the current fiscal 
year will correct some deficiencies, but 
many important gaps in our knowledge 
about this vital area of the economy will 
remain.” 


® Conclusions: 


1. Our government statistics tend to 
be poorly planned, poorly gathered, poor- 
ly tabulated and sometimes poorly in- 
terpreted. 


2. Our ability to interpret properly this 
statistical hodge-podge obviously can be 
of no higher order than the statistics 
themselves. 


3. The world of marketing, especially 
through its national associations, would 
do well to prod the government to ac- 
celerate its program for improvement of 
its indices and its statistics. 

4. It would do well also to look at these 
statistics with somewhat less awe and 
reverence until they are not merely 
“improved” but considerably improved. + 


Reducers, Fiddlers at Work 


By Dick Neff 
Look, Ma! 


Please examine the shapely model in 
the Stauffer ad shown here. 

“How is this for effective reducing?” asks 
William S. Thomas, Jr., art director at 
Jack M. Doyle Advertising, Louisville, Ky. 

Copy points out 
how “Stauffer Sys- 
tem’s passive exer- 
cise trims inches 
from hips, tummy, 
thighs, ankles, up- 
per arms and neck- 
line.” 

Says Mr. Thomas: 
“You can also trim 
inches from the low- 
er arm.” 


Dick Neff The Irrepressible 
Make-up Man 

“We were delighted with the proxim- 
ity of the Buick advertisement to the 
news item headlined ‘Buick Output Cut to 
4 Day Week in Flint’,” writes Harvey A. 
Dreyer, of Harvey Dreyer Associates, New 
York City. 

“The juxtaposition explains why things 
are quiet with the ’60 Buick.” 


Buick Out 
Cut To 4-Day | 
W eek In Flint 


THE CAR THAT MAKES A WHISPER OUT OF THE ROAR OF THE OPEN ROAD! 


How quiet u the cart? 
‘A Pen ie thee way Many people get o> thet Bak and drive just toe 
ere 


TAKE A TURN IN THE TURBINE DRIVE BUICK ‘60 
SEE YOUR LOCAL AUTHORIZED BUICK DEALER NOW! 


Why Passive Exercise Is So 
EFFECTIVE In Our 
Reducing System 


Stoulter System's passive exercise 
trims inches trom hips, tummy, thighs, 


“Will you mail this today, Marge?” 


wn M au 
Reyd ie 


hand that Hein peri 


Or write for 
hew-cont Reply-OMLetior — Me Wanted.” Op 


pet lett od, plea Fe wane 

REPLY-O-LETTER I! r \ 

66 surat Park West, New Work 2h NT ‘ le 
ee en ee See 


‘Oh, John—I Thought 
You'd Never Ask!’ 

Down from Wisconsin—from Ken Green 
of Nekoosa-Edwards Paper Co. in Port Ed- 
wards, to be exact—comes this Reply-O- 
Letter advertisement. 

“From the ‘bedroom eye’ look this gal is 
giving her boss, you’d think he just pro- 
posed to her rather than casually asking 
her to mail a little ol card,” says Ken. 


Strolling Through the Want Ads 
Pete Wotton, of 24 Pondview, Trumbull, 
Conn., calls the following want ad excerpt 
to our electrified attention: 
“CHICAGO ... CHALLENGE ME! 
“Wet my appetite with complex market- 
ing problems. Will find logical solutions!” 
Says Pete: “Shall we start with a small 
challenge in spelling?” 


Y&R Fiddles as ‘Better 
Homes’ Readers Turn 

“Tt is an idea which sells the product. An 
original, more than a copy. People buy 
ideas,” says Young & Rubicam in its house 
ad, “The everlasting importance of playing 
first fiddle,” in AA, March 7. 

Turn the page and there’s a big spread 
by Better Homes and Gardens with the 
headline, “People looking for ideas look to 
the family IDEA magazine.” 

And who do you suppose called these 
“idea magazine” and “first fiddle” ads to 
our attention? One Roy Fidler, who else? # 


Advertising Age, April 11, 1960 


The creclasting importance of plaging Hest liddle 


People looking for ideas look to 


Better Homes and Gardens 


where America shops for ideas that make sales 


Looking at Radio and Television ... 


Do-It-Yourself Network Not Yet in Sight 


By the Eye and Ear Man 


The new network attitude toward out- 
side package shows was brought vividly 
home by the flat refusal of all three net- 
works to take a space show for Shulton, 
which could only have brought credit on 
the carriers. The significance of the deci- 
sion is not the individual case, but the re- 
flection of the increasing unwillingness 
of the networks to take anything they do 
not originate and control—and sometimes 
profit by. 

The case in point is a space show, done 
by a competent outside, independent pro- 
duction unit, including some exclusive 
Russian film. The producer expressed 
willingness to cut or modify any part of 
the film for policy, and the advertiser of- 
fered to foot the bill for changes. The 
show was enthusiastically previewed by 
the press, most major advertisers who saw 
it, and is up for several academy awards. 


= Itis hard tosee why the networks turned 
it down. All three could use this kind of 
program for prestige purposes, satisfactory 
time was available, which would mean a 
profit to the networks. The advertiser was 
willing to commit for three or four more 
shows, subject to the approval of the net- 
works before filming, and the kudos 
seemed built-in in advance. 

Why then did they turn the show down? 
CBS reportedly stated that it had treated 
the subject adequately on sponsored shows 


and didn’t see any purpose in doing anoth- 
er... NBC and ABC were said to have re- 
jected the show on the advice of their 
news departments, which didn’t like it. All 
networks held that public affairs shows 
of this sort should be produced by their 
own network staff. This despite the fact 
that all parties were agreeable to editorial 
changes at the direction of the network 
news departments. There was absolutely 
no collusion between the networks. The 
news departments reached unilateral con- 
clusions without consulting their counter- 
parts and the top management backed the 
decisions absolutely. 


= The end result was that the advertiser, 
refusing to go along with the turndown, 
went out and cleared adequate prime time 
on a station-by-station basis and—despite 
high print costs—he will undoubtedly do 
almost as good a job as he would have if he 
had used a network. The time in major 
markets may be on secondary stations but 
the rest of the country amounts to clear- 
ances in poor rating show times that the 
networks could have easily pre-empted 
themselves. 

The easy conclusion at this time would 
be to report that, once the pattern was set 
by Shulton, that it marked the beginning 
of the end of networks. 

Nothing could be farther from the truth. 

While it will undoubtedly be possible for 
an advertiser with an important special 
to get time on local stations if a network 
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Vice-President and Media Director 


Cam did re po ria by | g _— od Foote, Cone & Belding, Chicago 


“T read Advertising Age from cover to cover each 
week. It keeps me up to date on news in our fast- 
moving business. I especially enjoy Ad Age’s can- 
did, thorough and perceptive reporting of major 


stories.” 


Mr. Stern has executive responsibility for media de- 
cisions for all clients of Foote, Cone & Belding’s Chi- 
cago office, which includes such major advertisers as 
Armour and Co., General Foods Corp., Hallmark 
Cards, Inc., S. C. Johnson & Son, Inc., Kimberly- 
Clark Corp., Kraft Foods, The Paper-Mate Co., Hiram 
Walker Inc. and Zenith Radio Corp. A 12-year veteran 
at FCB in Chicago, he progressed from senior media 
buyer to media supervisor, and was named manager 
of the media department in 1956. Two years later, 
he assumed the post of director of media and was 


elected a vice-president. 


A native Chicagoan, Mr. Stern joined H. W. Kestor & 
Sons as a media buyer in 1938 and, except for a four- 
year tour of duty with the army during World War 
II, remained with that agency until 1946. He then 
moved on to Kuttner & Kuttner as media director— 
“a key move,” as he puts it, for he met his wife at 


K & K. Mr. Stern’s interest in media goes beyond the 


a te 


working day and includes active participation in the 
Colle Marketer Yanks 
“Jp Ads, Hits Untair’ Rates 
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turns him down, he will spend a lot more 
money for prints and there will be no dis- 
counts. Nor can he be sure of achieving 
the circulation he can get via network be- 
cause of spotty coverage and inadequate 
station coverage in the most important 
markets. It may cost him a lot more to pro- 
mote the program than it normally would. 


s What is not feasible yet—and perhaps 
not in the foreseeable future—is a weekly 
station-by-station clearance of a half-hour 
program in prime time. Stations can afford 
to thumb their noses at their networks 
now and then, but they are not willing to 
do this on a weekly basis except in ex- 
tremely marginal time. It must then be 
concluded that no advertiser can econom- 
ically build his own “fourth network.” The 
attitude of the networks to advertisers 
coming in with a program that they- are 
willing to sponsor half of, or all of, and 
asking for good time is one of indifference, 
at best, and closed doors in many cases. 

It is clear that, no matter how big the 
advertiser, all three networks have de- 
termined to lock their balanced programs 


Agencies Ask Us... 


in a schedule, and sell against that fixed 
schedule until supply and demand force 
them to make room for outside programs. 

CBS and ABC seem more inflexible than 
NBC. And, they are successful in getting 
orders for their fixed schedules in suffi- 
cient numbers to hold the line. Even mar- 
ginal times are being called back in the de- 
termined battle of the networks to control 


_programs. This means the magazine con- 


cept in its absolute form. 


s It also means that the networks have 
accepted authority over and responsibility 
for programs in the eyes of the government 
bodies that regulate them. While there 
will be a few “advertiser-controlled-and- 
owned” programs that ultimately find their 
way into the schedules, it will be obvious, 
for the most part, that the best way to get 
prime time is to buy into a network owned 
and controlled package. The agency pro- 
gram directors are beginning to shrug their 
shoulders and accept this as a new way of 
life, even though they don’t like it. 

The fact that such determined advertis- 
ers as Procter & Gamble and Du Pont 
have been feeling this pressure is a sure 
sign that the times are changing. Also ma- 
jor suppliers investing in pilots have gotten 
agency orders for programs only to have 
the networks clang the door on them by 
refusing to program them én good time 
periods. 

This is not to say that the new world is 
good or bad until experience determines 
that. This is only to say that there are 
swift revolutionary changes taking place 
and advertisers had better be aware of 
them and plan accordingly. # 


Fees—How to Figure Them 
and How to Sell Them 


By Kenneth Groesbeck 


One of my agency friends in Ohio writes 
asking if there is in our business any 
standard scale of fees such as (he says) 
doctors charge—so much for tonsils out, 
so much for new baby. I suspect he has 
been looking at the 
amounts allowed 
under hospital in- 
surance, which is 
the only approach to 
such standardization 
I know of in the 
medical profession. 
Also our inquirer 
asks, if there is no 
such scale of prices 
acceptable for ad- 
vertising operations, 
how does one fix 
charges when one desires to obtain agency 
income in addition to, or instead of, com- 
missions? And how does one sell such to 
the client? 


Kenneth Groesbeck 


s No, of course there is no scale of prices 
for fees generally accepted by advertising 
agencies. There is a growing tendency 
to charge for services over and above 
commissions, so that most _ successful 
agencies, these days, are grossing close 
to 20%, and even at that are having 
their hands full making a decent net 
profit after taxes. 

When agency heads come to the reali- 
zation that they must charge fees, the 
first question-is, how much? 


s The best foundation on which to base 
such charges is, I find, total salary costs. 
With a reliable cost system, the agency 
possesses definite figures indicating the 
number of hours worked on any job, and 


the hourly costs of the individuals con- 
cerned. Remember to include clerical 
help. To set hourly costs, one divides 
yearly salaries by 1,600 hours. This hour- 
ly figure for a year’s work is the one now 
generally accepted, which makes allow- 
ance for holidays, time off for one reason 
or another, and so on. In other words, it 
is realistic, as against the 1,800-hour fig- 
ure which leads so many agencies into 
trouble. 

How much shall we charge, once we 
have arrived at these costs for any given 
job? Here authorities differ. Some ac- 
countants who specialize in agency work 
advise multiplying these costs by from 2 
to 3 to arrive at a charge figure which will 
cover all costs including overhead, and 
show the agency a profit. 

Which multiplier you use will depend 
on your own analysis of your operation, 
and how much profit you think you 
should show, after taxes. The reported 
average is now, I believe, below 1% on 
billings. Personally, I feel this is. too low, 
and I have always advised agencies to 
shoot for something closer to 3%. For a 
million dollar agency operation to end 
the year with only $10,000 profit to split 
between increasing capital, profit shar- 
ing, and owners’ take—over salaries, 
seems to me entirely too small a figure to 
be realistic. However, agencies are often 
vague in their definition of “‘profits.” 


= The tax laws are so complicated that. 


many agency heads become confused. 
Federal corporation taxes do not apply to 
that portion of the agency profits which 
is allocated to individuals for profit shar- 
ing, and the amounts taken by agency 
owners as additional year-end salaries. 
These items are subject, of course, to in- 
dividual income taxes. 


Since 1958, a change in the law allows 
corporations with less than ten stock- 
holders to avoid corporation taxes en- 
tirely, and pay Uncle Sam on an indi- 
vidual income base only. These few ob- 
servations indicate how necessary it is 
for even small agencies to employ the 
services of a good tax man in making 
their returns. 

When we come to examine agency 
practice on charging fees, we find a wide 
variety of procedures. Some agencies 
charge fees only, crediting the client with 
all commissions received by the agency 
from media. 

This all-out departure from the com- 
mission system has much to commend it. 
It is a business-like operation in which 
agency costs, charges, and profits are an 
open book to the advertiser. Once it is in- 
augurated, it seems to work well, and to 
be productive of the minimum amount of 
misunderstanding. I suspect that accounts 
so handled stay with their agencies long- 
er than average time, since so many ac- 
count changes are due to financial dis- 
agreements. Many smart agency people 
believe that this arrangement is the one 
we are all heading for. 


= The next fee arrangement we encount- 
er is used perhaps by the majority of 
agencies. This holds on to the present 
commission system for all jobs in which 
this remuneration is sufficient to pay 
the agency for the work it does and show 
it a profit. Notice I say “jobs,” not “ac- 
counts.”’ This because we frequently find 
in any relationship between agency and 
client some jobs which operate on com- 
missions, and some on which the com- 
missions are inadequate or non-existent. 

Specifically, the national magazine ad- 
vertisements handled by the agency can 
be produced and placed at an agency 
cost sufficiently low so that 15% com- 
missions from the medium will show the 
agency a profit. This same advertiser, 
however, requires a large number of 
business paper advertisements whose 
space cost is low, and here the commis- 
sions will not cover the agency’s costs. 
Also, this same advertiser needs booklets 
and other supplementary material on 
which there are no commissions what- 
ever involved, and these must be charged 
for on a time basis. 


s In this arrangement we find a fruitful 
source of disagreement between the 
agency and the client. If the national 
advertising is extensive and the commis- 
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sions therefrom liberal in relation to the 
agency’s costs, how much of this “plus 
profit” should be utilized by the agency 
in paying for other services on the ac- 
count? It is on this type of account that 
the “commissions plus fees” arrangement 
most often leads to trouble. 

Clearly in this whole charging ques- 
tion, we are in an area of disagreement, 
and one which accounts for much of the 
shifting of accounts (so sadly) prevalent 
in our business. 

I think the smart agency head will 
grasp this bull by the horns at the very 
earliest moment possible, and thus avoid 
future embarrassment. 

Once it has been settled that the agen- 
cy is desirable, from the client’s view- 
point, and clearly capable of doing a 
good job, the question of financial ar- 
rangements should be tackled. Too ma 
agencies are afraid to bring up this dui 
ing the honeymoon, hoping for the bes 
How many business divorces are charg 
able to this mistaken politeness I woun 
hesitate to say. Actually the client car. 
only feel increased respect for the agen- 
cy which insists on this clarification of 
the financial relationship before it has 
time to wreck the ship. 


# Obviously the way to sell to the client 
whatever arrangement the agency con 
siders correct is to produce at the outset 
an exact analysis of the work to be done 
on the account, who is going to do it, 
and how much this is going to cost the 
agency. Seeing such figures, no reason- 
able advertiser objects to the profits th 
agency hopes to secure. Failing such an 
analysis and such figures, this same 
client is mad as hell when the agency 
comes back at him months later crying 
that it is losing money on the business 
and deserves some additional fees. Be- 
lieve it or not, such is the politeness. of 
our agency people, and so impractical and 
visionary they frequently are, that this 
often happens. This does not help our 
standing as business men. 

All of this indicates again that a1 
agency operating without a good cost sys- 
tem is running practically blind, and is 
in for plenty of trouble. Also, that an 
agency which refuses to see in advance 
how much work it will be required to dr 
on an account is equally blind, and equal- 
ly in danger. Let’s keep our enthusiasm, 
our imagination, and our optimism for 
our creative work. If, as so often hap- 
pens, we can’t add, let’s get someone 
who can, # 


What's Doing on the Legal Front... 


Associated Press Defeats Unfair 
Competition Claim 


By Sidney A. Diamond 
Member of the New York Bar 


The Associated Press recently was called 
upon to defend one of its service features 
against a claim of unfair competition. A 
Rhode Island company named Home of the 
Week Inc. brought suit against the AP for 
using “The House of 
the Week” as the ti- 
tle for a feature sim- 
ilar to the one the 
complaining compa- 
ny was selling to 
newspapers. 

“Home of the 
Week” started busi- 
ness in 1948. It was 
operated on an ir- 
regular basis until a 
new management 
took over in May, 
1955. The service consists of supplying the 
subscriber newspapers, for a weekly fee, 
photographs, floor plans and explanatory 


Sidney A. Diamond 


editorial material about a particular model 
house. Each model is identified by a name. 
Readers are invited to inquire about pur- 
chasing a complete set of blueprints. 
The newspaper receives a commission of 
10% on all sales of prints. A typical set 
(not including specifications) costs $12.75. 
In August, 1955, the AP announced that 
it was introducing a service for its member 
newspapers under the name of “The 
House of the Week.” The Rhode Islanc 
company protested immediately, but AP 
went ahead with its plans and the new fea- 
ture was. inaugurated on Oct. 2, 1955. 
“The House of the Week” service al 
includes weekly photographs, floor plan 
and explanatory editorial material about 
particular model house. Each model is giv 
en a number rather than a name, however. 
The financial arrangements with sub- 
scribers also are different. The AP feature 
includes a coupon by which the reader can 
order a “study plan” of the house for a 
price that originally was 35¢; it was in- 
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In today’s supermar- 
keting, leaders must 
look the part. A product 
may excel in quality, 
but to realize its sales 
potential it must be 
packaged as a leader 
- ; : —compelling attention, 
ie ; impressing deeply its 

quality image. Pictured 
here, on Reynolds Alu- 
minum Foil, is one of 


: rat 
REYNOLDS WRAP 


er 


Purt many product families is 
STRAWBERM’ which have achieved - 
this look of the leader. Be: Ce 


Give it to your product! 
...Reynolds Wrap Alu- 
minum Packaging. 


> PRESERVES 


QUALITY 
PROTECTED WITH 


Reynolds Wrap 


PHILADELPHIA 
CREAM CHEESE 


PASTEURIZED - VEGETABLE GUM ADDED 
6 OFS. NET wr. 
RAST FOODS, CHCAGO BO. FLL: Oy NATION Game SEODUCTS COMP 


a ae SEAL HELPS SELL! 

. ; Proclaim the fact that your 
product has the quality pro- 
| og tection of Aluminum Foil... 
if it pays! Tell the story on 
your package...with the 
Reynolds Wrap Aluminum 
Packaging Seal. Many large 
producers are using the seal 
on their packages. Seen on 
more and more products, 
known to more and more 
shoppers ... surveys prove 
it helps sell! 


PRINTED BY OFFSET 


PICTURED ABOVE WITH REYNOLDS WRAP... . FINE PRODUCTS OF KRAFT FOODS 


Look to the Leader in Foil Packaging pe pide A 
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PACKAGING 
LEADERSHIP 


The leader in packaging materi- 
als is aluminum foil... both for 
protective properties and in- 
herent display value. And Rey- 
nolds is the leader in foil pack- 
aging. Reynolds research is 
continually developing new foil 
combinations, new containers 
and closures, new advances in a 
equipment and methods. Pro- 
duction facilities are unequalled 
... Reynolds is, for instance, the 
world’s largest printer on foil. 
For full information, call any 
Reynolds sales office. Or write 
Reynolds Metals Company, 
Richmond 18, Virginia. 


See these Reynolds shows on ABC-TV 
network: ‘BOURBON STREET BEAT"’ and 
James Michener's “ADVENTURES IN 
PARADISE"’ Monday nights. 


REYNOLDS 
ALUMINUM a 
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creased to 50¢ on June 1, 1959. AP requires 
each subscriber paper to buy a minimum 
of twenty study plans per week; these 
cost the paper 50% of the coupon price to 
the reader. The study, plan itself gives the 
reader the name and address of the archi- 
tect from whom detailed blueprints and 
| working drawings are available, but the 
newspaper does not share in the proceeds 
of any sales that may result. 

Although the legal complaint charged 
that the AP service “incorporated all of 
the fundamental features and format” ‘of 
the “Home of the Week,” the federal judge 
found from the evidence that “there is 
nothing distinctive about the plaintiff’s 
= format.” As the judge put it, the claim of 
unfair competition “depends entirely on 
whether or not the defendant’s use of the 
title ‘The House of the Week’ is, under the 
circumstances, wrongful.” 

This basic legal issue breaks down into 
two questions. (1) is “Home of the Week” 
an expression that the public identifies 


| with the particular service offered by this 


Rhode Island company? (2) If so, were 
the actions of the AP, including the use of 
the expression, ‘“The House of the Week,” 
likely to cause confusion in the minds of 
prospective purchasers of plans for houses? 


= Judge Day of the U. S. District Court in 
Providence, R. I., started his analysis by 
declaring that there is nothing arbitrary 
or fanciful about “Home of the Week.” The 
first word, obviously, merely describes the 
subject matter of the service. The phrase 
“of the Week” is a common laudatory ex- 
pression, designed to call attention to the 
superior quality claimed for the homes 
written up in the feature articles. The 
whole title is in the same class as “Man 
of the Hour” or “Car of the Year.” 

Phrases of this sort can acquire a so- 
called “secondary meaning” as the re- 
sult of widespread use. If the title becomes 
so well-known that the purchasing public 
associates it with one particular source of 
supply, then it can be protected legally 
even though it started out as a descriptive 
expression that anybody might have used. 

The significant evidence here was a 
documented demonstration by the AP that 
“Home of the Week” and similar expres- 
sions had been used by many other con- 
cerns as titles for house plan services and 
in related fields during the period between 
1931 and 1958. Therefore, the expression 
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could not possibly have come to mean a 
single source of supply in the public mind. 


s To complete the legal analysis, Judge 
Day reviewed the second question—the 
likelihood of confusion—even though, 
strictly speaking, the complaining party 
was not entitled to have this question con- 
sidered because it had failed to establish 
the pre-requisite of public identification 
between “Home of the Week” and its own 
particular service. The question of likeli- 
hood of confusion also must be divided into 
two parts, because there are two classes 
of customers involved: (1) the newspa- 
pers; which purchase the service itself; 
and (2) the general public, which pur- 
chases the plans or blueprints. 

So far as the newspapers are concerned, 
there was very little chance for confu- 
sion to arise because the AP service is 
available only to its own members (and 
the members of the Canadian Press Asso- 
ciation). Besides, as Judge Day said, “It 
must be remembered that newspaper edi- 
tors are professionals, working daily in a 
specialized field; and as such are not read- 
ily susceptible to the sort of confusion 
which the plaintiff must show to succeed 
in this litigation.” 

With respect to the general public, the 
only evidence of confusion offered at the 
trial was that two coupons printed as part 
of the AP feature were sent by mistake to 
a newspaper that subscribed to the com- 
plaining party’s “Home of the Week” serv- 
ice. Judge Day summed this up neatly by 
saying, “The law of unfair competition re- 
quires that there be more than a possibility 
of an occasional misunderstanding.” He 
concluded by stating formally that the 
AP had not competed unfairly with Home 
of the Week Inc. and ordered that the case 
be dismissed. 

It seems fairly clear that the real basis 
for this litigation was the feeling on the 
part of the Rhode Island concern that a 
big company had come along and stolen its 
idea. And the real basis for the decision 
was that the idea was not sufficiently dis- 
tinctive in the first place to be the subject 
of a theft. This is a painful thought for 
the fellow who believes he devised a new 
idea, but the law simply will not sustain 
an unfair competition claim based on a 
title or slogan that is not sufficiently dis- 
tinctive to identify one specific source of 
supply for a particular product or service. 


What Is an ‘Honest’ Cup of Coffee? 


By James D. Woolf 
Creative Consultant 


A reader of this column asks my opinion 
of the advertisement shown here. My 
opinion is similar to Andy Armstrong’s 
(AA, Feb. 15). I am so annoyed by this 
silly campaign that I feel constrained to 

add a word or two 
to Andy’s cogent 


piece. 
My first question 
is this: What is an 


honest cup of cof- 
fee? I like my cof- 
fee black as coal, 
whereas my wife 
dilutes hers with a 
generous portion of 
hot water. Which of 
us is a_ dishonest 
coffee lover? 


s Honest coffee, says the ad, is coffee 
made with one standard measure to the 
cup. What kind of coffee—regular coffee, 
instant coffee, steeped coffee, drip coffee, 
percolated coffee, or vacuum method cof- 
fee—are they talking about? The ad 


aed free arom of te mane Lsoeite 
fromm the weak watery thames — thrwerage. To arms, homers off Moment € flee, 
ie * 


. b ow ’ 
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shown here imparts no information on 
this score. In fact, I have rarely seen an 
ad that is so completely non-informative. 

I have taken part in three consumer 
surveys on the subject of coffee. I have 


found that every family makes its cof- 
fee according to its taste. To make per- 
colated coffee, advises the famous Boston 
School Cook Book, “Use 1 to 3 table- 
spoons coffee (finely ground), to each 
cup of water.” I happen to have before 
me a jar of Instant Chase & Sanborn. The 
directions on the label advise one tea- 
spoon (more or less to suit your taste) to ~ 
one cup of water. “To suit your taste!” 
Actually, in my opinion, there is no such 
thing as the “Official Standard Coffee 
Measure,” which is the central idea of 
this inane campaign. 


= Who are these “Lovers of Honest Cof- 
fee?” Who are these weak-minded saps 
who are being exhorted to “Strike a blow 
for freedom—freedom from the weak, 
watery brews our wily foes call ‘coffee’?” 

And who are these “wily foes”? Against 
whom are we told to arise? We are urged 
to demand “More Coffee in our Coffee or 


101 


Fight.” Fight whom? Our wives? Our 
mothers? What nonsense! 


® The fact is that coffee in this country, 
whether you drink it at home, in a res- 
taurant, or at a drugstore counter, is 
pretty darn good. This campaign is nega- 
tive and unfair with its inference that 
“weak, watery brews” is a widespread 
American catastrophe. The Pan-American 
Coffee Bureau would do itself more good 
if it sponsored a campaign portraying the 
delights of this wonderful beverage— 
made the way you like it. 

In view of the tv and payola and the 
FTC probes, advertising today is more or 
less on the defensive. This is no time for 
burlesque and tomfoolery. Such absurd 
pages as the one shown here are certainly 
not good for the advertising business or 
for the media that carry them. 

To arms, Lovers of Sensible Advertis- 
ing! # 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IU., for “Salesense in Advertising,” available on five days’ approval. 


Learning from the Retail Ads... 


The ‘Good Looking But Confused’ Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising- and advertising 
training.) 


There is an inexpensive synthetic poly- 
ethylene “foam” product on the market 
used in mattresses and upholstery which 
dishonest advertisers sometimes imply is 
foam rubber. It is not so resilient or so 
long wearing as rubber. 

But here we have the opposite tech- 
nique—calling a foam rubber mattress 
“foam.” Or maybe I am confused? Per- 
haps this store is actually selling foam 
bedding and is calling it foam rubber in 
the copy—which is plain dishonesty even 
if it is done out of sheer ignorance. 

Sometimes expensive white space and 
art are accompanied by headline and copy 
that represent merchandise less than they 
represent the ineptitudes of stores that do 
not take selling as seriously as they take 
buying. Is that the case here? 

But to get back to the foam: It is 
“foam” in the heading, “foam rubber” in 
the first line of copy, and “foam” in the 
middle of the copy. I think I will telephone 
the store and find out (what this large 
ad fails to tell with any clarity) just 
what’s for sale. 


* * * 


P. S. The salesman at the store tells me 
that “polyethylene foam is a synthetic 
product,” that “this advertised bedding is 
actually foam rubber—and of course there 
is no comparison between foam and foam 


twin size set sale 66. usually 99.95 


J at a I 


rubber.” 

Offering “foam rubber” as “foam” is 
hardly believable for a large store, but 
here it is! 

P. S. 2. I learned long ago that an ad like 
the little upper ad on lamps, should have 
its own signature, its own identification. + 


What They Were Saying 25 Years Ago... 


Roy S. Durstine, vp and general man- 
ager of Batten, Barton, Durstine & Os- 
born, addressing the U. S. Chamber of 
Commerce (AA, May 6, 1935): 


“The most constructive thought in the 
advertising business today is united in the 
belief that testimonial advertisements, 
featuring prominent people who either 
never used the products they endorse or 
are supplied them free, are just as plain 
untruths as any other kind of deliberate 
lie. 


aay Seen ee 


“This same section of the advertising 
business believes that the horror school of 
advertising, depicting especially women 
and children in situations ranging from 
acute embarrassment to experiences of 
fear and disgust and mental torture, is ut- 
terly without justification. Only the fi- 
nancial necessities of the past few years 
have persuaded many publishers and oth- 
er owners of media to accept advertising 
of these types and also the kind that de- 
picts or describes the most intimate func- 
tions of the human body.” # 
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Walden Names Mott VP with the additional responsibility 


Walden. Sons & Mott. Oradell, | f advertising production of the 
a ® has named S. Overton Mott. |New York metropolitan supple- 
production manager of Paper & | Ment of Printing. 

Paper Products, vp of the company | 


Four A’‘s Elects Four 
Gulf State Advertising, Houston; 


|McCutcheon & Patton Advertising, 
Phoenix; Maxwell Sackheim- 
Franklin Bruck, New York, and 

: <j Max W. Becker Advertising, Long 
ov a Beach, Cal., have been elected to 
|membership in the American Assn. 
‘of Advertising Agencies. 


eligible for the 


muddy them up in our favor 


“WESH-TV 


- 


ORLANDO-DAYTONA MARKET 


ot the 
Jani von | nternatvama: Spots 
Chad wearing ofthe tat 


3 = beautiful nylon, and weighs three and three-cighths ounces. 
pas cas . : L " ‘ . 2 The men’s suit weighs one-haif of the women's suit, or one 
ce ; ? and cleven-sixteenths ounces. Both are double-stitched. and 

s they dry almost as soon as the race is over, provided the 
swimmer leaves the pool 


Does the Jantzen racing suit actually make our Olympic 
swimmers swim faster? Many think so; all of us hope so 


Medalist” tank suits come in red, green, royal, navy and 
black. These prices prevail: Men's, $3.95. Women’s, $7.95 
Girls’, $5.98 and $6.98, depending on amount of fabric. Boys’, 
$3.50. Write in for an order blank: the address is Jantzen 
| International Sports Club, Jantzen Inc., Portland 8, Oregon 


Winston-Salem 


named an 


ALL-AMERICA CITY ~ 


by the National Municipal League 


Regarding women joining the 
Jantzen International Sports 
Club See the membership rules 
committee chairman, Mr. Gif- 
ford 


© Togetherness” is the external philosophy 
of McCall's. «hind of Popalar Mechanics 
fet wero: 


KekkKke 
Kkkkkkek 


attractive lady swimmers, because they 
wear the tank suit approved by 
the Olympic © osmmission, 


Jantzen International Sports Club? 


We of the Jantzen International Sports Club are probably 
the only organized resistance against the forces of together- 
ness*, and, although we admire women and their works 
intensely, we have to make a few things clear, or at least 


We believe that the “Medalist” racing suit is the world’s most 
pleasing undiscovered water garment. else why do maidens 
of comely structure wear nothing else so frequently? It fits, 
as they say, like a suntan; lovely girls are the lovelier for it: 
and good swimmers actively engaged in aquatic training 
already know that it has been approved by the Olympic 
Commission. Those in the know— including you, of course, 
now — refer to it as the famous Jantzen tank suit 


| The women’s suit (study the photograph below. please) is of 


$P OOF — This 
spoofing ad gives 
Jantzen a chance 
to spoof swim- 
suits, which it 
makes, in the of- 
ficial Olympics 
program. Homer 
Groening Adver- 
tising Agency, 
Portland, Ore., 
handles the ac- 
count. 


WINSTON-SALEM 
ALL-AMERICA CITY 


20/20 Appoints Allmayer 
Allmayer, Fox & Reshkin, Kan- 
ee |sas City, Mo., has been named by 
covered by North Carolina’s 20/20 Sales Corp., Tulsa, Okla., to 
most progressive |handle its advertising. The com- 
newspapers ... |pany’s product, 20/20, is an eye 
| medication. Anticipated billings for 
the first year is $200,000. Allmay- 
ler, Fox also has been named by 
Mid-West Pak Co., Belvidere, [IIl., 
to handle advertising for Thermo- 
kup, a new plastic cup. 


North Carolina’s most 
progressive city ... 


You can’t cover North 


|Howard Crum Opens Agency 
Howard A. Crum has opened his 
own agency, Creative Forum Ad- 
vertising, with offices at the Ri- 
| voli Bldg., Muncie, Ind. Mr. Crum 
|was formerly creative director of 
eg oe Advertising Agency and 
of Robinson Advertising Agency. 


Buy ““COLORACTION” 


Hankscraft Display Motors 


Budweiser 


Sales in supermarkets of world-famous Budweiser beer 
have increased substantially wherever this clever 
“Pick a Pair” display has been used. Powered by a 
standard Hankscraft battery-operated oscillating 
motor, the lovely lady commands attention (and 
moves Bud fast!) by raising and lowering a 
facsimile six-pack. She works silently and 
economically for weeks without attention. 
Display courtesy Anheuser-Busch Inc. 

Produced by Simmons Sisler Co., Inc., St. Louis, Mo. 


EXPERIENCED 
ENGINEERING 
SERVICE 


Hankscraft engineers can animate an 
type of display—including those which 
require special action or AC power. 
Recommendations will be made without 
obligation. See your Hankscraft repre- 
sentative or send cutout dummy and 
sketches directly to: 


Pe ppeanctond anny 
c Bag: 
: is 


REEDSBURG, WISCONSIN 


World’s Largest Manufacturer of Battery-Operated Display Motors 
Sales Offices in these principal cities: Chicago + Philadelphia + Minneapolis 
New York « Dallas «* Toronto(Ontario) * San Francisco (Eriach Lee Co.) 


Sales Vista for 
Durables Improves, 
U. of Michigan Finds 


ANN ARBOR, MicH., April 5— 
1960 should be a favorable business 
year for producers and sellers of 
automobiles and other durable 
goods, according to the 1960 survey 
of consumer finances conducted by 
the survey research center of the 
University of Michigan’s institute 
for social research. 

The survey disclosed that the 
majority of informed people feel 
that this is a good time to buy 
houses, automobiles and _ large 
household goods, particularly 
household appliances. 

The biggest improvement in sen- 
timent has occurred in opinions 
about the business outlook and in 
the evaluation of market condi- 
tions, rather than in personal fi- 
nancial attitudes and expectations, 
the survey revealed. The propor- 
tion of people who think that the 
business outlook is favorable has 
increased considerably since the 
early part of 1959, according to the 
study. 


@ The survey found that consumer 
attitudes toward compact cars re- 
main very favorable. However, 
since a substantial proportion of 
prospective car buyers intend to 
buy compact cars, the median 
planned dollar expenditure for new 
cars this year shows a sizable drop, 
as against last year. 

New car buying intentions for 
the next 12 months currently are 
20% higher than they were at 
this time last year, but compared 
to June, 1959, and November, 1959, 
the improvement is very small, 
the survey discovered. 

Intentions to buy homes have in- 
creased during the past few 
months. This series advanced 
sharply during the second half of 
1958 but declined in the spring 
and summer of 1959 under the im- 
pact of the widely noted increase 
in interest rates. # 


‘Redbook’ Appoints Six 
Redbook, New York, has named 
managers of four advertising classi- 
fications. They are Robert L. 
Neary, manager of drugs and toi- 
letries; James L. Kopper, manager 
of fashions and fabrics; Louis S. 
Benincasa, manager of grocery 
products, and Martin J. Koldyke, 
manager of home equipment. Red- 
book also named Edward R. Mc- 
Cole, formerly with The American 
Weekly, to the New York sales 
staff, and Martin H. Bridges, pre- 
viously with Family Weekly, to its 
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Wade Names Ross, Adds 
Unit in L.A.; Boosts Schroeder 


Stanley Ross has joined the cre- 
ative staff of Wade Advertising, 
Los Angeles. He has been assistant 
to publicist Jim Moran and was a 
copywriter with Stromberger, La- 
Vene & McKenzie, Los Angeles. 
The agency also has created a 
new industrial division in Los An- 
geles, to be headed by Bernard F. 
Klein, former vp of Heintz & Co. 
In Chicago, Wade has promoted 
John G. Schroeder to associate me- 
dia director on the Alberto-Culver 
account. Before joining Wade in 
1958, Mr. Schroeder was media di- 
rector of Smith, Benson & McClure. 


Blue Chip Names Altman & Co. 
J. H. Altman & Co., Detroit, has 
been appointed to handle adver- 
tising for Technical Ventures Co., 
Detroit, manufacturer of the new 
stock market game, Blue Chip. 
An intensive national advertis- 
ing campaign will be launched 
soon, with concentration in news- 
papers and spot tv. 


SAN 
DIEGO 


Chicago sales staff. 


CALIFORNIA § 
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Dobbs Adds Two Accounts; 
Appoints Morris Tragerman 

Dobbs Advertising, New York, 
has been named to handle adver- 
tising for Marantz Co., Long Is- 
land City, manufacturer of stereo 
and monaural components, and for 
Tavern-On-The-Green, New York 
irestaurant. Asher, Godfrey & 
| Franklin formerly handled Mar- 
j ants. Blackstone-Steiner previous- 
ly handled Tavern-On-The-Green. 
| Morris Tragerman, formerly an 
art director with Marvin & Jesse 
» Levine Inc., has rejoined Dobbs as 
® creative director. He previously 
= had been with Dobbs as an art di- 
= rector. 


® Nightingale to Chicago 
Dailies Eastern Sales Staff 

William L. Nightingale, formerly 
= with McCann-Erickson, has joined 
me the Chicago Sun-Times and Chi- 
B® cago Daily News as sales develop- 
= ment manager in the eastern sales 
joffice, New York. The newspapers 

have moved their eastern offices 
Sto the Time & Life Bldg., New 
® York. 


FORECAST—Aluminum Co. of America, Pittsburgh, is adding these 
rather startling chairs, known as people chairs, to its Forecase col- 
lection of designs of the future using aluminum. Chairs were de- 
signed by Jay Doblin, chairman of the Institute of Design, Illinois 
Institute of Technology, Chicago, and an industrial design consultant. 


Choate Elected President 
Publisher Robert B. Choate has 
been elected president of Boston 


rectors also elected Sidney W. 
Winslow Jr., who had been pres- 
ident, chairman of the board, a 
new post. 


SIG 


Herald-Traveler Corp. The di-| 
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HOLDERS 
for TRUCKS 


TRANSIT BUS STYLE FRAMES 


for changeable copy > FREE wi9r8 
ADVERTISING CARDS > 


Ave. 


YARDER MANUFACTURING co. 
Tastes GReenwood 4- Toledo 12, Ohie 


You See What's Happening At A Glance! 


GRAPHIC SYSTEMS, Box 267, Yanceyville, N. C. 


te BOARDMASTER Visual Control 
Saves You Time, Money. 


%& Gives Graphic Picture of Your 
Operations. Stops mixups. 


% Simple to Operate. Write on 
Cards, Snaps in Grooves. 


% Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
attractive. Over 500,000 jn Use. 


Full price $4950 with cards 
FREE 24-page Illustrated 


BOOKLET No. BG-40 
Write Today for Your Copy 


Without Obligation 


EVERYTHING 


UNDER 
THE SUN! 


FOOD STORE SALES in the San Diego market reached an estimated 


$291,500,000 last year* 


. Other sales totals mirror the same 


robust and rising prosperity. 


San Diego—third largest market in the West—is the fastest-growing 
metropolitan area in the nation. San Diego is sold by—and sold on— 

two metropolitan newspapers: The San Diégo Union and Evening Tribune. 
Combined daily circulation exceeds 200,000. (220,667 ABC 9/30/59.) 


The San Diego Union | AVENING TRIBUNE SELL SAN DIEGO 


*Source: Economic Research Department. Union-Tribune Publishing Company. 


amen GG «mr Copley Newspapers 


15 Hometown Daily Newspapers covering San Diego, California — Springfield, illinois— Northern Illinois — 
and Greater Los Angeles. Served by the Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Smile, When You Say All That 
About Cowboys, Mr. Creative Man 


To the Editor: In regard to the 
Creative Man’s Corner, on March 
28, I feel the following points 
should be made clear to the so- 
called “critic,” and I desire greatly 
that you pass this retort on to 
him. 

There seems to be a question 
in your mind, which is a curiosity 
in itself, about the importance of 
the American cowboy and what he 
stands for. I am not greatly sur- 
prised at this, since your interpre- 
tation quite evidently 


Bowery St. bum, but also it seems 
you might have difficulty in dis- 
tinguishing between a cow and 
a horse. Believe me friend, there’s 
a difference in both. 

If you feel it takes little or 
no intellect to handle cows from 
the back of a fast-moving cow 
pony for periods of 12 to 18 
hours a day, friend, I invite you 
to trade your little typewriter 
for a pair of chaps and a good 
length of hemp and we'll see 


is based|how long you can sit on your 


upon knowledge created east of |intellect. One thing for sure, 


the Mississippi. Not only would it | you'll have saddle sores on your 


be impossible, evidently, for you to | brain, 


because that’s very ob- 


distinguish between a cowboy and | viously what you wrote this ar- 
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There’s money at the 


e 


Pittsburgh, Pa. 


“Money doesn’t come automatically 
to a corporation. Some of it is derived 
from sources all managements work 
hard to cultivate: customers old and 
new. But another vital source, re- 
quiring and rewarding equally diligent 
cultivation, is the financial investment 
community, and the men who in- 
fluence that community’s thinking. 

“Modern management recognizes 
that this community is just as respon- 
sive to advertising as any other group. 
Those who control these money 
sources need—and want—informa- 
tion. They need—and want—consist- 
ent and effective exposure to corporate 
facts. 

“The bare figures of a financial 
report seldom reflect the full story of 


* end of this road! 


by George Ketchum, President 
Ketchum, MacLeod & Grove, Inc. 


a corporation’s progress or the full 
value of its securities. Long-range 
plans for expansion and diversifica- 
tion, entrance into new fields of re- 
search, changes in organization, the 
thinking of management, improve- 
ments in customer attitudes—these 
and many other factors not easily 
measured mathematically can notably 
affect a corporation’s prospects for 
growth and earnings. 

“Advertising to the financial com- 
munity is the quickest and most direct 
way to get the pertinent facts to in- 
vestors and those who advise them. 
More and more managements are 
taking that path. Still more should 
do so.” 


SPONSORED BY BARRON'S, THE NATIONAL BUSINESS AND FINANCIAL WEEKLY. 
A Dow-Jones Publication 


ticle with. As for the ornamen- 
tation, I don’t know of a cowboy 
who would spend $40 for a pair 
of organdy bermudas when he 
could apply the same cash for a 
good pair of boots. At least with 
the boots he still looks like a 
man. For a person who has “no 
argument with the cowhand’s 
way of life,” you seem to have 
taken the liberty of setting 
yourself up as a judge of some- 
thing you obviously know noth- 
ing about, and this seems to in- 
clude advertising. If you feel 
that advertisers could sell more 
cigarets, automobiles, bourbon, 
etc., by using a picture of an 
anemic, balding, pouch-toting, 
filter-brained intelligentsia, you 
just don’t understand the situa- 
tion. I, for one, hope the children 
of this country continue to copy the 
all-American cowboy and what he 
stands for as they grow into adult- 
hood. This way I think we have a 
chance. 
Foreman Scotty, 
WKY-TV, Oklahoma City. 


» 

To the Editor: We like Ap 
AcE when it does an objective 
reportorial job. We sometimes 
like Ap Ace when it editorial- 
izes. The issue of March 28 ran- 
kled us more than a little. 

The faceless anonymity who 
smugly refers to himself as the 
Creative Man bit off a hunk too 
big to chaw in his attack on one 
of the few romance and adven- 
ture symbols this country can 
claim. 

Are we to understand that 
Creative Man _ doesn’t’ sweat, 
drink or need any female atten- 
tion? And that bit, “Few people 
we know will pay more for a 
silk shirt or a custom-made pair 
of boots.” Ridiculous. Who does 
he know that buys silk shirts 
and boots? 

The ad in question strikes us 
as being beautifully done—both 
in copy approach and design. It 
is representative of some crea- 


tivity. It wasn’t stolen from a 
Henry Morgan recording. 
Frank Wade, 


Creative Director, Arnold & 
Co., Denver. 
a . = 

Mr. Houston's Youthful Looks 
Are Due to His Youthfulness 

To the Editor: I was entranced 
by the generous manner in which 
you reported the announcement of 
my election as president of Fletch- 
er Richards, Calkins & Holden in 
your March 28 issue. 

However, there is at least one 
detail I would ask you to correct. 

I am not 71. I am 60. Perhaps 


yr 


Mr. Houston, Age Four 


this is why, as you said, I appear 
to “look 15 years younger” than the 
age you pinned on me. 


As a lifelong stickler for the va- 
lidity of research, may I point out 
that on this item you were only 
84.5% correct. This degree of ac- 
curacy in reporting may be sat- 
isfactory for some things. But not, 
please sir, when it robs me of 11 
years of exciting living. 

In a hot political year, don’t 
you think I am entitled to “equal 
space” in the next issue of your 
great book to reproduce this letter? 

Bryan Houston, 

Fletcher Richards, Calkins & 

Holden, New York. 

P. S. You may want a picture to 
go along with this “equal space” 
story. If so, here I am—age four 
—photographed in 1904. 

+. 2 * 


This‘ll Make Copy Cub Growl 

To the Editor: Re: the final item 
appearing in “Rough Proofs,” 
March 28 issue, “ ‘Brevity is the 
soul of wit,’ said Hamlet... ,” per- 
mit me to point out an error or two 
in Copy Cub’s remarks. 

* brevity being the soul of 


Advertising Age, April 11, 1960 


ee ” is a portion of a state- 
ment made by Polonius (not Ham- 
let) in the famous Shakesperian 
tragedy. It is a part of Polonius’ 
opening remarks when he under- 
takes telling the queen that her 
son, Hamlet, is mad. 

We greatly enjoy your publica- 
tion out here in Wonderful Wyo- 
ming! 

W. K. Anderson, 

Wyoming Advertising, Chey- 

enne. 

e e e 


Spanish Reader Sets Record 
Straight on Agencies in Spain 

To the Editor: I refer to your 
Feb. 29 issue which I understand 
is a special number completely 
dedicated to advertising agencies 
throughout the world .. . 

... Iam a Spaniard, and, natu- 
rally, I gave more attention to the 
list of the Spanish agencies you 
mention in this particular issue. 
For this reason, I have noticed sev- 
eral errors concerning the Spanish 


advertising agencies. 


What publication’s 
subscribers have an 
average family net worth 
of $199,325 ? 


ais 


ae 


Want to know about a rea/ly affluent 
audience? Two-thirds of Barron’s sub- 
scribers have annual family incomes 
of $10,000 or more—average family 
income among subscribers is more 
than $20,000. Virtually all Barron’s 
subscribers (over 95%) own securities, 
with the average holding valued at 
more than $137,000.* 

To these figures add one more im- 
portant fact for business advertisers: 
Barron’s subscribers are people 
who hold positions of importance 
and influence in their fields: One- 
third of the subscribers, for example, 
are corporate officers, and one-quarter 
are corporate directors. Further, 21% 
of Barron’s subscribers are voicing 
their opinions where business buying 


BARRON'S, 
the national business 
and financial weekly. 


4 


is big: They're with companies of 
1,000 or more employees.* 

Barron's gets the careful attention 
of more than 108,000 businessmen, 
financiers and investors every week. It 
offers the advertiser an economical 
and effective channel to the decision- 
making core of the business and 
financial communities. 

Try Barron's. For a surprisingly low 

cost your company can sell its poli- 
cies, ideas, products or services to 
this unique audience of successful 
executives. Write or call your nearest 
Barron's office today. 
% These facts from a survey of Barron's sub- 
scribers by Benson and Benson, independent 
research specialists. For an easy-to-read 
booklet, summarizing the results of this survey, 
write or call any Barron's office. 


BARRQ@N'S 


--- where advertising, too, is read for profit! 


NEW YORK CHICAGO 
50 Broadway 711 W. Monroe St. 


388 Newbury St. 


LOS ANGELES CLEVELAND 
2999 W. 6th St. 1325 Lakeside Ave. 
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| list of the actual set count): 
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THE PRESIDENT OF SWINGLINE EARNS HIS: LETTER 


Whena v child 
dreases it to “The North P 


tn Conede os 


Inc. 
LONG ISLAND CITY 1, NEW YORK 


eWorld ® Largest Manutacturer of Stapiers for Home and Office 


Coy Copy in Swingline Ad Does 
Company President No Credit, He Says 


To the Editor: The eminent and 


plain why anyone ought to share 
his products. 


successful president of Swingline 


simply couldn’t be the pompous ass his advertising has made him 
in the attached advertisement from Business Week. 

It must indeed be a pleasure to receive a letter of recognition 
from an eight-year-old southern belle. But there is nothing in this 
coy six paragraphs of copy—exclamation marks included—to ex- 


the advertiser’s pleasure or buy 


As a matter of fact, the letter, as reported, isn’t even addressed 
to the president: This is boot-licking sycophancy’s interpretation. 
And consider the generosity of this mighty corporation: “A thank- 
you note, a (brand name) Tot stapler and a year’s supply of staples.” 

This sort of shameful self-congratulation contributes mightily to 
the cause of anti-advertisers. Let’s not blame them for firing at us 
when we provide them with ammunition like this. 


John O’Rourke, 


John O’Rourke Advertising, San Francisco. 


On Page 3, in the foreign section | 
index, you indicate for Danis Pub- | 
licidad Technica a total billing of | 
$8,000,000. This amount is com- 
pletely incorrect and it should 
probably be $800,000. The reason 
for this is very simple. The amount 
of $8,000,000 represents 480,000,- 
000 pesetas and this amount is 
about 35% of total advertising 
m@ billing in Spain. This amount can- 
not possibly be handled by one 
advertising agency by itself. On 
Page 64, dedicated to billings of 121 
foreign agencies, you have again 
placed Danis in a wrong place by 
considering again its billing $8,- 
000,000. Its right place should be 
just before Ruescas Publicidad 
which has a billing of $790,000. 
Nevertheless, on Page 186, you 
mentioned for Danis a total bill- 
ing of $833,000, which is probably 
correct. 

There is also a fact that I would 
like to bring to your attention. 
You consider Cid S. A. as a Span- 
ish advertising agency. But this is 
not really true. Cid is a media 
[broker] which is associated with 
the Sociedad Espanola de Radiodi- 
fusion Radio Madrid and most of 
its work is to handle the radio ad- 
vertising of the other Spanish ad- 
vertising agencies. In other words, 
it is not an advertising agency in 
the proper sense of the word. I 
am sure you will understand what 
I am trying to say. 

Jose A. Riano, 
Madrid. 
AA appreciates Sr. Riano’s back- 


ground note on Spanish advertis- 


ing. The Danis billings, as he 
notes, were correctly listed at 
$833,000 on Page 186 but AA neg- 
lected to change an earlier mis- 
computation in the index and table 
—hence the discrepancy. With re- 
gard to Cid, AA pointed out on 
Page 186 that this agency func- 
tioned as a media broker. We were 
unaware that brokerage business 
was its main business. 


Here’s a Fan Letter, Harry 

To the Editor: How’s that gentle- 
man going to explain Harry W. 
McMahan’s article (AA, March 21) 
to his 10-year-old daughter? I re- 
fer to “...As the old saying goes, 
you gotta watch out when the skit 
hits the fans...” 

(P)funniest thing you’ve print- 
ed for a right smart while! 

Incidentally, how many of those 
guys did you hear from on this? 

Mal Coleman, 
Mal Coleman Displays, Cincin- 
nati. 


No Matter How You View It, 
1959 Was Big Year for Radio 
To the Editor: I was a little 
saddened to notice that Lester Le- 
ber picked up the Electronic In- 
dustries Assn.’s figures of 8,900,000 
home radio sets as typical of the 
radio picture in 1959 [in his “Biz 
Quiz” in the March 21 issue]. 
There are certain omissions in 
this EIA figure which I would like 


Set Sales 
8,900,000—U. S. clock, table, and port- 
able sets 
5,500,000—U. S. auto (less export) 
845,000—radio-phonographs 
5,558,000. ted J 


“2 


p imports 
(less 10% re-export) 
264,000—German radio imports 
422,000—foreign cars (estimate) 
21,489,000 sub-total 
— 258,664 less U. S. radio export 
21,230,336 total 


It is unfortunate that radio is 
being undervalued, but it was ap- 
parent that 1959 was the biggest 
radio year, and it may be that ra- 
dio will really come into its own 
in the decade beginning with 1960 
when vest pocket and wrist radios 
can be foreseen. 

Morris Wattenberg, 
Director of Sales Development 
and Research, ABC Radio Net- 
work, New York. 


In view of “Biz Quiz” having 
reported that 1959 was radio’s big- 
gest year for set sales since 1948, it 
may have been “undervalued,” but 
not significantly so. 


They Understand Bronzini 

To the Editor: Concerning James 
D. Woolf’s column on Bronzini 
Bad Taste (AA, March 28), Mr. 
Woolf seems to have missed a} 
couple of points. This ad in all its 
aspects is an exquisitely crafted 
entity. Bronzini’s appeal is to the 
cognoscenti—_those who know 
what Bronzini is and what it 


means. To attempt to sell or even 


show a necktie would be at best} 
gauche. | 
Also, cognoscenti sufficiently in 
the know to be allowed to pur-| 
chase a Bronzini would certainly | 
also be well enough acquainted | 
with female photographic models 
to know that the spareness of their 
anatomies and their almost total 
lack of secondary sex character- 
istics is such as to make the place- 
ment of the male model’s hand 
quite inoffensive. 
Tom Cowdery, 
Biddle Co., Bloomington, III. 
© 
To the Editor: ... What is Mr. 
Woolf’s opinion of the Modern 
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same issue? Did artist Arno exer- 
cise restraint in having the new- 
lyweds fully clothed or should he 
have kept them out of the bedroom 
altogether? 

Is the ad all right for ADvERTIs- 
ING AcE but not for Ladies’ Home 
Journal? Was it ever submitted to 
the New York Times or Mr. Ar- 
no’s patron, The New Yorker? 
Does it establish a “favorite prod- 
uct image” as we all like to say? 

Final questions: What pots can 
call what kettles black and what 
if they do and what if they don’t? 
The future of advertising depends 
on it. 

Charles H. Ramsey, 


Medicine ad on Page 42 of your 


Westport, Conn. 


SO YOU WON'T 


BUY WITHOUT 
THE FACTS? 


All right, here are a few seductive 
ones: there are more than twice as 
many nursing homes and homes for 
aging as there are hospitals; urgent 
need for 70% increase; by 1965, 
25,000,000 people will be 65 or over. 

To be completely sold on sales 
potential of this market, read our 
B PRD ad or write to... 


PROFESSIONAL 


nursing home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 
Business Journalists Since 1873 


NEW YORK 
25 W. 54th St. 
JUdson 6-2388 


WNEW, New York 
KFWB, Los Angeles 
WXYZ, Detroit 
KXOK, St. Louis 


to call to your attention (and our 


*some folks call ‘em “jingles” 


Current “Musical Images” 


KOWB, Minneapolis/St. Paul 
KEWB, San Francisco 

Merita Bread & Cakes 
Creomulsion Cough Medicine 


Agencies, Advertisers and Broadcasters... they have all been served by the 
Sande & Greene organization. Highly creative ideas ... decidedly original lyrics... 
definitely rememberable swinging musical images by Sande & Greene can musi- 
cally promote your products ...or your station. 

Write or phone for audition tape or TV demo film reel. 


HOLLYWOOD 
8400 Sunset Bivd. 
OLdfield 6-0300 


Southern Bell Telephane 
Yellow Pages 

Sealtest Ice Cream & Milk 
Schick Safety Razor 


7-Up 
Nu-Grape 
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| Benjamin. “Orders began to pour 
jin. Before the 1959 season was 
Auaestede over Bronson had moved 250,000 
of the new Dart reels. Its sales im- 
pact had such an effect on the job- 
bers and retailers it motivated 
better sales on 30 other Bronson 
models as well.” 


Lowest Priced 


Spin Casting 


8 a = Later, Bronson came up with 
= ieet, nanan eaw er ewes | four more new bait and casting 


: ; : > reels in the low priced bracket, and 
is moving into the 1960 fishing sea- 
son in excellent shape. It succeeded 

|in keeping its 300 employes at 
work in 1959 and anticipates a 
Sem. / MOON RE CO. MONON MMGMN /SemMs | continuation. Its 1960 ad campaign, 
with an increased budget, is fea- 
DANDY DARTS—Bronson Reel Co. is|turing the Dart reel as a leader 
promoting its Dart fishing reels\again. Bronson is a division of 
this year with ads like this one in| Higbie Mfg. Co., Rochester, Mich. # 


Field & Stream, Fishing Tackle 


Honig-Cooper, Kraft, Smith 
Add Canadian Pacific Segment 

Canadian Pacific Airlines has 
appointed the San Francisco office 
of Honig-Cooper & Harrington and 
Seattle’s Kraft, Smith & Ehrig to 
plan and direct all of its advertis- 
ing in the western portion of the 
U. S. The two agencies now jointly 
handle Canadian Pacific Railway 
advertising in the same area. 
Kraft, Smith, formerly the Seattle 
office of Honig-Cooper & Harring- 
ton, also directs advertising for 
two CPR subsidiaries, British Co- 
lumbia Coastal Steamship Service 
and the Empress Hotel. 

Donald B. Kraft, in Seattle, will 
be responsible for CPA advertising 
in the Pacific Northwest; Honig- 


Cooper handles the California ad- 
vertising. 


KM4&G Names 3 in Washington 

Two account executives and copy 
specialist have been added to the 
staff of Ketchum, MacLeod & 
Grove, Washington. William C. 
Turner and Edward S. Cook are the 
account executives. Mr. Turner 
was formerly with Lennen & New- 
ell, New York, on aviation ac- 
counts. Mr. Cook was a product 
information specialist in the light 
military electronics department of 


General Electric Co. Both are to 


work on advertising for Martin Co., 
Baltimore. Robert Standish, for- 
merly a copy group head with Len- 
nen & Newell, has joined KM&G 
as a copy specialist, on Westing- 
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house defense accounts and the Air 
Transport Assn. 


Carlson Joins RT&E Corp. 

Raymond M. Carlson has been 
named advertising and sales pro- 
motion manager of RT&E Corp., 
Waukesha, Wis., maker of trans- 
formers. He formerly was in the 
advertising department of Ekco 
Products Co. and Majonnier Bros. 
Co., Chicago. 


Two Join Rockmore Co. 

John Bradford, formerly wit 
Marshall Field & Co., has joined 
Rockmore Co., New York, as an 
art director. Rockmore also has 
named Nathan Cohn, formerly 
with Doyle Dane Bernbach Inc., 
to the production department. 


Trade News, Fur-Fish-Game, Out- 
door Life, Sports Afield and True 
Fishing Yearbook. 


Bronson Whips Reel 
Foreign Threat by 
Shifting Media Stress 


Bronson, Micu., April 5—A 
revision of advertising policy that 
shifted emphasis from consumer 
magazines to business publications 
is being given a large share of the 
credit for success in a fight for 
survival against Japanese imports 
that appears to have been won by 
the Bronson Reel Co., longtime 
manufacturer of quality fishing 
reels. 

Public credit to management and 
employes of the company was giv- 
en recently by Michigan’s gover- 
nor, G. Mennen Williams, when 
he presented a citation of merit 
for its. successful battle to stay 
alive in the face of competition 
from Japanese-made products. In 
the wings stood representatives 
of Bronson’s advertising agency, 
Jaqua Co., of Grand Rapids and 
Detroit. 

In 1957 Bronson was faced with 
the threat of being priced out of 
business. It had the choice of be- 
coming a brokerage and clearing 
house for imports, instead of a 
manufacturer, of closing shop en- 
tirely, or of fighting back. It 
elected the latter. 


= New reel designs, automated 
machinery and streamlining of 
production developed the lowest- 
price reel of its kind in America, 
called the Dart—priced to retail 
at $5.95—where it could beat the 
foreign invader. The problem was 
to attain the distribution needed to 
bring necessary volume. 

Jaqua shaped a program that 
hit heavily toward the dealers and 
wholesalers and stimulated the 
sales staff of agents. Earlier ad- 
vertising had run mainly in con- 
sumer publications, according to 
Vic Benjamin, Jaqua account exe- 
cutive. 

“Our plan worked,” said Mr. 


= . i mt 
COFFEE BREAK TILE $1.90 ppd, 
Like it or not, the coffee break is here to 
Stay, and if you can't lick ‘em, join ‘em! 
This sparkling white ceramic tile is the only 
way to prevent those inevitable spills and 
moisture rings from harming desks, papers, 
photos. 41)” square, it has an indentation 
to hold cup, is personalized with any full 
mame in black script. SO LOW PRICED, 
you'll want one for yourself, your secretary, 
the entire office force! 
Sorry, no C.0.D.'s 
Catalog included with every order 


OSSINING 22, NEW YORK 


Where market and media 


There is only one single source for the answers to 
these seven basic marketing questions— Industrial 
Marketing’s 40th Annual Market Data and 
Directory Number. Here is the starting point for 
management men— both on the advertiser and 
agency side — who are charged with the respon- 
sibility of opening new markets or developing old 
ones. It is their first choice for complete infor- 
mation on 72 major industrial and trade markets 
and the media serving them. 


Organized to coincide with the U.S. govern- 
ment’s Standard Industrial Classifications (S.I.C.), 
the Market Data and Directory shows (for each 
market): Basic Statistics—Current Trends — 
What and How the Industry Buys— Sources of 
Additional Data—Trade Association listings — 
Basic Facts about more than 2300 businesspapers. 


No wonder key men in the advertising and mar- 
keting world have come to depend on the Market 
Data and Directory Number and turn to it many 
times during the year for the facts and figures they 
need. These men can’t operate without accurate 


OVER 600 PAGES OF CURRENT 


y 


q ne 


| 


The editorial pages of the Market Data and Directory Num- 
ber contain up-to-date information which answers the basic 
questions about each of the 72 major industrial and trade 
markets comprising U.S. industry. Charts and tables high- 
light the key data. This is the type of editorial content that 
makes the Market Data issue invaluable as a planning tool. 


...at the point of planning whe 
and agency management wa 


market information and they have learned from 


experience that this issue is current, comprehen- 
sive and authoritative. 


As a result, the Market Data and Directory Num- 
ber has established acceptance and usage among 
the largest industrial advertiser audience ever 
assembled, thereby providing a platform for over 
200 trade and industrial media to tell their 
story each year. These promotion-minded busi- 
ness-paper publishers know that a space invest- 
ment in the Market Data and Directory Number 
provides year ‘round representation with the 
promise of far-reaching results. Their “tell-all” 
messages are conveniently located in the editorial 
section covering the market they serve. 


Here, then, is the most logical place for your sales 
story—at the point of planning—where your 
message and values will be seen by key men when 
they seek the answers to the seven basic questions 
of industrial markets and media. Reserve your 
space now. 


MARKET AND MEDIA DATA 


a " 


Users of the Market Data issue are looking for facts—in 
your advertisements as well as in the editorial market sec- 
tions. “Tell-all” space like this (shown in the first page of 
a data-packed insert) helps answer the important Question 
7—which media to select—by dramatically spotlighting 
complete market values. Advertisements are placed adja- 
cent to related data on the markets served. 
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| Klemtner Names Klein, Wade 

Ted Klein, public relations di- 
s rector of Paul Klemtner & Co., 
Newark pharmaceutical advertis- 
ing agency, has been appointed a 
vp. Mr. Klein joined Klemtner four 
years ago. He was formerly with 
Pharmaceutical Advertising Asso- 
ciates and Murray Breese Inc. Har- 
land A. Wade, formerly with the 
House of J. Hayden Twiss and L. 
W. Frohlich & Co., has joined 
Klemtner as an account executive. 


| Czechs to See ‘Four Just Men’ 

Independent Television Corp. 
reports that it has sold its televi- 
sion series, “The Four Just Men,” 
in Czechoslovakia, despite the fact 
that some of the episodes are anti- 
=» communist. 


NEW L.A. ADVERTISER—Air France, which inaugurated its Los Angeles 
to-Paris over-the-pole service on April 5, has entered the Los An- 
geles market with three rotating magna-faced painted boards and 
a series of 100 and 150 poster showings—all via Pacific Outdoor Ad- 
vertising. Batten, Barton, Durstine & Osborn is the agency. 


| Raytheon Division Names H&P 
| The equipment division of Ray- 
| theon Mfg. Co., Waltham, Mass., 
| has named Hoag & Provandie, Bos- 
|ton, to handle its first product ad- 
|vertising. The agency was chosen 
from among eight Boston and New 
York agencies. Hoag & Provandie 
formerly handled recruitment ad- 
vertising for the equipment divi- 
sion until the account was switched 
to Fuller & Smith & Ross, New 
York (AA, Feb. 29). 


Cron Resigns from Schubert 

John (Jack) Cron has resigned 
as president of Bernard L. Schu- 
bert Inc., New York, tv film pro- 
ducer and distributor. Mr. Cron 
will announce his future plans 
soon. 


sales begin 


dustrial advertiser 
mao know the answers to 
hese decisive questions: 


1. What current trends and develop- 
ments in the industry are note- 
worthy? 


2. What are the basic statistics— plants, 
location, sales, employment, etc.? 


3. What does the industry buy—what 
products and services, and how 
much? 


4. How does the industry buy—buying 
standards, and executives who 
specify? 


5. What sources are available for 
further detailed market information 
on specific products? 


6. What publications serve the market 
—basic facts about them? 


7. What publications are best qualified 
for schedule consideration? 


OVER 16,000 COPIES 


aquiny A10}9011g pue e}eg JOxIEW 


Among industrial advertisers, where it has more 
circulation than any other business-paper refer- 
ence book, the Market Data and Directory Num- 
ber is an exclusive source of basic market and 
media information. In the agency field its circu- 
lation is concentrated among individuals who are 
responsible for industrial advertising. Thus your 
market information is directed to the people who 
plan and buy industrial advertising. Make your 
reservation today — well before the closing date 
—and assure your message a strategic place in 
the Annual Market Data and Directory Number. 


Closing Date: MAY I0 


INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET © CHICAGO 11, 


Selling and adoeitising 1d business. and ndusiiy 


ILLINOIS 
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NBC to Pre-empt 
Old Letters 

New York, April 5—Na- 
tional Broadcasting Co. can’t 
seem to make up its mind 
whether to use the call let- 
ters of its New York stations 
to plug its parent company, 
Radio Corp. of America, or 
itself. NBC has filed an ap- 
plication with the FCC to re- 
name its New York stations 
WNBC and WNBC-TV. The 
stations have been WRCA 
and WRCA-TV for the past 
five years. Before that, they 
were known as WNBC and 
WNBT (TV). 

A New Britain, Conn., 
uhf station, which NBC sold 
to Connecticut Television 
some time ago, currently 
is assigned the WNBC and 
WNBC-TV call letters. NBC, 
however, has said that in the 
sale agreement the network 
was given the right to pre- 
empt the letters. + 


Dailies’ Linage Rose 
6.9% in February, 
Media Records Says 


New York, April 5—Media 
Records’ check of newspapers in 52 
cities shows February advertising 
linage at 209,661,474 lines, a 6.9% 
gain over linage in February, 1959. 
Linage for the first two months of 
the year totaled 421,688,715 lines, 
up 8.2% over linage in the like pe- 
riod last year. 

Biggest gains in February were 
in the automotive and classified 
advertising classifications. Auto 
linage, at 12,816,677 lines, was up 
32.9% over linage in February, ’59. 
Classified linage, at 58,100,333 
lines, showed a gain of 14.5% over 
February, ’59. 

Other gains in February were 
reported in financial (up 6.9%), 
retail (4.5%), general (6.4%) and 
total display (4.3%). # 


Nowland Sets Packaging Unit: 
Appoints Karger, Larson 

Nowland & Co., Greenwich, 
Conn., market research company, 
has set up a package develop- 
ment division under the direction 
of Karl Tietjen, exec vp. Nowland 
has named Theodore Karger, for- 
merly with the National Industrial 
Conference Board and Esquire, 
and John Larson, previously a re- 
search associate at New York Uni- 
versity, assistant research direc- 
tors. 


Two Clients Name Durey Ranck 
Elcar Fence & Supply Co. and 
Desks Inc., manufacturer of office 
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*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 


Put this record to work for you. Write. wire orga 


THE JINGLE MILL 


143 W. 5ist St., S 
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at the Ge. GATEWAY Spot TV Advertisers by Product Classification: 1959 — 
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og: | — 
Source: Television Bureau of Advertising from N. C. Rorabaugh Data — > 
Estimated Gross Estimated Gross Estimated Gross al, , 
Time Costs Time Costs Time Costs 
|... AND THIS 3 
AGRICULTURE Hand & Face Creams, Lotions 3,982,000| Cl s, Cl * 38,128,000 | - WAGWER-WAND by 
Feeds, Meals Home Permanents & Coloring 5,326,000 Floor & Furniture Polishes, 
| Miscellaneous Perfumes, Toilet Waters, etc. 1,822,000 i cain 3,540,000 F fy) 
ALE, BEER & WINE Razors, Blades .................... 2,412,000| Glass Cleaners ...... ii 659,000 i 
Beer & Ale Shaving Creams, Lotions, etc. 1,488,000 Home Dry Cleaners ............ 569,000 
i Sameera Se ye eS ee 1,725,000 B 
Miscellaneous  ............0.0cc00+ 1,531,000 Miscell cl ‘yen 544,000 
AMUSEMENTS, ENTERTAINMENT 1,019,000 
DENTAL PRODUCTS ................ 13,571,000 | HOUSEHOLD EQUIPMENT— 
AUTOMOTIVE ..........neecssessseeeeen 18,175,000 | Dentifrices ........eccc.cceeseesseeee 8,806,000; APPLIANCES .............cs0c000e005 4,971,000 
PGI Bhnecrcinscrtersecsenviase 158,000 
ne aan Mouthwashes en ot BU 3,898,000 HOUSEHOLD FURNISHINGS . 3,564,000 || 
OTVOS  neeeneeceveenernreenreeeenees ' Miscellaneous  ..................--++ 867,000 Bed : 
oe ea ae 12,143,000 s, Mattresses, Springs .... 1,785,000 
as 1,715,000 DRUG PRODUCTS .....000.00..00... 53,478,000 Furniture & Other Furnishings 1,779,000 


Trucks & Trailers ....ccccco0 a 16,655,000 | HOUSEHOLD LAUNDRY 
Miscellaneous Accessories & Hig ed > he bese PD sicatsnistnnssnicosncnsene 
IIE wchieasecccmisarecsscsinn 3,407,000 ” 10,310, Bleaches, Starches > he 
SII -cchtsarenccienemceccseccsensee 


Packaged Soaps, Detergents* 27,987,000 


BUILDING MATERIAL, EQUIPMENT, 


FIXTURES, PAINTS. ............ 2,827,000 onan i a Miscellaneous  ...............00+ 2,038,000 | WAGNER-WAND—E. R. Wagner Mfg. 
Fixtures, Plumbing, Supplies 503,000| Miscellaneous Drug Products 5,625,000 | HOUSEHOLD PAPER PRODUCTS 4,558,000/ C9. Milwaukee, is promoting its 
Materials ..........0cssseeeoseeeerens EY IIS snmecssnseccccssesssnee . 1,097,000} Cleansing Tissues new cleaner applicator, Wagner- 
i Food Wraps ............ Wand, with large space ads like 
Power Tools FOOD & GROCERY PRODUCTS 165,725,000 Napkins oe johidiepbeabnaioaaees this one in daily newspapers in 
Miscellaneous — I pccccnccecicaensscaiin Fort Wayne. 
BT OGD cccccccncccccecescce . 
CLOTHING, FURNISHINGS, Coffee, Tea & Food Drinks 36,501,000 Miscellaneous  ................00.064 
IE oss siosasisscesensoes 16,273,000! Condiments, Sauces, Appetizers 7,121,000 | HOUSEHOLD, GENERAL .......... 5,617,000 | Wagner Tests New 
Clothing Oe ae 7,919,000 Brooms, Brushes, Mops, etc. 603,000 - 
Footwear ... RIE pescesitciathicnnee 1,366,000| China, Glassware, Crockery, Cleaner Applicator 
Hosiery Dry Foods (Flour, Mixes, RING | cccsceercernccctnccsoces 941,000 re 
MiscellaneoUs re rrnnns 353,000] Rice, tC.) eennennnnn 19,489,000 | Disinfectants, Deodorizers .. 1,156,000/in Fort Wayne Dailies 
Fruits & Vegetables, Juices 9,551,000| Fuels, (heating, etc.) ............ 309,000 : 
a pena Macaroni, ieodien Chili, ete. 2,136,000 Insecticides, Rodenticides .... 1,701,000 MILWAUKEE, April 5—E. R,. Wag- 
ES a 14,765,000| Margarine, Shortenings ....  8,942,000| Kitchen Utensils 106,000 | ner Mfg. Co. currently is test mar- 
Meat, Poultry & Fish .......... 8,909,000 Miscellaneous ............. 801,000 keting a new cleaner applicator, 
CONSUMER SERVICES .......... 17,531,000 Re Ne 988,000 Wagner-Wand, in Fort Wayne. 
Dry Cleaning & Laundries .. TERED) eins Rand ............ 7,850,000 NOTIONS ............. 325,000 The company claims that Wag- 
ES Go eee ee 2,975,000| siscellaneous Frozen Foods 1,502,000 | PET PRODUCTS «...........cccsssss000 6,689,000 oe Na ge is — fog cleaner ap- 
SEE RE me 3,770,000 plicator designed for use with liq- 
Medical & Dental .............. 197,000 PON I mestorenicermn aceateend PUBLICATIONS censosensesorerenre 679,000 | id all-purpose household vd 
Moving, Hauling, Storage .. 488,000 | GARDEN SUPPLIES & EQUIPMENT 808,000 | SPORTING GOODS, BICYCLES, The product sells for $3.95 retail. 
Public Utilities 0.0.00... 7,861,000 | GasOLINE & LUBRICANTS .... 22,890,000 | TOYS ------svs-sssssssesssssneessesnnsees 4,893,000}; Wagner-Wand is being promoted 
Religious, Political, Unions 969,000 | Gasoline & Ol cccccccocccccscocons 21,449,000 Bicycles & Supplies ............ 36,000|in Fort Wayne with page and 
Schools & Colleges ............ VB5,000 | 6} Additives o.-cccccsccccceceseoosee 1,285,000; Toys & Games 1,000-line ads in the Journal-Ga- 
| Miscellaneous Services ........ 1,051, | Mii 156,000 Miscellaneous zette and the News-Sentinel. An 
expansion to other markets i - 
pommnnnce & TOILETRIES .... 52,512,000| HoreLs RESORTS, STATIONERY, OFFICE mea ne ap bo polbcrge:minaing® 9) 
| IEEEEY . stvcesubnccctsebanaseadtieas 11,844,000 | RESTAURANTS a 568,000 EQUIPMENT covcccccccescosessssesse 222,000 ard H Monk & A e 
Deodorants 5,870,000 , . p ssociates, Rock- 
eptbCOGN asnnsonnsseeneniaisee 152000 HOUSEHOLD CLEANERS, CLEANSERS, Vales eigenen 7's or ai ford, Ill., is the agency. 
Hair Tonics & Shampoos .... 10,982,000! POLISHES, WAXES* ............ 45,165,000 can & Clete Sie ae ‘381,000 


® The Wagner-Wand is made of 


B : . pe coccccccoceccccscccesccoccoscces pon plastic and has an 11%” handle, 
HSCOTHIOMOCOUS «oo... cc ccc cece eeeeeene 7 which holds a half-pint of cleaner. 
Of all the folks you see Analysis of Spot TV Activity TOBACCO PRODUCTS & The head of the applicator is a 
from ABC Cincinnati... (RA 31,490,000| sponge surrounded by a circular 
1959 1958 Cigarets brush. The entire head is replace- 
9 . . 
Time of Day Amount % Amount % Cigars, Pipe Tobacco ........ 2,330,000; able. Fluid is pumped from the 
Day $223,495,000 36.9 $182,730,000 35.7} Miscellaneous  ................ 404,000 | handle into the sponge by applying 
Night 306,406,000 50.6 273,162,000 53.4 light finger pressure. 
Late Night ............ 75,702,000 12.5 55,878,000 10.9 eam SAVE Slee The company currently is seek- 
$605,603,000 100.0 $511,770,000 100.0 ao ing a successor to Robert T. Braz- 
| Type of Activity read ier, vp and director of marketing, 
Announcements*  .. $460,706,000 76.1 $371,931,000 727| - who resigned three weeks ago. He 
Miscellaneous 37,000 
Os 64,512,000 10.7 56,825,000 eee a ; has not announced his future plans. 
| PE cccnicmsine 80,385,000 13.2 83,014,000 16.2| WATCHES, JEWELRY, 
| eee $605,603,000 100.0 $511,770,000 100.0 Panag paillentey or —— Detroit Edison Sets Big Push 
ee uae Statin a 22 000 Detroit Edison Co. has started 
ietiiiee ee tee 7 4,000 the most extensive, concentrated 
a a Bea a: Beas sesnednneeaneeesnee ‘ newspaper ad campaign in its his- 
NEW CREDIT CARD ORGANIZER Pons & NII Sccices, ceniscnincss retors tory to run through Dec. 31. The 
HOLDS & DISPLAYS 24 ,2;; CARDS! re ‘hs Project includes a series of 12 ads 
Complete With Handy Pocket-Secretary MICCHRLAMSOUS = ee ee ee 


Trading Stamps newspapers and 128 weekly news- 


| ve Transparent pockets hold 24 | Miscellaneous Products ........ 3,655,000| papers. A total of 27 one-minute 


credit cards, licenses, photos, ' Miscellaneous Stores spot commercials per week on two 
etc. SE ee Detroit radio stations also is sched- 

yy Full-size perforated expediting | *In 1959 liquid cleaners ( i. e. Lestoil) in-| uled. Campbell-Ewald Co., De- 
memo pad. |cluded in sub-class, “Cleaners, Cleansers.” | troit, is the agency. 


x Quick-flip alphabetical phone and 
address index. 


| Individual pocket for Diners’ 
| Club and Am. Exp. books. 


> 
*B. L. Schapker Market Research | yx Money compartment for bills. 


vx Ample room for business cards, 
Total ABC circulation, the largest time tables, checks, etc. 


Donnelley Promotes Three Old Dutch Gives Coupons 
Reuben H. Donnelley Corp.’s di- Old Dutch Coffee Co. is conduct- 
rectory publication division has|ing a couponing drive in 13 New 
named Charles A. Schairer, for-|Jersey counties, staggered over a 
merly general marketing services| three-week period this month, and 
manager, general sales manager|covering more than _ 1,000,000 


; + bi for national accounts, a new post.|homes. The coupons are worth 10¢ 
inna AFER-THI 
aly te Constant Aistery . . N on li ¥ Ipi Burton A. Ford Jr., formerly a|toward a 1 lb. can of Old Dutch 
267,672 © more fumbling nor fat, bulging d ; i 
. wallet! staff assistant to the regional vp,|coffee, and the drive is supported 


FREE INITIALS has been named to succeed Mr.|with local newspaper ads and 


- ; |Schairer. Daniel F. Casey, former-|stepped up tv spots. Ketchum, 
oe pam pre. fag once bingy in \ly a sales manager of the division,; MacLeod & Grove, New York, is 
with the Family Black or Sable Brown has been named a sales manager | the agency. 
| DINERS’ CLUB MEMBERS MAY CHARGE for national accounts, a new post. 
, | Your company name Mgold-embossed. Bobbie Brooks Boosts Bernard 
ROBERT K. CHANDLER Oe er a. TWO UNITS FOR PRICE OF ONE! 3 to Advertising Associates David Bernard has been named 
: Manager,General Advertising Department | ’ A Comparable $9.95 value Trio Process Corp., Elkins Park, | director of advertising for Bobbie 
ke in an || NOW only compete Pa.; Dreifus Steel Corp., Bala-|Brooks Inc., Cleveland, manufac- 
e Represented by _NOVEL MFG. CO | SPECIAL: $395 Ten Pactated Cynwyd, Pa.; and Chemolene Co.,|turer of young adult women’s ap- 
The General Advertising Department | 33 2nd Ave., Dept. C-6 | E hand “A ———- Jersey City, have appointed Ad-|parel. He was formerly director of 
SCRIPPS-HOWARD Newspapers Caw ‘Veoh 3, 68, V. ’ vertising Associates, Philadelphia, | advertising of Consolidated Trim- 
to handle their advertising. ming Corp., New York. 
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Last Minute News Flashes Sponsor Must Be 


Buchen, Marsteller Vie for Armour Chemical Unit | 

Cuicaco, April 8—Armour Industrial Chemical Co. has moved its 
account out of Foote, Cone & Belding, and is considering appointing 
either Buchen Co. or Marsteller, Rickard, Gebhardt & Reed. Armour 
and FC&B agreed it should have an industrial agency for its chemical 


subsidiary, which bills about $250,000. FC&B retains the rest of its 
Armour business. 


Even tons of bump cant make it fail 


Responsible for 
TV Show: Du Pont 


Company Must Guard 
Reputation of Its TV 
‘Product,’ Employes Told 


liar 


" — | — 
New Cooper Safety-Premium nylon .. . so 


it's even guaranteed against accidental damage” 


1 emp at 60 mph. « . 


Nicholas International Names Grant, Shaw-Hagues | 

Toronto, April 8—Nicholas International Ltd. and Nicholas of | 
| America Ltd. will consolidate all proprietary drug and veterinary | 
| product advertising in the U. S. and Canada with Grant Advertising, | 
| Toronto. Advertising, said to be running about $250,000 annually, was| WILMINGTON, DeL., April 6— 
| split among Albert Jarvis Ltd. and Paul-Phelan Advertising, Toronto,| How much responsibility does a 
and Phil Gordon Agency, Chicago. Shaw-Hagues, Chicago, will handle | 


Priced Lower 


Brower Bears 


appy Pepsi 
News to London 


Lonpon, April 8—Charles Brow- 
sr, president’ of Batten, Barton, 
Jurstine & Osborn, made his Pep- 
si-Cola-splashed debut in London 
ast night. 

More than 250 personalities from 
3ritish television, publishing and 
idvertising greeted him at a Clar- 
dges Hotel reception given by Pat 
Yolan, BBDO’s new international 
05S. 

Louder by far than the convivi- 
ality of the cocktail crowd was the 
jouble-barreled announcement of 
1ew business gained in New York 
and London. 


Mr. Brower brought news of the 
winning of the Pepsi account, 
which he estimated at $12,000,000 
see story of this event on Page 1). 

r. Dolan greeted Mr. Brower 
yith news of BBDO International’s 
irst new European account since 
he merger with Dolan, Ducker, 

hitcombe & Stewart a month 
go. This is the $600,000 Goddard 
Wax account, which is moving to 

BDO International from Colman, 
>rentis & Varley. 

Prominent at the reception party 
vere bottles of Pepsi-Cola iced in 
huge silver buckets. 

Mr. Brower said: “I, left New 
ork riding on a cloud "two hours 
fter Herb Barnet told the we had 
yon the Pepsi account. Now I ar- 
ive in London to discover we 
icked up our first big European 
ccount. Pepsi, Chrysler and God- 
ard are great companies and we 
re proud to be associated with 
hem. What could be a better wel- 
ome to England?” 


Mr. Brower was accompanied by 
Bob Foreman, exec vp in charge 
f BBDO creative services. They 
blan to meet their new staff, see 
lients and look around. 

“A little while after a merger 
ke this you naturally want to see 
ow things are shaking down,” Mr. 
Prower said. 

Asked what he thought of future 
rospects for BBDO in the interna- 
ional field, he replied: “We think 

e prospects are tremendous with 

e buildup of the common market 
nd the free trade area. If we 
idn’t think there were great pros- 
ects, we wouldn’t have staged this 

erger.” 

Mr. Dolan said he hoped the 
Pepsi account might. move to 
BBDO, London. “It’s not automat- 

,” he explained. “Each area is in- 
ependent.” 

Pepsi is distributed here by 
chweppes and bills about $350,- 


| ers; Denne has about 15. + 


U.S. ethical drug advertising, a new venture for Nicholas. 


. 
Du Pont Introduces Telar; Other Late News 
THE TIRE OF SAFETY—Cooper Tire & Rubber Co., Findlay, O., is dou- | 
bling its national ad expenditure in 1960, and will use two-color ads 
| in The Saturday Evening Post and Sports Illustrated as well as in 
| newspapers and radio and in trade publications. This ad will break 
the campaign, emphasizing the tire’s safety features, in the May 21 
issue of the Post. Maurice Mullay Inc., Columbus, is the agency. 


e Du Pont’s Telar, a new anti-freeze designed to last the life of a car, 
will be introduced with a reported “multi-million dollar promotion”’— 


| which Du Pont calls the heaviest advertising budget it has ever put 
| behind a consumer product. Advertising will begin in September with 
/an all-media push, through Batten, Barton, Durstine & Osborn. The 


company’s Zerone and Zerex also will be heavily promoted, with a 


| “plus-$1,000,000 budget.” 


| e Frank F. Morr, vp of Gordon Best Co., Chicago, for the past 15 


000. Colman, Prentis & Varley | 
handles the business. + 


Crombie Advertising | 
Invades Toronto in _ 
Buy of Denne meeney 


Toronto, April 6—Crombie Ad- 
vertising Co., a Montreal agency, | 


| is stepping up its Toronto opera-| 


tions. 

The agency has purchased A. J. 
Denne & Co., a Toronto shop, which 
was established in 1921. 

Keith B. Crombie, president of 
the Montreal agency, would not 
divulge details of the acquisition to 
ADVERTISING AGE, but trade sources 
estimate that the combined opera- 
tions of both agencies will bill 
about $2,000,000 in 1960. 

Mr. Crombie said consolidation 
of the two organizations is now un- 
der way and that all Toronto op- 
erations would be handled from 
Crombie’s local office starting on 
May 1. 


= Mr. Crombie formed his agency 
in 1948. Mr. Denne retired from the 
presidency of his agency in 1957, 
and from active participation in the 
agency’s affairs in 1959, after 50 
years in the advertising business. 

Mr. Crombie said there were no 
conflicting accounts as a result of 
the acquisition of the Denne agen- 
cy and that most members of the 
Denne staff would be 
Crombie, which has about 25 staff- 


KMTV Sets 17-Hour 
Colorcasting Day 


in Test Promotion 


Omana, April 7—April 10 will 
be color tv day for KMTYV, one of 
the most color-minded tv stations 
in the country. From sign-on to 
sign-off for 17 hours every show 
seen on the station will be in color. 

General Manager Owen Saddler 
planned this special promotion in 
cooperation with RCA and its dis- | 
tributor, Sidles Co., when it was 
learned that NBC would carry sev- 
en hours of tint television on Palm 
Sunday. The usual network color 
schedule has been augmented by 
opera, religious telecasts and a 
Hallmark special. 

The station will spend about $5,- 
000 to pre-empt the regular b&w 
shows on NBC and to substitute 
local live and film color programs. 
One of these—a fashion telecast— 
will be sponsored by the J. L. 
Brandeis department store. Sever- 
al of the shows will be partially 
sponsored by RCA and Sidles. And 
a number of RCA dealers have 
bought spots throughout the day. 
RCA’s singing spokesman, Vaughn 
Monroe, will emcee some of the 


joining | 


live specials. + 


years, has been promoted to exec vp of the agency, a new post. 


| e Louis W. Prestin, former president of Sunbeam Corp. (Canada) Ltd., 


Toronto, has been named vp and director of marketing of Sunbeam 
Corp., Chicago, a new position. Mr. Prestin will coordinate all adver- 


| tising, marketing and sales activities. 


e Anthony C. DePierro has rejoined Geyer, Morey, Madden & Ballard 
as vp and assistant to the president, a new post. He resigned from the 
agency in 1952 to join Lennen & Newell as vp, member of the plans 
board, and director of media. 


e State Mutual Life Assurance Co. of America, Worcester, Mass., will 
launch the first national ad campaign in its 116-year history this spring 
with pages in Newsweek, Time and U. S. News & World Report. Dore- 
mus & Co., Boston, is the agency. 


e Earl B. Winebrenner has resigned as ad manager of Armour Phar- 
maceutical Co., Chicago, to join Smith Dorsey division of Wander Co., 
Chicago, as ad manager He succeeds Dave Sanders, who has been pro- 
moted to marketing manager, with headquarters in Lincoln, Neb. 
Harvey Giss, formerly market research director, succeeds Mr. Wine- 
brenner. Smith Dorsey currently is marketing a new medicine for 
intestinal gas, Kanulase, and has assigned it to Jordan, Sieber & Cor- 
bett, Chicago. Kanulase is being promoted in 24 medical publications. 


e Canadian Industries Ltd., Montreal, and its agency, Cockfield, 
Brown & Co., have decided to go separate ways after a 15-year asso- 


ciation. The company began moving its account out of Cockfield about 
two years ago, when if lodged the Treylene Fibre account, estimated at 
$500,000 a year in billings, at Grey Advertising. The company now is in 


the process of withdrawing its corporate advertising account from 
Cockfield and will move its other divisions before the end of the year. 


It is estimated that the industrial accounts are worth about $225,000 in 


billings. 


e American Machine & Foundry’s bowling products group has 


launched a $300,000 to $500,000 campaign in 60 newspapers to promote 
league bowling. Four different 840-line b&w ads, some offering free 
bowling lessons, will be used in the drive, to run through autumn. At 
some time all AMF bowling centers in a city will be listed in ad. Al- 
ley proprietors will be encouraged to tie in. Cunningham & Walsh, New 


York, is the agency. 


e This Week Magazine, as reported exclusively in ADVERTISING AGE’s 
Nov. 9 issue, will publish a special monthly supplement on the beauty 
and fashion field, starting May 15. The first issue, a 10-page section 
called American Beauty, will go to This Week’s full 13,000,000 circula- 
tion and will carry cosmetics and fashion ads. Ad rates are the same 
as This Week’s—$39,300 per b&w page. 


e American Motors Corp., as part of a new expansion program, has 
promoted Fred W. Adams, director of advertising and merchandising 
for the past four years, to the post of sales manager of the automotive 
sales division in Detroit. His new duties include management of field 
sales, dealer development and retail manpower development. Mr. 
Adams succeeded Virgil E. Boyd, who was named director of sales 
operations. The ad manager’s functions will be taken over by Albert E. 
Tracey and George R. Browder, formerly regional managers, whose 
titles will be assistant sales manager. 


e Rival Packing Co., Chicago, is reevaluating its ad program for Rival 
dog food and has been talking with at least three agencies—Campbell- 
Mithun; Doyle Dane Bernbach Inc. and Needham, Louis & Brorby. 
Guild, Bascom & Bonfigli currently handles Rival, which bills more 
then $1,000,000. 


e Oliver Corp., Chicago, has postponed indefinitely meetings with 
eight agencies, which were to start this week. The postponement re- 
portedly was caused by high-level personnel changes. Oliver announced 
three weeks ago that it was reviewing its ad program for agricultural 
and construction machinery, which bills about $1,000,000 and currently 
is handled by Buchen Co. (AA, March 14). Agencies, in addition to 
Buchen, which were to make presentations included Biddle Co.; Camp- 
bell-Ewald; Compton Advertising; Fuller & Smith & Ross; Jaqua Co.; 
Marsteller, Rickard, Gebhardt & Reed and Waldie & Briggs. 


e Bruce Friedlich has resigned as an account executive of Frank Vos 
& Co., New York, to open his own advertising and pr agency at 12 E. 
44th St. Moving from Vos agency with Mr. Friedlich are two accounts, 
Shearson, Hammill-& Co. and First Investors Corp., with combined 
billings estimated at about $200,000. Also joining the Friedlich agency 
are two former-Vos account men, Kenneth Sleeper and Alan Rosen- 
berg. Mr. Friedlich told Apvertisinc AGE that his agency is starting out 
with billings “slightly under” $1,000,000. Mr. Vos said Mr. Friedlich’s 
departure from his agency was under “amicable” circumstances. 


| Sponsor have for what goes in his 
|television show? Plenty, if you 
|take the word of E. I. du Pont de 
Nemours & Co. 

In an editorial in “Better Liv- 
|ing,” the Du Pont employe maga- 
| zine, the company comes out flatly 
for sponsor responsibility, head- 

ing its editorial, “A Word with 
| Our Sponsor.” 

The editorial notes that a ma- 

| jor industrial company recently 
| became a patron of the arts by 
|}underwriting a quality tv series, 
and reaped applause, both for its 
\sponsorship and for its statement 
ithat “no interference” would be 
exercised with the theatrical con- 
| tent. 
This is a reference to the Stand- 
jard Oil Co. (New Jersey) spon- 
sorship of “The Play of the Week” 
on WNTA-TV, New York, through 
Ogilvy, Benson & Mather. 


| 


e “We trust this generous gesture 
will be rewarding to both spon- 
sor and public, but we wonder a 
little, in the light of recent tv 
disclosures, just where the re- 
sponsibility for tv fare may lie if 
not with the sponsor under whose 
auspices it is presented,” the 
Du Pont editorial says. 

“The answer to this question is 
not academic theory. It is pro- 
vided not by any arbiter of ethics, 
but by the parties most immedi- 
ately concerned. As a tv sponsor 
of some prominence, our compa- 
ny is experienced in the field, and 
while we have had little occasion 
to spar seriously with anyone 
about what was to be presented, 
we certainly can testify as to who 
gets the protests when some error 
of judgment or fact creeps into 
the proceedings. When the tele- 
vision audience is annoyed, its 
peeve comes through loud and 
clear, directed not to the writers 
lor the actors concerned, but 
\straight to headquarters. It’s then 
\that the public wants A Word 
with Our Sponsor. 


s “The accountability of the spon- 
sor is thus clear enough to the 
public, and cannot be wholly de- 
posited elsewhere. Regardless of 
who else is around when you go 
calling in someone’s home, you 
and no one else are held liable for 
your behavior while you are there. 
You can’t escape by pointing to 
the fellow who arranged the visit 
and say, ‘I’m with him.’ And it 
seems to us that the tv field has 
suffered not through too much ac- 
_ceptance of responsibility, but of 
| too little,” the Du Pont statement 
continues. 

“Recently, tv writers in testi- 
mony upbraided sponsors who de- 
clined to permit shows. character- 
ized by ‘violence’ and ‘depressing 
atmosphere.’ Is this just grounds 
for criticism? It seems to us that 
sponsorship by its very nature 
assumes full responsibility for 
public affront. 


s “Our company, and all 86,000 
of us who comprise it, are pretty 
careful about the quality of goods 
we put out bearing our label. If 
it’s a Du Pont product, you know 
that you can depend upon it and 
that the company is exercising all 
possible diligence to insure its 


reliability. Du Pont can hardly be 
any less attentive to the product 
it presents on your tv screen.” + 
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McGraw-Hill Chiefs Tell Publishing 
Problems Here and Abroad at Meeting 


(Continued from Page 1) 
now and then someone has to 
make a simple human decision.” 


4. Size—“Can we grow in capac- 
ity to match our bulk?” 

The challenges, he said, are 
more than matched by the op- 
portunities. 


s The scope of the opportunities 
were sketched by Dexter M. Keez- 
er, vp and director of economics, 
who noted such encouraging signs 
as: An indicated 47% growth in 
gross national product in the next 
decade, a rising international mar- 
ket (with Latin America leading 
with 60% increase), a 19% popula- 
tion growth, a 38-hour work week 
in 1970, matched by a reduced 
power cost to compensate for ris- 
ing labor costs. 

He also noted that 12% of manu- 
facturers’ sales were achieved on 
products in 1959 which didn’t exist 
in 1956, and he believes that 30% 
of 1970 sales will come from prod- 
ucts not produced in 1960. In a fa- 
miliar note, he stressed what 
changing depreciation allowances 
can do for the capital expenditures 
market in new equipment. He not- 
ed that the percentage of compa- 
nies with advance planning of 
three years or more had more than 
quadrupled between 1949 and 1959, 
from 20% to 90%. 


s Curtis G. Benjamin, president 
of McGraw-Hill Book Co., de- 
scribed the scope of the company 
(now the second largest in the 
business, publishing 400 titles a 
year in four divisions) and held 
out a bright future in an era which 
may see 50% of high school grad- 
uates go to college, and the num- 
ber of engineers rise 70%. He 
noted the four encyclopedias now 
published by the company, and 
said it might be 40 by the end of 
the decade. He said a music book 
division, a division for religious 
books, and one for books on law 
were possibilities in the near fu- 
ture. 


# Moorhead Wright, manager-op- 
erations, GE’s Management Re- 
search & Development Institute, 
stressed the rise of management 
development, cited the 80,000 exec- 
utives who go through the Amer- 
ican Management Assn.’s seminars 
each year, and the GE school which 
has handled 1,273 executives in 
three years, for courses of from 
nine to 13 weeks, in which the 
student body averages 44 years of 
age and $30,000 a year in income, 
and which costs GE $750,000 to op- 
erate. 

He repeated his familiar warn- 
ing that all development is self- 
development, not training; that 
all development is individual; that 
a development plan has to be uni- 
versal, and that its greatest ap- 
plication is on the day-to-day job 
level. 


s On the international front, the 
meeting heard transcribed reports 
from McGraw-Hill bureau chiefs 
around the world, and saw a new 
film called “Cable Address, Mc- 
Graw-Hill,” which will be used 
by sales forces shortly. A dialog 
between Paul R. Miller, editor of 
International Management Digest, 
and George Browne, editor of 
Ingenieria Internacional Industria, 
was calculated to bring out the 
opportunities for business papers 
in world trade. For instance: In 
1952, only about 1,500 of the com- 
panies listed on the New York 
Stock Exchange had overseas op- 
erations and subsidiaries—in 1959, 
an estimate is 2,400. International 
sales are zooming—Caterpillar 
Tractor’s international business is 


See 


now 35% of total, Gardner-Den- 
ver’s international percentage is 
31%, and it’s 25% for Internation- 
al Harvester, and Pfaudler-Per- 
mutit’s international business has 
grown 318% since 1953. Also, Min- 
nesota Mining & Mfg. interna- 
tional sales jumped from $20,000,- 
000 in 1952 to $92,000,000 in 1959, 
and National Cash Register’s from 
$51,000,000 in 1950 to $159,000,000 
in 1959. 


# An international sales panel of 
Russ Anderson, Metalworking 
Production, London; Edward E. 
(Bud) Schrimer, European district 
manager, London; Stanley Kimes, 
north continental manager, Frank- 
furt; Malcolm Thiele, London, 
and Edward Murphy, London, with 
Eugene E. Weyeneth, publisher of 
international publications, sur- 
veyed the sales scene abroad. Per- 
haps the most interesting report 
was that of Mr. Kimes: Advertis- 
ing in Germany has quadrupled 
since 1952, and is now $600,000,- 
000. About 86% is in print media, 
the remainder in radio, outdoor, 
cinema and tv. In 1957 there were 
400,000 tv sets in Germany; today 
there are 4,000,000. It has pro- 
duced a severe shortage of ad- 
vertising personnel—J. Walter 
Thompson in Frankfurt has gone 
from 57 to 400 employes in a hand- 
ful of years. Mr. Weyeneth men- 
tioned the addition of “internation- 
al edition” to covers of publications 
going outside the U.S. and Canada, 
citing Chemical Week and Elec- 
tronics. He said Johnston Publish- 
ing would launch International 
Electronics in the fall. 


e An editorial panel of Elmer 
Tangerman, editor of Product En- 
gineering, as moderator, and com- 
posed of Waldo G. Bowman, Engi- 
neering News-Record; Jerome D. 
Luntz, Nucleonics; Alvon W. 
Knoerr, Engineering & Mining 
Journal, and William E. Vannah, 
Control Engineering, covered prob- 
lems of selection, editing, writing, 
the development of “splinter” 
magazines and the future of tech- 
nical magazines. 

On the news front, a _ panel 
moderated by Edgar Grunwald, 
Purchasing Week, and composed 
of Robert B. Hotz, Aviation Week; 
Kenneth Kramer, Business Week; 
Ralph Schulz, Chemical Week; 
and Glenn Bayless, Washington 
office, commented on problems of 
business news reporting, with Mr. 
Kramer observing tartly that 
newspapers had defaulted their 
responsibility in business news 
reporting, and _ asserting that 
“scraps” appeared in news mag- 
azines. 


s A publisher panel composed of 
Elliott Bell, Business Week; Don- 
ald C. McGraw Jr., Coal Age and 
Engineering & Mining Journal; 
Donald White, Factory and Textile 
World, and George H. Reppert, 
American Machinist Metal Work- 
ing Manufacturing, discussed 
problems and proofs of leadership, 
with major emphasis on editorial 
scoops and achievements of the 
business papers on which they 
worked. The panel was moderated 
by George C. Tenney, vp. 

A panel on advertising measure- 
ment moderated by Bayard Saw- 
yer, associate publisher of Business 
Week, investigated new approaches 
to standards of advertising effec- 
tiveness. 

Malcolm A. McNiven, advertis- 
ing research manager of E. I. du 
Pont de Nemours & Co., described 
his efforts in operations research 
testing a two-and-a-half-year 
| project aimed at finding out how 
|much to spend on advertising to 
maximize profits and how adver- 
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‘TATERS—General Mills, Minneapolis, is introducing in some markets 
two new Betty Crocker potato products—scalloped potatoes and au 


gratin potatoes. Introductory ads, 


including color pages, are slated 


for dailies, This Week Magazine and independent Sunday supple- 
ments. Knox Reeves Advertising is the agency. 


tising should be allocated geo- 
graphically. 

He described methods used to 
isolate elements in the marketing 
and the construction of a model 
aimed at predicting changes in 
share of market. 

Results are not yet available but 
it is hoped Du Pont can ultimately 
say that for a product in specified 
markets “X dollars of advertising 
resulted in XY dollars of profit.” 


# John C. Spurr, director of re- 
search for McGraw-Hill, described 
progress in studies of recognition 
as a measure of advertising effec- 
tiveness and summarized: (1) It 
cannot be demonstrated conclu- 
sively that changes in recognition 
are followed by changes in sales 
although it seems likely; (2) 
changes in space advertising cause 
changes in recognition; (3) if it can 
be demonstrated that change in 
recognition due to advertising 
makes a change in sales “we will 
have gone a long way to measure 
advertising effectiveness.” 


# Milo Ziegenhagen, manager of 
advertising and marketing promo- 
tion for Worthington Corp., an- 
nounced two forthcoming IARI 
studies on analyses of advertising 
readership studies and a study of 
techniques and standards of mailed 
readership studies. 

Mr. Ziegenhagen described ef- 
forts to measure the whole adver- 
tising program beginning -with 
measurement of individual parts 
and including personal selling pro- 
motion and advertising consumer 
education programs and publicity. 
He advocated a “total marketing 
plan” which he believes is “basic 
to making our advertising effec- 
tive.” 


= George M. Robertson, manager 
of advertising administration and 
research for the GE apparatus 
sales division, described his com- 
pany’s “verified inquiry” program 
in which a rapid and detailed fol- 
low-up system helps to convert 
inquiries to sales contacts. He re- 
ported that in one year 138,000 in- 
quiries are handled, most of which 
come from news releases (more 
than half), followed by space ad- 
vertising (amount not specified). 
Trade shows account for 7,600 in- 
quiries; letters, not traceable to any 
source of stimulation, account for 
15,600 or 11%, and direct mail 
5,700 or 4%. 

He explained that while only 
1.3% of verified inquiries were 
developed from 138,000 inquiries, 
the results were spectacular. 


a A panel on advertising manage- 
ment was moderated by Wallace F. 
Traendly, senior vp, and included 
Richard Koehler, LeRoi division, 
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Westinghouse Air Brake Co,; 
Charles Murphy, Olin Mathieson 
Chemical Corp., and. Ralston B. 
Reid, General Electric Co. 

The panel evidenced agreement 
on (1) long-range planning; (2) 
on avoiding historical percentages 
in setting budgets; (3) that edi- 
torial excellence is the top quality 
in a business paper, but is infre- 
quently stressed by advertising 
salesmen, and (4) that salesmen 
generally do a good job. 

Both Mr. Murphy and Mr. Koeh- 
ler said corporate campaign ad 
funds were not taken from divi- 
sions and product advertising 
budgets in their companies. 


s A panel on creating advertising, 
moderated by Shelton Fisher, sen- 
ior vp, included Anthony C. Chev- 
ins, Cunningham & Walsh; Wil- 
liam A. Marsteller, Marsteller, 
Rickard, Gebhardt & Reed, and 
Walter Weir, Donahue & Coe. 

The panel evinced low regard 
for brainstorming, expressed var- 
ious views on how to get copy tal- 
ent (Mr. Marsteller said candidly 
his agency gets talent from Gen- 
eral Electric), and also expressed 
the hope that business paper sales- 
men would encourage clients to let 
successful running campaigns con- 
tinue and discourage changes (Mr. 
Chevins said the client apparently 
feels the agency is too lazy to pro- 
duce a new campaign). 

Asked about gimmicks, Mr. Weir 
said the gimmick school was giv- 
en an impetus by the Hathaway 
and Marlboro ads. 

Mr. Marsteller ripped inserts 
and pop-ups, saying he thought 
there was a danger of publications 
becoming “a mass carrier of gim- 
mick direct mail, junk mail; these 
dtstroy the editorial function.” He 
noted that Scientific American has 
announced a no-insert policy. + 


Honegar Promotion Dropped 

B. T. Babbitt Co., New York, 
took a page in Supermarket News 
April 4 asking its retailers to des- 
troy all Honegar promotional ma- 
terials referring to the book, “Folk 
Medicine.” The company said it 
was doing the same and told deal- 
ers that the Honegar seizure by 
the Food & Drug Administration 
(AA, April 4) was because of the 
promotional material and there 
was no question about Honegar 
purity. 


PRSA Compiles PR Books List 

A total of 33 titles of books deal- 
ing with public relations are in- 
cluded in a revised selected list 
issued by the Public Relations So- 
ciety of America, New York. The 
annotated list, “Public Relations in 
Print,” can be obtained without 
charge from PRSA headquarters, 
375 Park Ave., New York. 
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ANPA Raps P.O. 
Talk of ‘Subsidy’ 
to Newspapers 


New York, April 7—The U. § 
Post Office Department had it 
knuckles rapped this week by th 
American Newspaper Publisher: 
Assn., which said its members ar 
“outraged over repeated charges 
that they are being subsidizec 
through present second class mai 
rates.” The ANPA labeled the 
charges an “irksome occurrence.” 

Ralph Nicholson, chairman o 
ANPA’s postal committee, issuec 
a statement lambasting the Pos 
Office for failure to comply wit 
the Postal Policy Act, put throug 
by Congress in 1958. 

As interpreted by the ANPA i 
its statement, the act provides tha 
additional expenses of “publi 
services” rendered by the Post Of 
fice be defrayed by specific appro 
priation. 

Instead, Mr. Nicholson charged 
the department has proposed addi 
tional increases on some classes 0 
mail “far above cost of handling 
same, in order to offset allege 
losses in serving other users.” This 
shows that the Post Office “agai 
fails to compute soundly the cos 
of its public service activities,’ 
ANPA said. 


s “Why sound management, whic 
includes fairness to the public i 
serves, has not long since replaced 
confusion and distortion seems al 
most inconceivable,” ANPA contin 
ued. “One of the long existent in 
equities is the charge of subsidy 
against newspapers, in spite of th 
oft repeated declaration from dai 
lies that they want no subsidy and 
believe they receive none.” # 


KSAN Hits Disk 
Jockey in $200,000 
Suit; Charges Payoleo 


San Francisco, April 5—KSA 
has sued George Oxford, disk jock 
ey, and 10 unnamed corporation 
for $200,000 because of allege 
“payola.” 

The radio station complains tha 
it hired Oxford on July 1, 1955 
at $250 a week under an agreemen 
that he would not accept outsid@ 
fees for work performed for KSAN 
but that he has allegedly been paid 
$40,000 since then for playing rec 
ords owned or distributed by thé 
unnamed corporations. 

Mr. Oxford termed the suit “ri 
diculous” and denied receiving 
$40,000. He added that “it was un 
derstood that I was in the record 
business when I joined KSAN i 
1955.” 

David Wendel, attorney for M 
Oxford, asserted that “before weé 
knew of this suit, a certified lette 
was sent to KSAN notifying thd 
station that Mr. Oxford would 
leave next July 1 to join KDIA i 
Oakland.” 


a The KSAN suit asserts that thé 
time “used in promoting records 
is worth $200,000 at commercia 
rates and is the sum owed the sta 
tion. 

The station also has filed a dam 
age claim contending that Mr. Ox; 
ford had worked for KSAN long 
enough to establisn the namé 
“Jumpin’ George” as a “valuabl 
trade symbol” and that KDIA had 
hired Mr. Oxford “knowing he haq 
a contract with KSAN.” 

The station is seeking a restrain} 
ing order to prevent KDIA fron 
using the name “Jumpin’ George 
in advertising, solicitation of spon 
sors, or in broadcasting. KSAN als 
asked $100,000 in damages fro 
Mr. Oxford and $150,000 fro 


KDIA. # 
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| Marketers Neglect 


‘Packaging Wares, Montgomery Says 


(Continued from Page 4) 
veniences and gimmicks which are 
highly attractive and which will 
return much larger sales but not 
always at a price which will cover 
the added cost,’ Mr. McNown 

said. 
je 


}® In another talk, Arthur W. Ev- 
fers, vp in charge of advertising 
jand sales promotion, Kirsch Co., 
fSturgis, Mich., said Kirsch has been 
icarrying the entire education bur- 
iden for the window covering drap- 


lery hardware industry through its 
Inational consumer advertising. 

| Kirsch manufacturers, adver- 
jtises and sells drapery hardware. | 
[The company’s annual advertising | 
budget for national, consumer and | 
ftrade publications is $500,000, | 
about 2% of sales. Window drap- | 
ery hardware is a $65,000,000 in- | 
fdustry wholesale, he said. 


fe F. W. Priess, manager of prod- 
fuct and package design for Mont- | 
Ward & Co., described 
packaging changes the company | 
is undergoing. 

This is a definite change for 
Montgomery Ward since it dis- 
carded its former management 
policy of saving for a rainy day. | 
In the past, AMA packaging con- | 
ferences have occasionally been a | 
ield day for Sears, Roebuck & Co. 

ow Montgomery Ward has joined 
he contemporary packaging fray. 


igomery 


= Among new products or pack- 
ages displayed by exhibitors at the 
show were: 


e Tide detergent with Day-Glo| 
fluorescent color by Switzer Bros. | 


© Heinz ketchup, in a single-serv- | 
ing pouch of polyethylene cello- | 
Shane and foil produced by Forbes 


Lithograph Co. 


Markers mark scotch with a| 
ear strip tape by Minnesota Min- | 
ing & Manufacturing Co. 


Fanny Farmer candy, in a cel- 
ophane and polyester double wall | 
bag for supermarkets by Du Pont. 


A slide-top package for Viceroy | 


ilter cigarets, which includes a| 
ull-tape to lift out the first cig- 
aret, by American Machine & 
oundry Co. 


Piel beer, in an aluminum, foil- | 
overed carton, by Reynolds Met- | 
hls Co., which keeps beer cold for | 
everal hours. 


Haffenreffer and Esslinger beers, | 
n a stay-cold carton by Alcoa. 


The Hollingsworth & Whitney 
ivision of Scott Paper Co. intro- 
uced an extensive paper with a| 
‘two-way stretch” for heavy duty | 
packaging, called Expanda-Kraft. | 
t was demonstrated by the com- | 
any and its agency, Ketchum, | 

acLeod & Grove by luring John- | 
ny Unitas of the Baltimore Colts | 
or two days and $750 to throw a 


UST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
ap oe too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


| ae Lille Mop tx 


431 S. Dearborn St. * Chicago 5, Illinois | 
| 


Women's Views 


football at it. 

A similar paper was introduced 
a few years ago by West Vir- 
ginia Pulp & Paper under the 
trade name, Clupak. # 


Dodge Cuts Welk Time in Halt 

Dodge division of Chrysler Corp., 
Detroit, has cut its sponsorship of 
ABC-TV’s “Lawrence Welk Show” 
for the 1960-61 season. Although 
the car maker has been full spon- 
sor of the show this season, it has 


jrenewed for only 26 alternate | 


1M] | weeks next fall. The Dodge order | 


was placed through Batten, Bar- 
ton, Durstine & Osborn. The other 
half of the Welk show remains un- 
sold. 


Flood to Chicago Show Printing 

William E. Flood has joined 
Chicago Show Printing Co., Chi- 
cago, as creative director of its 
eastern division. The appointment 
is part of the company’s expansion 
program for its creative services 
in the point of sale and merchan- 
dising promotion field. Mr. Flood, 
who will be headquartered in 
New York, was formerly execu- 
tive art director at Einson-Free- 


man Co., Long Island City. 


DO YOU WANT TO SELL YOUR PRODUCT 
TO SUPERMARKETS AND FOOD CHAINS? 


A national sales organization with a proven record in the profitable 
merchandising of food and non-food items through supermarkets 
and food chains coast-to-coast offers a distinctive selling service— 
unique in scope and unusual in its approach to the marketing dollar. 


Thoroughly experienced in marketing tactics and strategy, sales 
promotion and sales management, we have an intimate knowledge ¥e 
of major markets plus a wide valuable acquaintance among the top 
food trade people across the country. In short, we know how to go 
out and get the orders. 

Interested agencies and manufacturers may write for further de- 
tails to: 

Box 132, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


= = 


Monsen Typographers, Inc., 2 East Illinois Street, Chicago 11 / 960 West 12th Street, Los Angeles 15 
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25 Oldtimers; Only 17 Rookies... 


It's Spring Training Time; Sponsors 
Loosen Up Arms for Contract Signing 


Veterans (Including Many 


a Brewer) Jam Dugout as |. 


‘Play Ball’ Call Sounds 


New York, April 7—The num- 
ber of advertisers which have re-_ 
mained loyal to the great Ameri-| 
can game of baseball represent| 
quite an impressive list. From a| 
total of 42 sponsors lined up to} 
date as backers of radio and tv} 
coverage of major league baseball | 
games during the 1960 season, 38 | 
have made an appearance at least 
twice in the past three seasons. | 
Of these, 25 have been going out) 
to the ball game for the past three | 
consecutive seasons—several of | 
them for a much longer period. 

Brewers represent by far the 
largest single category of adver-| 
tiser baseball fans, with 16 in-| 
cluded in the 1960 lineup so far. | 
Oil companies comprise the second 
heftiest group of spenders, with 
eight falling into this category. 
There are six sponsors among 
banking and finance groups, and 
five tobacco companies qualify as 
baseball sponsors. 

Various groups of Ford dealers 
have been included in the roster, 
the New England dealers being 
the most consistent recently, going 
along for at least the past three 
seasons. Making an appearance this 
season are the Allegheny County 
(Pa.) dealers; baseball in 1959 
had the backing of the Washington 
group and the year before the Ford 
men of Ohio made an appearance 
in the lineup. 


= Color tv coverage is one of the 
highlights of the 1960 season, with 
WGN-TV, Chicago, leading the 
league in this respect. WGN-TV 
will colorcast the full schedule of 
the Cubs’ home games and about 
half the road games in color. The 
Chicago station also will carry 43 
of the White Sox home games in 
color. WLW-T, Cincinnati, plans 
to colorcast 23 of the Redlegs’ 
home events. 


American League 


Chicago White Sox 

Television: WGN-TV (no station 
feed), 43 home games (in color), 
12 games away. Sponsors: Okla- 
homa Oil (Needham, Louis & Bror- 
by), %; Hamm Brewing (Camp- 
bell-Mithun), 4. 

Radio: WCFL (fed to 60 sta- 
tions), all games. Sponsors: Gen- 
eral Tire & Rubber (D’Arcy), %4; 
Anheuser-Busch (D’Arcy), %4; 
General Cigar (Young & Rubi- 
cam), %; General Finance (Gor- 
don Best Co.), %. 


Cleveland Indians 

Television: WEWS (fed to 2 sta- 
tions), 56 games. Sponsors: Carl- 
ing Brewing (Lang, Fisher & Shas- 
hower), %; Standard Oil, Ohio 
(McCann-Erickson), 4%; Central 
National Bank (Fuller & Smith & 
Ross), 4%. 

Radio: WERE (fed to 45 sta- 
tions), all games. Sponsors: Carl- 
ing Brewing (Lang, Fisher & Stas- 
hower), %; Society National Bank 
(Griswold-Eshleman), %, %; 
Richman Brothers Clothes (Lang, 
Fisher & Stashower), 1/6. 


New York Yankees 

Television: WPIX (fed to 2 to 4 
stations), 77 home games, 49 games 
away. Sponsors: Ballantine (Esty), 
%; R. J. Reynolds (Esty), %. 

Radio: WMGM (fed to above 40 
stations), all games. Sponsors: 
Same as tv in N.Y.C.: Outside 
N.Y.C.: Ballantine (Esty), %; At- 


lantic Refining (Ayer), %. 


Detroit Tigers 
Television: WJBK-TV (fed to 8 
ations), 24 home games, 18 games 
away. Sponsors: Stroh Brewery 
(Zimmer, Keller & Calvert), %; 
Speedway Petroleum (Doner & 
Co.), %. 

Radio: WKMH (fed to 50 sta- 
tions), all games. Sponsors: Same 
as tv. 


Boston Red Sox 

Television: WHDH-TV (fed to 5| 
stations), 55 games. Sponsors: | 
Narragansett Brewing (Cunning- 
ham & Walsh), 4%; Ford Dealers 
N. E. (J. Walter Thompson), 4; 
Atlantic Refining (Ayer), 1/6; 
R. J. Reynolds (Esty), 1/6. 

Radio: WHDH (fed to 40 sta- 
tions), all games. Sponsors: Nar- 
ragansett Brewing (Cunningham 
& Walsh), %; Ford Dealers N. E. 
(J. Walter Thompson), %; Atlan- 
tic Refining (Ayer), %. 


Baltimore Orioles 

Television: WJZ-TV (fed to 3 or 
4 stations), 11 home games, 36 
games away. Sponsors: Hamm 
Brewing (Campbell-Mithun), %; 
Numerous other sponsors, 2. 

Radio: WBAL (fed to 38 sta- 
tions), all games. Sponsors: Same 
as tv. 


Kansas City Athletics 

Television: WDAF-TV (no sta- 
tion feed), 30 games away. Spon- 
sors: Schlitz Brewing (Majestic 
Advertising), 4%; Two other spon- 
sors (% each), contacts not signed 
at deadline. 

Radio: WDAF (fed to 6 stations), 
all games. Sponsors: Schlitz Brew- 
ing (Majestic Advertising), 1%; 
Skelly Oil (Bruce B. Brewer & 
Co.), %; Open, . 


Washington Senators 

Television: WTOP-TV (no sta- 
tion feed), 24 games. Sponsors: 
National Bohemian (Doner & Co.), 
44; General Cigar (Young & Rubi- 
cam), 2/9; General Mills (Knox 
Reeves), Colgate-Palmolive (Ted 
Bates) and Household Finance 
(Needham, Louis & Brorby), each 
1/9, and 1/9 still open. 

Radio: WTOP (fed to 12 sta- 
tions), all games. Sponsors: Na- 
tional Brewing (Doner & Co.), 44; 
Maryland & Virginia Milk Pro- 
ducers Assn. (M. Belmont ver 
Standig), Chevrolet (Campbell- 
Ewald), Guardian Maintenance 
(D. P. Brother), Washington Post 
Newspapers (Robert M. Gamble 
Jr. Inc.), Briggs Meat Co. (Kal, 
Ehrlich & Merrick) and Bruce 
Hunt Ine. (Abramson Advertis- 
ing), each 1/9. 


National League 


Los Angeles Dodgers 

Television: KTTV (no station 
feed), 11 games away with Giants. 
Sponsors: Union Oil (Young & 
Rubicam) %; American Tobacco 
(Gumbinner), %. 

Radio: KFI (fed to 18 stations), 
all games. Sponsors: Same as tv. 


Milwaukee Braves 

Television: None. 

Radio: WEMP (fed to over 50 
stations), all games. Sponsors: 
Miller Brewing (Mathisson & As- 
sociates), 4; Clark Oil & Refining 
(Tatham-Laird), %; American 
Tobacco (Gumbinner), %. 


San Francisco Giants 
Television: None. 
Radio: KSFO (fed to 14 stations), 
all games. Sponsors: Falstaff 
Brewing (Dancer-Fitzgerald-Sam- 


AWARD HONOR— 
The Broadcast 
§ Executives. Club 
| of New England, 
Boston, will name 
its annual schol- 
arship for stu- 
dents of broad- 
casting in honor 
of the late Harold 
E. Fellows. Here 
Kay Chille, club 
president and vp, 
Nona L. Kirby 
Co., station rep- 
resentative, and 
Myron L. East- 
wood, club secre- 
tary and general 
manager, Hoag & 
Provandie, sign 
scroll naming the 
scholarship. The 
scroll will be 
presented to Mrs. 
Fellows. 


ple), %; American Tobacco (Gum- 
binner), %4; J. A. Folger (Fletcher 
Richards, Calkins & Holden), %. 


Pittsburgh Pirates 

Television: KDKA-TV (fed to 2 
stations), 30 games. Sponsors: At- 
lantic Refining (Ayer), 4; Pitts- 
burgh Brewing (Ketchum, Mac- 
Leod & Grove), %; Ford Dealers 
of Allegheny County (J. Walter 
Thompson), 4. 

Radio: KDKA (fed to 23 sta- 
tions), all games. Sponsors: Same 
as tv. 


Chicago Cubs 

Television: WGN-TV (no station 
feed), 77 home games (in color), 5 
games away (2 in color). Spon- 
sors: Oklahoma Oil (Needham, 
Louis & Brorby), 4%; Hamm Brew- 
ing (Campbell-Mithun), %. 

Radio: WGN (no station feed), 
all games. Sponsors: Oak Park 
Savings (Connor Associates), 4; 
Phillips Petroleum (Lambert & 
Feasley), 1/6; G. Heileman Brew- 
ing (McCann-Erickson), 1/6; 
Open, 4. 


Cincinnati Redlegs 
Television: WLW-T (fed to 5 
stations), 23 home games (in 
color), 27 games away, 3 to be 
determined. Sponsors: Hudepohl 
Brewing (Stockton-West-Burk- 
hart), %; Standard Oil, Ohio 
(McCann-Erickson), %; Colgate- 
Palmolive (Ted Bates), 1/6. 
Radio: WKRC (fed to 50 sta- 
tions), all games. Sponsor: Burger 
Brewing (Midland). 


St. Louis Cardinals 
Television: KPLR-TV (no sta- 
tion feed), 40 games away. Spon- 
sor: Anheuser-Busch (Gardner). 
Radio: KMOX (fed to 80 sta- 
tions), all games. Sponsor: Same 
as tv. 


Philadelphia Phillies 
Television: WFIL-TV (fed to 2 
stations), 61 games. Sponsors: At- 
lantic Refining (Ayer), %; Bal- 
lantine (Esty), %; Bayuk Cigars 
(Wermen & Schorr), 1/6; Tasty 

Baking (Aitkin-Kynett), 1/6. 
Radio: WFIL (fed to 27 stations), 
all gamés. Sponsors: Same as tv. # 


Canadian Supreme Court 
to Rule on Loblaw Stamps 

“Lucky green” trading stamps 
have been dumped into the lap of 
the Canadian Supreme Court for a 
ruling as to their legality. Loblaw 
Groceterias Co. Ltd., Winnipeg, 
has received the go-ahead from the 
Manitoba court of appeal after it 
recently lost a petition against a 
fine of $25 in magistrate’s court 
(AA, March 21). 

The fine was imposed last fall 
when city police visited a company 
store, bought a 69¢ item and were 
given six stamps. Police testified 
they were unable to redeem any 
items listed in a catalog. 


Rep. Celler Cites 
Achievements of 


Radio, TV Stations 


(Continued from Page 3) 
grammed 42,000 minutes of public 
affairs shows, worth $1,300,000, he 
added. 


= Mr. Celler, chairman of the 
House committee on the judiciary 
and of its anti-trust subcommit- 
tee, first made it clear, however, 
that he had no intention of con- 
doning the abuses or deprecating 
the need for remedial legislation. 

“The dark side of the broadcast- 
ing picture is clear to see, and it 
is an unhappy fact that the con- 
fidence of the American people in 
the great broadcasting media of 
radio and television has been se- 
verely shaken,” he said. “This is 
perhaps an inevitable consequence 
of recent broad-scale revelations 
of rigged quiz shows, of ‘payola’ 
in the exploitation of music, of 
deceptive advertising in radio and 
television presentations.” 

The representative explained 
that it might be necessary to pass 
legislation for direct regulation of 
the networks; to put an end to in- 
formal, biased FCC communica- 
tions; to supervise station sales 
more closely and to consider pro- 
posals to set aside specified 
amounts of broadcast time for 
public service programming. 


= In an effort to get a balanced 
view of the situation, however, at 
least as it applies to New York 
City broadcasters, Mr. Celler said 
he asked the nine stations to sub- 
mit detailed information in four 
areas of public interest program- 
ming. The stations, all of which 
cooperated in the study, were 
WQXR, WMCA, WCBS, WNEW, 
WABC, WRCA and WOR, as well 
as WRCA-TV and WOR-TV. The 
areas of activity included: 

1. Civil defense—The  broad- 
casters here devoted a_ large 
number of spot announcements, 
free of cost, to the dissemination 
of information and advice and co- 
operated closely with state and 
local civil defense offices. One tv 
station programmed a 10-week se- 
ries dealing with man’s need to 
adjust to a nuclear age. . 

2. Non-commercial spot an- 
nouncements—90,000 minutes 
were donated by the stations to 
campaigns in the fields of fire pre- 
vention, safe driving and juvenile 
delinquency. Announcements also 
covered traffic conditions, weath- 
er reports and appeals for blood 
donations. Over 110,000 announce- 
ments were made for more than 
2,400 organizations in the fields of 
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welfare, religion, health, educa- 
tion and many others. 

3. Community service program- 
ming—This included planned pro- 
grams devoted to the health and 
welfare of the community. This 
category did not in all cases con- 
stitute outright contributions, be- 
cause portions of them were sup- 
ported by sponsors. One station 
specialized in programs explaining 
the workings of various depart- 
ments of the city government. 
Another carried shows in support 
of the heart fund, the National 
Council of Christians & Jews, Na- 
tional Assn. for the Advancement 
of Colored People and other 
groups. A third emphasized safety 
issues; and still another encour- 
aged musical talent in schools. 

4. Public affairs programming— 
This group included programs for 
which the normal broadcasting 
schedule was interrupted and the 
time pre-empted, as well as reg- 
ularly scheduled shows worked 
out by each station to meet its own 
conception of what the public in- 
terest requires. All nine stations 
participated heavily in this cat- 
egory, providing a total of more 
than 1,500 programs of this type. 


a “From a review of the materials 
submitted by the stations, certain 
generalizations may be drawn,” 
Rep. Celler said. “It would appear 
that these broadcasters are making 
significant day-to-day contribu- 
tions to their community.” They 
have made their services freely 
available in times of emergency or 
disaster, have acted as a com- 
munications medium for the Unit- 
ed Nations and have helped the 
cause of America abroad by pro- 
viding programming to the Voice 
of America and the Armed Forces 
Radio, he said. 

The study has revealed that ra- 
dio and television have been uti- 
lized as “an important instrument 
for the public good,” Mr. Celler 
said. 

“These facts, I believe, deserve 
to take their place alongside some 
of the less creditable facts which 
have been developed in_ recent 
disclosures,” he concluded. 


PETRY STATIONS GIVE 
$22,613,505 IN FREE TIME 

Cuicaco, April 5—A total of 30 
television and 25 radio stations 
represented by Edward Petry & 
Co. donated more than $22,613,505) 
in time and talent to public service 
last year, according to a survey, 
conducted by Petry. 

The stations contributed $2,936,- 
012 in time and talent to civic 
groups. Among the other benefici- 
aries of the public service time 
were religion ($2,712,718), Adver- 
tising Council ($2,533,806), edu-4 
cation ($2,029,920), health and 
medicine ($1,997,820), and com-~ 
munity fund ($1,004,032). 

The study disclosed that the tv 
stations accounted for $17,081,92 
of the public service time, while 
the radio stations donated $5,531,- 
580. Radio stations were respon- 
sible for 245,705 announcements 
and 16,776 programs, while the tv 
stations contributed 144,001 an- 
nouncements and 29,218 programs. 


= “We undertook this Survey be- 
cause we felt that too little recog- 
nition has been accorded to the 
manifold public service endeavors 
of the broadcast industry,” said 
Edward E. Voynow, president of 
Petry. This is believed to be the 


first survey of its kind ever con-4@ 


ducted by a broadcast representa 
tive. # ' 
Boston Dailies Hike Prices 
The Boston American, and Bos- 
ton Globe, both evening dailies! 
have increased their prices 2¢ 
reaching the 7¢-price established 
by Boston’s morning newspaper$ 
two years ago. The Boston Travele 
has held to its 5¢-price, but ther 
have been indications it will follow 


suit April 11. 
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m Success Stories 
@ Spark Meeting of 
m= !M Broadcasters 


(Continued from Page 2) 
resenting stations in the black, 
who spoke Sunday morning at a 


neeting of National Assn. of FM 
Broadcasters. 


113 


also sells time. KCBH concentrates 
on playing concert music, Mr. 
Crawford said. 


medium for his company. 

James Corry, KFMK, Houston, | 
said his station plays only popu- 
lar music, which does not include | 


models of fm table radios. The new | outdoor to promote its fm car radio. 
radio will be advertised in news-| Mr. Gentry said his company used 
papers, magazines and outdoor.| print and outdoor to convert am 
Motorola has manufactured one fm | listeners to fm. He added, however, 
rock and roll or classical. Mr. Cor- | table radio model for several years. | that Motorola would be willing to 
ry said that his station now is| | use fm advertising on a co-op basis 
making money. ® Ted Leitzell, public relations|if fm stations could sell Motorola 
director of Zenith Radio Corp., | distributors on the medium. 

= Henry Fogel, president of Gran- disclosed that Zenith will bring| One man asked Mr. Leitzell why 
co Products, stressed that the po- | out a new fm-am combination por- |Zenith, in its co-op program with 
tential market for fm will not be | table radio within the next two or | distributors, allowed a ratio of 75- 
adequately tapped unless manu-|three months. The set, which will |25 for newspaper ads, and only 50- 
facturers and broadcasters exert| retail for $189, will be the first |50 for radio commercials. Mr. 
full exploitation of it. He said that |am-fm portable radio set ever to |Leitzell said he was not aware 
fm offers low-cost, high quality|be manufactured by an American there was such a ratio, and added 


radio to millions and this means | company. | that he would look into the matter. 
“a multi-billion sales potential.” Mr. Leitzell urged the fm 


® Highlights of a national survey, 
put together by National Assn. of 
FM Broadcasters and based on 
figures derived from Pulse Inc., 
were reported to the audience by 
Fred Rabell, KITT, San Diego, 
who also is the new president of 
NAFMB. 

Following are some of the find- 
ings of the study: 


e About 43.5% of all homes in the 
U.S. have fm sets. 


e Of the fm homes, 56.5% listen 
to their sets some time during 


s= Not everything, however, was 
mweetness and light. Operators 
~f fm stations were warned by 


Beveral speakers that they will 
nave to provide advertisers and 


mgencies with more audience data, 


particularly on size of the audi- 


ence rather than the quality of 
misteners. Other speakers asserted 


that much more research is need- 
‘din the fm field. 

At the Sunday morning meeting 
»f National Assn. of FM Broad- 
‘asters, 11 operators of profitable 
Stations told their success stories. 


™ Lynn Christian, KHGM, Hous- 
on, credited a rotating program 
paturation plan with putting his 
station in the black. Through this 
plan, an advertiser buys a half- 
hour show Monday through Fri- 
day, for 13 weeks. The first week, 
the ads are run between 5:30 
and 6 p.m. The next week, the ad- 
vertiser’s spots are run between 6 
nd 6:30 p.m., and so on through 
he 13 weeks, with the advertiser 
sponsoring a different half-hour 
show each week. 

“With this plan, an advertiser 
ran reach all segments of our au- 
dience,” Mr. Christian said. He 
baid the station has a waiting list 
for this type of programming, but 
he added that selling daytime 
sponsors is still a major headache 
for KHGM. About 80% of the sta- 
ion’s business comes through 
Agencies, he said. 


Some advertisers have received 
impressive responses from com- 

ercials on KQAL, Omaha, ac- 
cording to Jack Katz, of that sta- 
tion. 

After asking for responses from 
listeners, one Omaha hotel re- 
eived 300 inquiries in its first 
nonth on KQAL, much more than 
t had ever received from news- 
oapers and television, Mr. Katz 
said. An Omaha bank received 600 
‘esponses in its initial month, he 
added. 

Mr. Katz said his station cur- 
ently has 27 accounts, including 
mye national advertiser. He’added 
hat 95% of the accounts have 
been sold directly by station per- 
sonnel. KQAL is going to 70,000 

atts this month, he said. 


® A survey of listeners disclosed 
hat 95% of the audience wanted 
Station WPKM, Tampa, to main- 
ain its present kind of program- 
ming, according to Frank Knorr, 
of WPKM. 

The _ station’s principal pro- 
gramming fare consists of person- 
ality shows. WPKM does not play 
vocals, and it does not publish a 
program guide, he said. 

“Sounds Unlimited,” which runs 
nightly from 11 to 1, is the station’s 
most controversial and most suc- 
cessful show, Mr. Knorr said. It 
consists of a wide variety of en- 
tertainment, among which are in- 
terviews, debates and unusual 
phonograph records. 


# Arthur A. Crawford Jr., KCBH, 
Beverly Hills, Cal., advised stations 
that if they set an advertising rate 
and stick to it, some marginal 
business will be frozen out, but the 
station will become more desirable 
for national accounts. 

Mr. Crawford said his station is 
able to keep costs low by employ- 
ing a staff of only six persons and 
by hiring a program director who 


each week; 51.3% listen to their 
sets daily. 


e About 37% of fm listeners range 
in age from 35 to 50; 35% are over 
1/50; 25% are 19 to 35 years old, 
and about 3% are under 18. 


e A total of 28.4% of fm listen- 
ers earn from $5,000 to $9,500 
yearly, and 21.2% have incomes 
from $7,500 to $10,000 annually. 


le The majority of people (45%) 
\listen to fm from 6 p.m. to 9 p.m. 
|More unexpectedly, 16% listen 
|between 6 and 9 a.m., and 23% 
| Sasweme noon and 6 p.m. 


|e A whopping 49% of fm audi- 
ences said they listen to fm be- 
cause of “good music.” Other prin- 
|cipal reasons for listening to fm 
|were better sound (17.9%) and 
jlack of talk (14.8%). 

| 

# James E. Barr, a member of the 
broadcast bureau of the Federal 
Communications Commission, told 
the fm operators that the FCC 
will complete its docket on the 
| broadcasting of stereophonic pro- 
grams on fm stations within the 
next two or three months. The 
FCC will conduct extensive field 
tests during that period to deter- 
mine the best way to handle stereo, 
he said. 

The fm industry will have an 
opportunity to meet with the FCC 
to discuss stereo rules before any 
stereo code is adopted, he added. 
He indicated that the stereo ques- 
tion for fm stations will be decided 
before stereo rules are determined 
for television and am radio. 


s Robert White, sales manager of 
Nelson Chevrolet Co., Chicago, 
disclosed that he sells from three 
to five new cars weekly through 
his commercials on WCLM, Chi- 
cago. He said it took him about 
three months before he started 
getting results from his fm adver- 
tising. 

Mr. White said he sold 27 cars 
in one month equipped with fm 
radios (priced the same as am ra- 
dios) but he had to discontinue 
the offer because he was losing 
money on the deal. He praised fm 
as being the most effective ad 


Maintaining that fm program-' broadcasters to work closely with|# Another sign of the growing 
ming is neither long-hair nor |appliance dealers in their cities|vigor of fm broadcasting: Adam 
highbrow, Mr. Fogel said: “Let’s|in promoting the fm industry as a | Young, one of the leading am and 


not sell 
short. Our market research as well | 
as our common sense tells us that 
as a group, the U.S. people are 
quality conscious. 

“They want the best, but they 
want it at a low price. Family in- 
come has nothing to do with their 
tastes and it is a rare person in 
our midst who doesn’t like music 
across the entire gambit [sic] rang- 
ing from jazz to the high classics.” 


s The door is already closed in a 
number of major markets for per- 
sons wishing to open new fm a 
tions, according to Everett L. Dil- | 
lard, of WASH, Washington, DC. | 

The closed markets, where all 
fm channels already have been as- 
signed, are Boston, New York, 
Philadelphia, Baltimore, Chicago, 
Pittsburgh, Cleveland, Detroit, San | 
Francisco, Los Angeles, San Diego 
and Washington, D.C., Mr. Dillard 
said. 

Since most of the new fm sta- 
tion applications have already 
been filed with the FCC, about the 
only way to get into the fm field 
is to buy an existing station, he 
added. 


s At the same time he was pre- 
dicting an unprecedented expan- 
sion for fm radio in the next few 
years, Lawrence Roslow, of Pulse 
Inc., maintained that fm needs to 
supply more data about its au- 
diences. 

“In addition to determining the 
size and type of audiences, fm 
must find out brand preferences of 
its listeners,’ Mr. Roslow said. He 
was pinch hitting for his uncle, 
Sidney Roslow, president of Pulse, 
who was in Europe and unable to 
attend the meeting. 


a C. J. (Red) Gentry, national 
sales manager of automobile fm 
radio, Motorola Inc., announced 
that Motorola is bringing out a 
new compact, fm car radio set, 
which will retail for $125. 

Mr. Gentry also disclosed that 
Motorola will introduce a new line 
of home fm instruments on May 
16. ADVERTISING AGE learned that 
the new line will be about four 


PERSONAL SERVICE 


As a member of an independent media 
team, the Farley representative can 
give objective information about mar- 
kets of business media he represents. 
Backed by a combined experience of 
92 years in market research and media 
sales, he is well qualified to serve you. 


His business is personal service to you. 


THE FARLEY COMPANY 


Business Paper Representatives 
120 S. LaSalle St., Chicago 3, Ill. + Fi 6-3074 


the average American | whole. 


|tv representatives, is expected to 
The fm broadcasters expressed |announce his entry into the fm 
dissatisfaction with the advertis-|representation business next week 
ing media selected by Motorola and|in New York. Mr. Young is con- 
Zenith in promoting fm sets. Sev-|sidering setting up a _ separate 
eral spectators asked Mr. Gentry company to handle this kind of 
why Motorola used only print and | station. + 


Saturate 
Mississippi s 
Top Market* 


You reach over 90% of all homes 

in Jackson—the State’s retail 

trade Center with the CLARION LEDGER 
and... JACKSON DAILY NEWS 


* Plus reaching 10% to 90% of all 


homes in 31 surrounding counties 


CLARION * LEDGER | 


Ahm, 


chson, Mississippi i? 
Mississippi's First Newspapers + Represented by the Katz Agency. Inc. 


Co-Owners WJTV (TV) WSLI (Radio) 
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The Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC. 31,1959 48, 389 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, April 11, 196( 


Rates: $1.25 per line, minimum charge $5.00, Cash with order, Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line, 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only); Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


POSITIONS WANTED BUSINESS OPPORTUNITIES 


We have a permanent position for a 
Layout Man witb a capacity for creative 
thinking and a sound knowledge of 
typography. The ability to do some fin- 
ished art, lettering or retouching is de- 


graphic arts center in an Indiana city of 
150,000. Please write fully, stating salary 
requirements, marital status, experience, 
etc. Samples and interview later. 
Box 3552, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising artist able to do finished art, 
layout, retouching. Ideal working con- 
ditions: private office with north light, 
liberal pension plan, accident and health 
insurance. Pleasant city 2 hours from 
Chicago, with wide lawns, shaded streets, 
fine schools, excellent parks. Permanent 
position. Write for interview. 
W. T. Rawleigh Co., Freeport, Ill. 


SPACE SALESMAN 
Need immediately, man full-time, with 
industrial space sales background to take 
over Michigan, Ohio, Indiana and Ken- 
tucky. Salary plus expenses. Engineering 
Society Monthly, audited ABC. 

Box 3573, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


NO. 2 SPOT IN AD DEPT. 
Rare opportunity with leading advertiser 
in its field. Midwestern city. Young 
(26-40) man we want has knowledge of 
copy, layout, production, media, mer- 
chandising. Food experience desirable. 
To work closely with top management. 
Future unlimited. Salary open. 
Box 3574, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING COPYWRITER 
Adv. Dept. operated past 20 years with 
copywriter, artist & production man, 
needs experienced, creative, versatile 
copywriter by mfrs. industrial equipment 
to write trade paper ads, direct mail 
folders & sales letters. Send complete 
resume, salary required. 
Box 3577, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL PUBLIC RELATIONS 
SUPERVISOR 
Great opportunity in rapidly growing 10- 
man PR dept. of Milwaukee advertising 
agency. Extensive experience in corporate 
and product PR, including planning com- 
prehensive, long-range programs, required. 
Financial PR background desirable. 
Box 3578, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 
AUDIO-VISUAL SALES MANAGER 
Qualifications: Experienced in_ selling 
sales promotion-training programs to 
companies. Your responsibility includes 
formation and _ supervision of audio- 
visual department. Salary plus _profit- 
sharing. Send resume. No phone calls. 
Confidential. 
W.N. Kirshner & Associates, Inc. 
Suite 4032 
Board of Trade Bidg., Chicago 4 
BARNARD'S 
A Specialized Placement Service 
ADVERTISING PR, EDITORIAL, SALES, 
SECRETARIAL & GEN OFF 
call or write 
Miss Barnard Mr. Pollard 
WA 2-2306 220 8S. State St., Chicago 4 
Must have M.A. and experience in field. 
Most of all we want enthusiasm, interest 
in research, and a creative approach to 
the teaching of advertising. Start with 
the fall term. Send photo and resume. 
Box 3579, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CREATIVE ACCOUNT EXECUTIVE 
New growing agency in East Central 
Wisconsin. Attractive salary and com- 
mission, 
Jacobson. Advertising, 327 Michigan Ave. 
Sheboygan, Wisconsin 


MOLENE PERSONNEL SERVICE 
SNIIEEL: sdevinescinnnenscreeshapthadtirsetunicniatinynill editors 
advg. managers ‘ . copywriters 
artists ...... media ...... production ...... sales 


4 |“All is grist which comes to our mill” 
sirable. You will join a 14-man Aart staff | 
serving both advertising agency and | 


ANdover 3-4424, 105 W. Adams St. Chgo 3 
ART-PROD. DIRECTOR-COORDINATOR 


| Medium size agency needs a working ex- 


ecutive who can coordinate efforts of art 
and production depts. Must have good 
background in agency work. Possibly an 
A.M. who is also an executive. Taste, 
knowledge of type and art essential. 5 
fig. salary, plus fine profit sharing and 
stock participation program. An excellent 
opportunity, with a fast-growing, well- 
established shop. 
Box 3575, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


SALES PROMOTION ASSISTANT 
Multi-division electronic and metallurgi- 
cal manufacturer needs advertising as- 
sistant to prepare catalogs, specification 
sheets, literature and sales promotion 
materials on aé_ variety of technical 
products. Technical aptitude and writing 
experience required. Will work closely 
with sales and engineering departments, 
advertising agency, printers, artists. Op- 
portunity to advance in _ advertising 
department of progressive growth com- 
pany. Our employees know of this ad. 
Please reply to: 

Advertising Manager 
P. R. Mallory & Co. Ine. 
3029 East Washington Street 
Indianapolis 6, Indiana 


VETERINARY WRITER 
FOR MEDICAL AD AGENCY 
We are looking for a truly experienced 
man to write on vet products marketed 
by our pharmaceutical accounts. He 
should be a graduate veterinarian with a 
flair for words, or a seasoned writer 
with a sound vet background and know- 
how. Give full details and salary re- 
quirements. 
Box 3576, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WE NEED A GOOD CREATIVE MIND 
Formfit Company is looking for a woman 
with experience in writing copy and 
creative advertising. Some knowledge of 
graphic arts production helpful but not 
essential. This is a job with opportunity 
to grow. It affords an excellent chance 
to diversify your activities and experi- 
ence in advertising and sales promotion. 
Reply by letter only, giving full details 
about yourself and your background. 
Salary commensurate with experience. 
NO samples please. Replies held strictly 
confidential. Write to: 
Advertising Director 
The Formfit Company 
400 S. Peoria Street 
Chicago 7, Illinois 
WANTED 
Advertising Account Manager 
Here is exceptional opportunity as prod- 
uct account manager in advertising 
department of leading manufacturer of 
electrical equipment, located in North 
Central Ohio community which offers 
big city advantages without big city 
stresses. Responsibilities include creation 
of all merchandising materials for major 
product line. Ability to write technical 
copy is essential. Some technical back- 
ground would be helpful. Replies held in 
strict confidence. 
Box 3580, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 
CREATIVE 
ADVERTISING MANAGER 
Industrial and Consumer 
Desires broader company responsibilities. 
Award winning writing background. 
Experience with large corporations. Now 


| advertising manager of medium size 


company. Age 3l—married—college grad- 
uate—will re-locate. 12,000 to 16,000 
salary range. 
Box 3582, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


®REE LANCE ART 
DIRECTION & DESIGN 
Do you need expert assistance in produc- 
ing your booklets, ads, packages and 
other printed matter .. . or TV commer- 
cials? Contact— 

T. J. MeLOUGHLIN MI 2-3655 
619 N. Michigan Ave. Chicago 11, Ml. 
VERSATILE, EXPERIENCED 
ad-exec, fed up to here with winter, is 
leaving 12-year $19,000 A.M. post to live 
in L.A. area. Creative thinker, enthusi- 
astic producer, agency background; was 
editor of leading trade paper 11 years. 
Able speaker. A healthy 53, nearly 6 ft., 
170 pounder. Available June 1. Unlimited 

references. Write: 
Box 3583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCT MANAGEMENT 
9 yrs. exp. sales, advertising, promotion, 
national-international (European Com- 
mon Market), Wharton, Age 32. Will 
travel or relocate. Reply to B, Box 3024, 
Grand Central Station, New York 17, N.Y. 
PROFITABLE DIRECT MAIL 
SALES-PRODUCER MANAGER 
. . . for services or products. Experience 
includes complete campaign plannings; 
copy thru list selections; scheduling; 
testing, and projection of results. Adver- 
tiser-agency b’ground. Write 
Box 3562, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTION/LAYOUT DESIGN 
Artist with solid industry and agency ex- 
perience desires position with solid indus- 
try or agency. Production know-how. 
Creative, conscientious, career-minded. 
BFA, 30, married. West..SW preferred. 
Box 27 R 672, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
METALWORKING BACKGROUND, BS 
engineering, 5 years in industrial maga- 
zines. Can put sales points in technical 
articles so that they will be published. 
Box 3585, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ATTORNEY-HOUSE COUNSEL 
AGENCY/MEDIA/CORPORATION EXP. 
Seeks salaried position. 
Box 3586, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
FREE LANCE/PT. TIME COPY, SALES 
PROMOTION, TRADE RATES. 
Former Ad. Mgr., Copy Chief, AE— 
10 yrs. exp. consumer & industrials. All 
Media. 


MU 5-6299 New York City 
EXPERT FREE-LANCE COPYWRITING 
Agencies...Ad Managers...Art Studi- 
os: Call me for “rush hour” service. 
Available for copy-contact at any time... 
no “evenings only” limitations. Versatile, 
professional, reasonable. Top references, 
samples. HOLDEN—NA 2-6355 (Chicago). 


W-A-N-T-E-D AT ONCE 
Leasing Representative 
for Top Realty & Mgt. Co. 


Southern California’s finest, most dy- 
namic construction, realty and manage- 
ment offers a top man with initiative 
and enthusiasm a position as a leasing 
representative in the greater Los An- 
geles area. 

You should have sales experience on 
management level. You may now be a 
good salesman in advertising, sales pro- 
motion or related fields, and looking 
for a better future. 

Remuneration is exceptional. Send re- 
sume and photo at once to: 

BOX 27 R 673, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles, Calif. 


To Two Writers On The Fence About Moving: 


building materials, _— tools, 
cultural products, 


ations, mail order. 


tool. 


10-million dollar 4-A agency 


that performance. 


WHAT DO YOU WANT 
IN A WRITING JOB? 


Creative variety? Our accounts cover the water- 
front. Air travel, beer, foods, furniture, boats, 


nancial services, automotive 
products, public utility, industrials, national associ- 


Creative stimulation? You'd work with top copy 
supervisors and imaginative art directors to bring 
out the best that’s in you—in an agency where 
creative work is an important new-business selling 


Creative rewards? We offer good salaries to 
start. Plus profit-sharing, retirement plan, and life 
insurance. Plus band-wagon opportunities with a 
that doubled its 
volume in five years and is beefing up to repeat 


WHICH OF THESE PRINT 
JOBS CAN YOU FILL? 


Industrial-Financial Pro—You know your way 


chemicals, agri- dustrial agency 


essential. 


General 


around business, possibly with 5-10 years of in- 
probably want more variety than you're getting 


now. Chemicals, electronics or financial services 
background will give you an edge, but it’s not 


Up-and-Comer—You ve 


or manufacturer experience. You 


demonstrated 


creative potential but need opportunity and super- 
vision to really develop. You may be doing big 
things in a small shop right now. You'll do even 
bigger things with us. 


If you'd like to work for a shop where a writer 


Write to: LARRY O'NEILL, Vice President -Copy Chief 
VANSANT, DUGDALE & CO., INC., 15 E. Fayette St., Baltimore 2, Md. 


swings some weight—among people who have a 
real feeling for the other guy—in a community and 
countryside that’s blessed for good family living— 
tell us something about yourself, your experience 
and your salary requirements in a return letter. 


ACCOUNT EXECUTIVE | WE’RE LOOKING 
Just right for young, vigorous agency /|for a small medium-sized agency ir 
with accent on growth. Presently, ac-|Chicago...with a strong man at the 
count exec. and new bus. man. Experi- | top...to merge with the Chicago office 
enced in oil, lumber metals, electrical,| of our well-rated, nationally-known 4-A 
and commercial appliances. Available | agency. 
May ist Resume on request. If interested, write: 
Box 3587, ADVERTISING AGE Box 3590, ADVERTISING AGE 
2u0 E. Illinois St., Chicago 11, Illinois 200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS ADVERTISING 
SALES PROMOTION EDITING pn Nn i 
Inaustrial, consumer experience. Tech- P. O. P. IDEAS q “ 
nical background, 30, B.S. Public Rel. Sketches, construction dummies in min- 
Seeks responsible position N.E. States iature or full size rushed to you by mail 
Box 3589, ADVERTISING AGE serving agencies, manufacturers, 12 years 
630 Third Ave., New York 17, New York | €xperience for national advertisers. 


Joe F. McKibben, 36 Lakeland Dr. N.W. 
REPRESENTATIVES AVAILABLE Atlanta 5, Ga. 


Chicago based publishers representative |I EDIT YOUR SALES HOUSE ORGAN 
offers immediate coverage of Midwest-|by mail. 30 years’ top experience ad 
ern states. vertising, promotion, editing. Creative 
Box 3563, ADVERTISING AGE sales writer. Handle all details produc 

200 E. Illinois St., Chicago 11, Illinois tion. Hard-hitting sales _ effectiveness 


BUSINESS OPPORTUNITIES Personal contact Buffalo, Erie areas. 


Box 3581, ADVERTISING AGE 
A NOTE TO ONE-MAN AGENCIES 630 Third Ave., New York 17, New York 
If you wish to retire, cut profit-wasting 


: : ART WORK BY MAIL 
overhead, or shift part of the grueling | syetches, dummies and finished drawings 
burden—and still cash in fairly on all direct to your desk, by mail, from my 
your past efforts, write in absolute con-| studio at home. Firms in all parts of the 
Geneiites dintes Creative-Industrial- | country from Maine to California work 

: with me, by mail, on the preparation of, 

Box 3588, ADVERTISING AGE _ effective booklets, folders, letterhead 
200 E. Illinois St., Chicago 11, Illinois and similar advertising pieces. My wholly 
MAGAZINE IN FIELD OF AMERICANA | personal service can be helpful to you 
seeks investor, buyer or merger. Re-/| Write for free portfolio showing a few of 
ceived national recognition in form of|the direct mail pieces I have done, by 
award for its efforts during 1959. Digni- | mail, for firms across the country. Ray- 
fied, worthwhile. Excellent potential for| mond Lufkin, 124 West Clinton Ave., 
adequately financed individual or or-| Tenafly, New Jersey, LO-well 8-4860 
ganization. 
Box 3569, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HOW ABOUT FINANCIAL PUBLIC YOUR CLASSIFIED 


RELATIONS IN THE SOUTHWEST? AD HERE WILL 
Here’s a chance to build both your- 
/ 
i 


self and your job. A major Houston BRING RESULTS 
bank is creating an office of public 
relations. You will work with the 
senior officers of the bank, coop- 


erate with the advertising agency, ! 
project the image of the bank INTERNAT’L MARKETING EXECUTIVE 


through the techniques and chan- Available for top level appoint- 
nels of a sound public relations pro- ment. Comprehensive experi- 
gram. ence all phases marketing, 
merchandising, advertising. 
Practical knowledge of finance 
and law (company, fiscal, labor, 
trademark, patent). Wide expe- 
rience establishing and running 
subsidiaries direct and through 
holding company in U.K. and 
Europe of U.S. and German 
branded manufacturers. Age 38, 
German Cit, Ph.D. Law and 
Economics. Fluent English, Ger- 
man, French. Currently in Eu- 
rope. Willing relocate. Write 
Box 137, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


A financial background would make 
the first six months smoother, but 
is not necessary. The demonstrated 
ability to get things started and 
then to get them done is the pri- 
mary requirement. In this area of 
1,200,000, PR is practically virgin ~ 
territory. There is still ground floor 
room. Send a resume of experience, 
education, and so on, with a recent 
photo, to P. O. Box 6596, Houston 5, 
Texas. Banks are used to treating 
things in confidence, so have no fear. 


—E Se ||__ 


ADVERTISING-PUBLISHING 
OPPORTUNITY 


Administrative assistant to the advertising sales man- 


ager of a well known business paper publisher. Re- 
sponsibility includes development of sales aids, 
statistical details, sales correspondence, some re- 
search and promotion. Must know something about 
business paper advertising, be sales minded, a good } 
writer, at ease with figures and be familiar enough 
with graphic arts production to know what’s what 
from layout, art and typesetting to engravings and 
final reproduction processes. Private secretary to 
assist. Downtown location. Unusually fine company 
benefits. In letter of application please include full de- 


tails about yourself, salary requirements and refer- 


ences. All replies will be held in strict confidence. 
Box 139, Advertising Age, 200 E. Illinois St., Chicago 
11, Illinois. 
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idvertising Age, April 11, 1960 


I KNOW 
EVERY FACET OF 
MARKETING 
RESEARCH 
thru 10 solid years of statistical 


experience. A proven record in 
analyzing sales, methods, mar- 


ADVERTISING PRODUCTION 


Large national agency seeks produc- 
tion man with at least 5 years agency 
experience to assist in production 
department. Salary open. 
BOX 145, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WANTED—One or Two Partners — 


Must have successful records in advertis- 
ing. Opportunity comes about through re- 
tirement of two principals in this sub- 
stantial and profitable 4A Chicago agency. 
Replies held in strict confidence. Address 
Box 136, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


B The Midwest's PERSONALIZE YOUR MAIL 
IRCH outstanding placement Send any size photo or il- 
eS; service for Adv. + Art & | lustration of any subject. 

" - | We return it with 100 

allied fields. | stamp size photos. High 


kets and products. A 12 minute 


New 100 Photostamps— 


By appointment only —. gummed, perforated. 
67 E.MADISON+SUITE1418 | ccc. ‘tush st oe money 
CHICAGO 2, Wl. back guarantee. 
CEntral 6-5670 Stadri Co. 
AA 6 Ave., Whitestone, N.Y. 


interview should convince you. 
Box 147, Advertising Age, 630 


SAN FRANCISCO AD. AGENCY 
Third Ave., New York 17, N. Y. 


CAN REPRESENT YOU IN CALIF. 


ifornia. For details: 
Joseph Pedott Advertising Agency 
Suite 512, 693 Mission Street 
San Francisco 5, California 


PUBLIC RELATIONS 


Immediate opening with heavy 
equipment manufacturer for ex- 


We are staffed and prepared to re- 
present out-of-state advertising 
agencies in San Francisco and Cal- 


perienced writer 30 to 40 to han- 
dle company public relations work 
—heavy on publicity and corre- 
spondence. Must be skilled news 
writer with knowledge of news- 
paper, wire services, and trade 
magazines. Submit resume in first 
letter including samples of writ- 
ing, salary desired. All replies 
held confidential. Send to: 
Personnel Manager 
R. G. LeTOURNEAU, INC. 
P. O. Box 2307 
Longview, Texas 


PUBLICITY 


Fine, Fast, Fairly Priced Photography 


Our 49th Year 


ATIVE DIRECTOR $15, 
PUBLICITY WOMAN, food exp. 9% 
JR. ACCOUNT EXECUTIVE 7 
SPACE SALESMAN 10 
ACCT. EXECUTIVE, AAAA agcy. 15 
MERCHANDISING EDITOR 7 
RADIO TV PRODUCTION MAN, 

some writing experience F 

MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


5 SQ. INCHES 


| } arent ya HAVE THEM! Check with 
| rg il 


DO YOU NEED 
Copywriters, Ad Managers, 
Production People, Artists? WE 


MARAMAC PERSONNEL 
5 No. Wabash, Chicago 2 
RA 6-3538 


pics 


photographers 
DEARBORN 2-1062 
167 NORTH LABALLE STREET, Cricaco |. LLINOoIS 


COMMERCIAL 
CONVENTION INDUSTRIAL 


SALES ADMINISTRATOR 
SALES PROMOTION EXPERT 
SALESMAN — TOP NOTCH 
Allin one man 

plus thorough publishing and industrial knowledge of marketing and 
distribution. 

College education 

Location open 

Salary: low 5 figure minimum 

Early 40 age 

Box 140, ADVERTISING AGE °® 200 €E. Illinois St., Chicago 11, Illinois 


A JOB WITH A FUTURE 


Opportunity for versatile and creative 
writer in Public Relations and Adver- 
tising Department of one of nation’s 
best known companies located in 
Northern New Jersey. Man we are 
looking for will have capabilities in 
editorial, and promotional fields, and 
a year or two's experience to back it 
up. Broad career training program in 
all communications areas. Lrweral 
benefits, $5,200-$5,700 to start. Send 
resume to Box 138, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


MERCHANDISING — SALES PROMOTION 
_ MARKETING SPECIALIST AVAILABLE 


. ; 7 ta 

- Director of Merch. & Sales 
Advertising Agency 
Copywriter & Merchandising—4 yrs. 


Wis. Journalism Grad. 
~ Jo Roberts—3130 Lake Shore Dr., Chi. 14—GR 7-7645 


ADVERTISING EXECUTIVE 


Major national producer of packaged consumer goods 
seeks outstanding younger man with high potential for 
newly created advertising and merchandising managerial 
position. Requirements for position include: 


Field sales experience with a packaged ds producer 
utilizing wholesaler/retailer channels of distribution. 


Responsible position as a product manager, as an execu- 
tive in an advertising department, or as an account 
executive in an advertising agency. 


Specific knowledge in evaluation and use of media, ad- 
vertising research, program and campaign planning, 
plus control of advertising budgets. 

Earnings should now be $12-15,000 per year. 

Position offers exceptional opportunity for broad market- 
ing experience and responsibility for a major geographical 
area. 

Reply in confidence stating present position, qualifications 
and current earnings. 

Box 143, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY GROUP HEAD 
PHARMACEUTICAL 


We are looking for a top 
creative man to head up a 
copy group in our Chicago 
office. He should have at 
least 8-10 yrs. experience in 
medical advertising, be a 
skilled writer of both hard 
and soft sell, a good idea man 
and able to manage and di- 
rect personnel. He may be a 
copy chief now or a top writer 
ready to make that “step up”. 
He will be given responsibil- 
ity and rewarded accordingly 
by high salary, bonus and 
profit sharing. All replies 
strictly confidential. Write— 
do. not phone—giving full de- 
tails and salary requirements 
to 
William Green, Copy Director 


Jordan, Sieber & Corbett, Inc. 
108 N. State St., Chicago 2, Ill. 


TO A COPYWRITER WHO HAS SOLD 
MERCHANDISE BY MAIL 


This is an unusual opportunity to 
step up your earning power and 
your position with a Chicago agency 
creating direct mail for important 
accounts in this field. If you feel 
you have the ability to ow and 
grow rapidly, we'd like to hear from 
you. Send resume and, if possible, 
one sample of your work which you 
particularly like or which has been 
unusually successful. Our employees 
know of this ad. 


Box 141, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


CHICAGO EMPLOYERS! 


We have well qualified 
Copywriters 

Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 

Artists 


Editors 


Photographers 


DISPLAY 
DESIGNER 


Excellent opportunity in special ex- 
hibit section of national advertiser. 
Actual experience in design of dis- 
plays, exhibits and showroom in- 


Professional, Sales 
and Clerical Office 


Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


teriors. Knowledge of colors desira- 
ble. Position location New York City. 


Publication 


SALES & PROMOTION MANAGER 


Consulting Engineer Magazine’ needs a seasoned man to supervise 
sales and promotion. He should meet most of these requirements: 


1. Sales management and promotion background, preferably with a 
business publication. 

2. Ability to command respect, confidence and cooperation of salesmen. 

3. Knowledge of how to gather market information. 

4. Knowledge of direct mail techniques. 

5. Imagination, with resourceful and inquiring mind. 

6. General publishing sense, ability to help shape important policies. 


Consulting Engineer is a most successful and progressive professional 
publication. Editorial force of engineer-journalists coast to coast; 
complete IBM data processing center; outstanding art staff and our 
own modern printing facilities. 


St. Joseph, on the Lake, is the heart of Michigan resort section; new 
and excellent schools, all facilities. 


Reply in confidence attention R. W. Roe, Managing Partner; or 


telephone collect St. Joseph, Yukon 3-2506; direct Chicago line 
Dearborn 2-3667. 


For New Jersey 


$12,000 


CAN YOU QUALIFY 
AS AN 


ACCOUNT 
EXECUTIVE? 


Do you have one of these 
backgrounds: 


CLIENT CONTACT 
MEDIA MAN 
AD AGENCY 


HIGH-LEVEL 
INTANGIBLE SALES 


+ » +» most important... . 


* IMAGINATION 


For personal conferences in 
New York city, within ten days, 
send resumes at once to Vice 
President, Box 146, ADVER- 
TISING AGE, 630 Third Ave., 
New York 17, N. Y. 


Interested candidates, please sub- 
mit, in confidence, a detailed resume 
outlining experience and salary re- 
quirements to Box 144, ADVERTIS- 
ING AGE, 630 Third Ave., New York 
17, N.Y. 


CHICAGO’S MOST DISTINGUISHED 
ADVERTISING BUILDING 


PALMOLIVE Building 


DON HARRIS NEEDS: 
(SPECIAL NOTE: Among Don's most fre- 
quently needed men are really top-grade 
consumer print and/or writers, big- 
account-experienced account executives 


and supervisors, and group media direc- 
| tors and supervisors—all-media, market- 
| ing oriented. Also ‘‘total’’ marketing men, 
at least almost total.) 

GROUP MEDIA SUPERVISOR. All media. 
Kind who reads marketing plans, knows 
how to use 1960-type media ——- 

$ 


line experience. Must know how to seil 
competitively with specifics. Some copy for 
other important accounts ........$16-18M 
ART DIRECTOR. Complete responsibility 
for layouts, settings, color photography 
for high-style furniture. Exceptional, in- 
formed taste in decoration, furnishings 
Now . arrangements. ............. TO $15M 


can ee ‘ . P FIELD REPRESENTATIVE: woman, cos- 
choice prestige office space is metics or fragrance experience in retail 
available for immediate rental. ne at ae SS 
@ completely air conditioned 


trade . 
@ all modern business conveniences 


JUNIOR BRANCH MANAGER. High-po- 
tential first-rater. Drug or grocery sales- 

PALMOLIVE BUILDING 
JOHN LEAHEEY, Manager 


merchandising, or field-exposure agency, 
experience. A fast open-track for mar- 
...TO $8M 
919 N. Michigan Ave. 
WH 3-3900 


keting-oriented man 
DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


ADVERTISING MANAGER 
PACKAGED CONSUMER GOODS 


Dynamic, imaginative and successful account supervisor, product 
manager or advertising department head sought by major pro- 
ducer of packaged consumer goods. 

In a newly created key position, he will plan, coordinate and 
execute marketing efforts in all markets. 

Position requires breadth and depth of knowledge acquired 
through first-hand experience in marketing packaged goods 
through wholesalers and retailers. 

Candidates should now be earning $20,000 to $25,000. 


Reply in confidence, stating present position, qualifications and 
current earnings. Box 142, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


CREATIVE DIRECTOR, or... 


The man we are seeking as a future vice Sag re is perhaps in 
an agency, perhaps doing sales promotion for banking, insurance, 
or industry. In any case, he’s skilled at organizing and coordinat- 
ing advertising art, copy, and production. He’s of a creative 
turn of mind, although not necessarily either an artist or copy- 
writer. He has good advertising taste and knows what will sell. 


We are a Boston firm with branch office facilities and because our 
firm is expanding, this is a great opportunity for the right man. 
$10-$12,000 salary depending on experience. Please submit resume 
to “President”, Box 148, ADVERTISING AGE, 630 Third Avenue, 
New York 17, N.Y. 
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‘Say, have 
you heard 
the latest 


about 
Pittsburgh? 


- 


The Post-Gazette : 
Published Twice : 
As Much Women's | 
Clothing Store : 


Advertising In : 


1959 As Both. 
Other Dailies} 
Combined. 


The Post-Gazette sure has 
a way with women—as 
women's clothing store 
merchants in Pittsburgh 
well know. They put over 
two-thirds of their adver- 
tising in the hard-selling 
morning newspaper, The 
Post-Gazette. 


Fastest-growing newspaper 
in America's Eighth Market 


THE PITTSBURGH 
POST-GAZETTE 


Represented Nationally By — 
Moloney, Regan & Schmitt — 


Information for Advertisers 


The “1960 Consumer Analysis” 
| covering cigarets, liquor, cosmetics, 
food, appliances, and automobiles 
| has been published by the Newark 
| News. Additional information may 
| be obtained from the Newark, N.J., 
‘daily. 


|e A new 1960 sales-potential 
|chart, “Markets by States,” de- 
|signed to aid companies in the 
| plumbing-heating-cooling industry 
in analyzing their own sales per- 
formance and in determining their 
own state-by-state and national 
market possibilities, has been pub- 
lished by Domestic Engineering. 
Copies, priced at $1 each, may be 
obtained from Domestic Engineer- | 


ing, 1801 Prairie Ave., Chicago 16.| 


e How substantial savings can be) 


effected in business and industry 
through planned use of internal 
communications, is described in a 
booklet, “11 Hidden Losses in Your 
Business,” being offered by Dicto- 
graph Products Inc., 95-25 149th 
St., Jamaica 35, N.Y. - 


e Fairchild Publications has pub- 
lished a new pocket-size “Fabric 
Facts” which defines in simple 
language the fibers, weaves, pat- 
terns, colors, finishes, etc., most 
commonly used in the field of tex- 
tile-apparel designing, buying, ad- 
vertising and selling. Priced at $1 
per copy, with special rates apply- 
ing on quantity orders, the book- 
let may be obtained from Fairchild 
Publications, 7 E. 12th St., New 
York 3. 


Home Building Go 


BUILDING BOOM 


. a 


~ Si acanae 
~<a ~~ By. ¥ rd 


es Up and Up— 


44% Ahead of National Average! 


Residential Contracts Awarded, 


lst 10 Months, 1959 


8th District 


teal 
SASRRSRRRSRR RRR RRO R AS MSR. | 


MEMPHIS 


Louisville 


St. Louis 


Little Rock 


Evansville 


Springfield 


1956: 100 


Source: 


— 2,500,000 
population 


| THE 
COMMERCIAL 


Eighth District Federal Reserve Bank 


The rate of home building in Memphis for 1959 
nearly doubled that for 1956 and forges well ahead 
of the nation. This responsive Mid-South Market 
can be reached most effectively and at lowest cost 
through this one newspaper combination. 


The 


in the 


Mid-South 


APPEAL 


ss MEMPHIS — 
_ PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 


e A 150-page summary of Glam- 


and buying habits has been pub- 
lished by Glamour Incorporating 
Charm. The survey, which is bro- 
ken down into separate product 
sections, summarizes the readers’ 
usage of each product, the extent 
of regular or daily use, the price 
paid and where the products are 
purchased. Copies of the survey 
are available from Glamour, beau- 
ty Advertising Department, 420 
Lexington Ave., New York 17. 


e Family ownership of cameras, 
type of camera owned, last time 
pictures were taken, occasion for 
taking these pictures, where pic- 
tures were taken, and brands of 
film used, are included in a con- 
sumer panel report on photog- 
raphy, published by Good House- 
keeping. Additional information 
is available from Hilary Cole, pro- 
motion department, 57th St. at 
Eighth Ave., New York 19. 


e World Mutual Exchange has 
published a “1959 Mailing List of 
/Negro Newspapers, Magazines & 
| Publications in the U. S.” which 
lists 249 publications in 128 cities 
|in 37 states. The company has also 
|compiled a U. S. Negro consumer 
reference guide, an _ eight-page 
| listing of references on the Negro 
|market. Both are available at $2 
each from World Mutual Ex- 
change, 79 Wall St., New York. 


e Automotive News will issue its 
24th edition of the Automotive 
News Almanac on April 25. The 
| almanac will cover automotive de- 
|velopments of the past year and 
include charts and statistics on 
new and used car sales as well as 
sales figures on compact and im- 
ported cars. Engineering and in- 
dustry trends, production figures, 
| finance, taxes and labor and com- 
mercial vehicle data, plus a com- 
| plete buyers’ guide giving person- 
|nel and product information on 
more than 2,000 automotive busi- 
nesses are also included in the 
almanac. Copies are available at 
$2.50 each only on advance order 
to Automotive News, 965 E. Jef- 
ferson, Detroit 7. 


e Curtis Publishing Co. has avail- 
able the following publications: 
“Growth in U. S. Population in 
Metropolitan & Non-Metropolitan 
areas, 1950-1959”; “Aluminum in 
the Building Industry”; “Market 
for Candy”; “Market for Watches,” 
and “Trends in Marital Status & 
Size of Household.” Single copies 
may be obtained from Curtis Pub- 
lishing Co., the research depart- 
ment, Independence Sq., Philadel- 
phia 5. 


e A catalog showing samples of 
its various coating and laminating 
services has been published by 
Paper Converting & Finishing Co. 
Copies of the catalog may be ob- 


Advertising Age, April 11, 196¢ 


| tained by writing on company let 
our readers’ beauty product usage | 


terhead stationery to Charles P 
Torsch, Paper Converting & Fin 
ishing Co., 1101 S. Kilbourn Ave. 
Chicago 24. 


e A revised booklet, “How t 
Build a Mailing List,” has beer 
published and is available free 
from Fortune, Time & Life Bldg. 
Rockefeller Center, N. Y. 20. 


e The Magazine Advertising Bu 
reau has issued a second editio 
of its listing, “Magazines Offerin 
Split Run and Regional Advertis 
ing.” The 14-page booklet lists 124 
magazines and gives a brief sum 
mary of split run and regional edi 
tions available for each. Addition 
al information is available fron 
the Magazine Advertising Bureau 
444 Madison Ave., New York 16 


e The eighth edition of “TV ‘Free 
Film Source Book,” has been pub 
lished by Broadcast Informatior 
Bureau. Included in the tv pro- 
gramming book are 5,069 titles 
whose subjects run from agri- 
culture to skiing and from fooc 
supply to vacations. Further in- 
formation may be obtained from 
Avra Fliegelman, Broadcast In 
formation Bureau, 535 Fifth Ave. 
New York 17. 


e Market and media data folders 
on “Transport Commericial Date 
Folder, 1959-1960,” Sporting 
Goods Merchandiser, 1959-1960,’ 
and “Toys & Playthings, 1959- 
1960,” are available from Wallac 
Publishing Co., 146 Bates Rd. 
Montreal 26. 


e A comprehensive selection 0} 
media and market data on Mod- 
ern Machine Shop has been pub- 
lished by Gardner Publications 
Included are three separate four- 
digit SIC breakdowns: (1) circu 
lation by occupational functions 
and plant coverage, by plant sizé 
and of the entire circulation; (2) 
circulation distribution by plan’ 
size, and (3) occupational break; 
down by plant size in both de 
tailed and condensed versions 
Other material available include 
a 16-page folder detailing circu; 
lation and verification methods 
up-to-date BPA circulation audit 
NIAA media form, direct mail 
service data and a media file con4 
taining various descriptive items 
Copies of the data may be ob} 
tained by writing on business let- 
terhead to Modern Machine Shop} 
419 Main St., Cincinnati 2. 


e Food store sales report for thé 
12-month period ending Novem- 
ber, 1959, has been published bx 
the Cleveland Plain Dealer. Prod- 
ucts covered in the report in 
clude frozen foods, coffee, cakéd 
mixes, margarine, butter, catsup) 
canned corn, canned peas and dog 
foods. Additional information is 


available from the Plain Dealer. 4 


His cost-per-reader in his 
any other top 


t 
ment 


Write for this free copy of 


WHY EXECUTIVES FAIL 


In any agency you can find examples of high-priced failures—perhaps 
in your own. How can your agency avoid this extravagant waste of 
executives who don’t measure up? Here you have a practical guide to 
selecting and motivating the kind of executives who build profits. 


Blunt, useful articles like this one have mushroomed Management 
Methods magazine into an eight-year publishing success—and still 
climbing: Advertising revenue this year is up 57% over last year. 


No other advertising medium concentrates tts circulation on precisely 

the top executives in precisely the 38,000 companies that control the 

bulk of all U.S. business buying. In Management Methods your client's 

advertising dollar 1s spent on JUST the people he wants to reach. 

worthwhile market is less by far than with 
At ’ 


5 


If you have a client who advertises to the top management market, will 
YOU show him this amazing story about the cost of reaching his mar- 
ket? Write on your agency letterhead for a comparison of circulations 
and costs of management publications—plus the unusual reprint above. 


MANAGEMENT METHODS 


Management Magazines, Inc.; School Management Magazines, Inc. 


22 W. Putnam Avenue 
Greenwich, Connecticut 
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INBC's No Rabbit; | 
elt Walks Like a 
Man, Sarnoff Says 


(Continued from Page 2) 
marrow segment of programming 
—especially when it happens to be 
the kind that is under heaviest 
mattack,” he said. 


® “Our basic philosophy ... means 
among other things that we will 
meeenever take an ad depicting NBC 
fas a rabbit. Others are welcome 
sto portray themselves as the rab- 
sbit network. NBC is the network 
: m= that walks like a man, a full-scale 
meenetwork with a grown-up sense 
of values... Py 
s “If you turn your back on pro- 
igrams that give our service bal- 
gance and depth, whatever mo- 
smentary advantage you think you 
sgain will really be at your own 
pexpense. For example, if you walk 
saway from ‘World Wide 60’ to take 
the fights, you will not only be 
undermining our public affairs 
efforts in your behalf, you will 
be feeding the rabbit,” Mr. Sarnoff 
said. 

This was a reference to the fact 
that NBC’s nighttime prestige 
show, “World Wide 60” will be 
competing with ABC’s_ boxing 
bouts for station clearances in 
ssome markets. 

In the department of sales and 
switches: VP Don Durgin told the 
NEC stations they would be get- 
ting five General Mills daytime 
quarter hours weekly plus the 
Saturday morning “Lone Ranger” 
program from CBS in the fall. 
General Mills also signed for a 
pregame sports show. 


Pe. 
‘oe 


# Oliver Treyz, president of ABC- 
TV, announced that Bristol-Myers 
will move “Peter Gunn,” from 
NBC to ABC in the fall. The show 
is expected to be co-sponsored by 
R. J. Reynolds Tobacco Co. Bris- 
tol-Myers, which is coming back 
to this network after an absence 
of three years, also has bought 
participations on three other shows, 
probably the “Roaring 20s,” “Nak- 
ed City” and “Cheyenne.” 

Other good business news Mr. 
Treyz had up his sleeve included 
sales to Liggett & Myers (alter- 
nate weeks on “The Islanders” and 
“The Untouchables’), to Ralston- 
Purina (“Expedition” and “Guest- 
ward Ho!’’), to Reynolds Metals 
(“Harrigan & Son”) and to Brown 
& Williamson and Whitehall 
(“Surfside Six’’). 

ABC—now a triple threat entry 
in the tv sports arena, thanks to 
its new Gillette football-baseball- 
fights package—used a “Goal- 
To-Go” theme to tie its Cellomatic 
presentation together. But basic- 
ally it told the same, though some- 
what updated story, as the pres- 


to advertisers and agency men here 
and in New York. 


s Speaking for the network were 
Mr. Treyz and Leonard H. Gold- 
enson, head of American Broad- 
casting-Paramount Theaters; 
Thomas W. Moore, Julius Barna- 
than and Giraud Chester, vps, and 
Bart Briller, director of sales de- 
velopment. 

One of the company’s best cus- 
tomers, Henry J. Kaiser, head of 
Kaiser Industries, was on hand to 
give a pep talk for “Hong Kong,” 
the new adventure film his com- 
pany will co-sponsor next sea- 
son. Mr. Kaiser spends all his tv 
dollars on ABC. 

The tentative fall nighttime 
schedule lists 16 new shows. In- 
cluded, besides those mentioned 
above: “Churchill Memoirs,” 
“Bugs Bunny,” “Stagecoach West,” 
“Down Home,” “The Yank,” 
“Flintstones,” and “Solitaire.” 


® Spokesmen on the NBC plat- 
form in addition to Mr. Sarnoff 
and Mr. Durgin were _ Robert 
Kintner, president, and Sydney H. 
Eiges, vp. 

Mr. Durgin criticized ABC for 
emphasizing ratings in its ads ata 
time when “two of the networks 
have directed their primary efforts 
toward the development of a full 
and balanced program schedule 
without the preoccupation with 
ratings claims that seems to be the 
public image that is sought by the 
other network.” 

But, he said, NBC might use 
ratings in its ads “when ratings 
are news, reflecting major pro- 
gramming changes and sharp au- 
dience shifts as is now the case 
with NBC daytime.” 

The working fall schedule out- 
lined by Mr. Durgin listed 18 new 
shows. Among them: “The Tail 
Man,” “Hollywood Angel,” “Alfred 
Hitchcock Presents” (which is 
moving from CBS); “Dante,” “The 
Westerner,” “Thriller,” Peter Lind 
Hayes and Mary Healy, the “Tab 
Hunter Show,” “Outlaws,” the 
“Raven,” “Headquarters,” an 
AT&T musical variety show, “Mike 
Shayne,” “Klondike,” “No Place 
Like Home,” “One Happy Family” 
and “Barbara Stanwyck Theater.” 


a Mr. Eiges, vp in charge of pub- 
lic information, gave the station- 
men some idea of the network’s 
promotion-publicity and advertis- 
ing plans for the coming season. 

On April 21, he said, the net- 
work will stage a closed circuit 
telecast to affiliates to unveil its 
promotion strategy for audience 
promotion for the political con- 
ventions. Station promotion man- 
agers will participate. 

Among the new tools being 
offered to stations are “instant 
promos.” These are taped promo- 
tion spots sent to affiliates the 
day of production via closed cir- 
cuit. Affiliates can record the spots 
on their tape machines and have 
them available for playback the 


entation made a few weeks ago 


McDermott Withers 


same day if desired. + 


(fe Sees oe 


Priaulx Wooddell 


Mason Biggar 

NAB CONVENTION—Talking over problems at the annual convention of National Assn. 
of Broadcasters are John McDermott, WJBC, Bloomington, Ill.; John Withers, WTCN- 
TV, Minneapolis; William Priaulx, WRAC, Racine, Wis.; Ken Wooddell, WLBH, Mat- 
toon, Ill.; George Biggar and John Dixon, WLBK, DeKalb, Ill.; Ed Mason, KMMJ, 


Commercial Time 
Standard Is Relaxed, 


Radio Men Learn 


(Continued from Page 2) 
stations to buy records have their 
good points. “If you have to pay 
for the artist—even 60¢—you may 
stop to ask yourself, ‘Do I want 
him’?” 


= “Image” was also a recurring 
theme in a panel staged by Broad- 
casters Promotion Assn. Janet By- 
ers, of KYW, Cleveland, comment- 
ed, “Why not make sure your pro- 
motion manager is able to treat 
your station ads with the same re- 
spect you give your clients?” 

John J. “Chick” Kelly, Storer 
Broadcasting Co., Miami, com- 
plained that too much station pro- 
motion is delegated to a “second- 
class citizen who gets third-class 
pay.” He stressed that stations sub- 
mit their lifeblood—their audience 
—to their promotion announce- 
ments. 

“Think before you put it on the 
air,” he said. “If you have got 
nothing to say, say that.” 

Jim Bowermaster, of WMT, Ce- 
dar Rapids, stressed: “The best 
way to promote radio is with ra- 
dio.” He contended “reliability 
must be proven before loyalty will 
be won.” 


# Charles A. Wilson, of WGN, Chi- 
cago, who presided over the pro- 
motion panel, termed sales and 
promotion “management’s second 
most important job.” Programming 
is first, he said. “That’s what your 
sales manager takes to the adver- 
tisers and agencies. If you program 
creatively, you have something to 
talk about.” 


= Radio broadcasters were in a 
scrappy mood when speakers 
sought to convince them that sup- 
port for NAB’s standards of prac- 
tice for radio stations would head 
off more criticism from FCC and 
the public. 

Discussion ran long overtime as 
one member after another arose to 
complain that many of radio’s al- 
leged sins are no different from 
practices of newspapers that accept 
free tickets, and from similar prac- 
tices in other media. 

A three-man team made the ap- 
peal on behalf of the radio stand- 
ards. Cliff Gill, president of KEZY, 
Anaheim, Cal., chairman of the 
standards of good practices com- 
mittee for radio, led off with a 
warning that “on the matter of 
self-regulation, now is the time for 
the broadcasting industry to put 
up or shut up.” He was followed 
by Frank U. Fletcher, Spearman 
and Roberson, Washington law 
firm, and Warren E. Baker, Wash- 
ington attorney, who elaborated on 
the kinds of outside controls which 
may result if broadcasters fail to 
recapture public confidence. 


a Mr. Gill chided the broadcast- 
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ers for their past lack of response 
to NAB appeals. 

“One way to avoid more mail 
with the letters ‘FCC’ is to pay 
more attention to the envelope 
marked ‘NAB’,” he said. “And in 
that way we will all be able to 
spend less time worrying about in- 
creased government regulation and 
more time working on BBDO or 
JWT.” 

Radio code membership has in- 
creased from 683 in mid-Decem- 
ber, 1959, to more than 1,200 now, 
he reported. But tHis is still only 
slightly better than 60% of NAB’s 
radio membership. 

Summarizing recent moves to 
put teeth into radio standards, he 
noted that stations are to be 
charged as much as $360 annually 
in code dues in the future, on a 
sliding scale based on the station’s 
rates, with a 40% discount for 
NAB members. He predicted that 
FCC may decide soon to ask each 
station at renewal time whether it 
supports the standards. 


es Mr. Baker’s talk touched off 
much of the discussion from those 
who feel broadcasters should fight 
back. He contended that broadcast- 
ers must change the public attitude 
toward their industry. 

“Competition has been the prin- 
cipal means of regulating the in- 
dustry in the past,” he said, “but 
it hasn’t always been constructive.” 

Often, he said, broadcasters en- 
gaged in questionable practices 
have tried to justify them by say- 
ing their competitors were doing 
the same thing. “The industry is 
judged by the worst of its activi- 
ties, not the best,” Mr. Baker said. 
“Self regulation is in reality self 
preservation.” 

Earlier, the radio session had 
opened with a warning by F. C. 
Sowell, of WLAC, Nashville, chair- 
man of the radio board of direc- 
tors, that radio is wading through 
“the most troubled waters it has 
ever faced.” It is time someone ex- 
tols radio’s virtues, he said. “If we 
must do it ourselves, let’s do it.” # 


Sweeney Puts Finger 
on Radio’s ‘Enemies’ 
—Including Radio 


(Continued from Page 2) 
Sweeney and three of his staff also 
had some nice things to say about 
radio and its other most formid- 
able enemies. They used the hot 
and cold technique, listing 
strengths as well as weaknesses of 
competing media. 

Among the pluses for magazines 
were listed: Color, the develop- 
ment of regional editions, editori- 
al vitality and willingness to give 
the advertiser what he wants in 
the way of placement, size, etc. 
Weaknesses were itemized as fol- 
lows: cut-price selling of subscrip- 
tions, failure to attract a “truly 
national audience” and low level 
of time spent with magazines. 


Tv was applauded for its huge 


Dixon Whisnand 
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circulation, excitement and cre- 
ativity. On the minus side, it was 
noted that average ratings are 
leveling off; a major segment of 
the audience is made up of “light- 
er viewing families”; daytime tv 
and summer tv are weak spots. 


= Mr. Sweeney predicted that the 
high cost of operation and the 
low profit level will kill another 
40 to 50 newspapers in the U. S. 
within the next five to ten years. 
Major city dailies will be on the 
casualty list, he said. 

Among the weaknesses of news- 
papers, RAB listed failure to keep 
pace with the population growth, 
poor coverage in the retail trad- 
ing zone and the tendency of peo- 
ple to spend relatively little time 
each day reading newspapers. 

On the other side of the coin for 
newspapers, the bureau listed: 
Color as a lure for advertisers; 50 
years of unrivaled acceptance by 
retailers (90% of department store 
dollars, 80% of furniture and ap- 
pliance dollars and 75% of grocery 
dollars are spent in the medium); 
news in detail, of the sort that is 
not available any place else, and 
exclusive features, such as comics 
and columnists. 


s The affirmative side of the ra- 
dio story was sprinkled through- 
out the presentation with emphasis 
on such points as: Circulation, - 
with more radios in the country 
than tv sets and people buying 
still more radios all the time; time 
spent with the medium—an av- 
erage of about two hours daily; 
strength in the sprawling retail 
trading zones where the print com- 
petitors are weak; ability to reach 
the people wherever they go in- 
cluding the outdoors in the sum- 
mer time, and a surge of commer- 
cial creativity that is producing 
ads of the sort that are sure at- 
tention getters. 

Mr. Sweeney set the mood for 
his presentation by beginning with 
figures showing how radio is do- 
ing in the inter-media competition 
for national and local advertising 
support. He put radio’s share of 
the 1959 national ad pie at 3.7%. 

Locally radio did better, with 
8.9%. Here radio’s total of $390,- 
000,000 was second to the news- 
paper share, according to RAB. # 


Headley-Reed Names Schmid 

Headley-Reed Co., New York, 
has appointed Robert A. Schmid 
exec vp and I. N. (Jack) Harding- 
ham has been appointed senior vp. 
Mr. Schmid, who joined the com- 
pany in 1959 as vp, will be in 
charge of station development. Mr. 
Hardingham, who joined Headley- 
Reed, in 1950, will also act as gen- 
eral manager. 


Cowman Named Partner 
William Cowman, former art di- 
rector and production manager of 
Art Stadler Advertising, Menlo 
Park, Cal., has become a partner in 
the agency, which will be renamed 


Wilkinson 
Grand Island, Neb.; William Holm, WLPU, LaSalle, IUl.; Darold Wilkinson and Harry 
Hoth, KRDO, Colorado Springs; Roy Whisnand, WCOP, Boston, and Byron Millenson, 
WCAO, Baltimore. (For other pictures taken at the broadcasters convention see 


Stadler-Cowman Advertising. 


Hoth Millenson 
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Sunday on the eve of NAB’s con- 
vention, reported its membership 
at an alltime peak of 141. 

The association’s executive di- 


Broadcasters Can Expect More FCC 
recior ester W-Linaow. revored Serutiny, Ford Says in NAB Debut 


been threatened during the past| . 
year with increased interference | ; peepee ou Page ” t 
and deteriorated service areas as a|P0inted out that the very future 


FCC's Sponsor 
Identity Rule 
Is Hot Topic 


the public wants anyone in gov 
ernment to dictate what should o 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 


blanketing of the American magazine 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


pend tor Booklet No. 59 
“Clippings Benefit Business” 


14 E. Jackson Bivd., Chicago 4, Illinois 
WA bash 2-8419 


field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 


BACON'S CLIPPING BUREAU 


(Continued from Page 2) 

to price our own product and stay 
with the decision? 

| “Are we not, through such prac- 
| tices, depicting ourselves before 
jour fellow business men and ad- 
vertisers as immature, if not 
worse?” 


® Still lurking just below the sur- 

face was the possibility that the 

Federal Communications Commis- 
|sion might seek to squeeze more 
| stations into the 12 vhf frequen- 
| cies by reducing the service areas 
|of existing stations. 
| Testifying to the interest in this 
|problem, the Assn. of Maximum 
| Service Broadcasters, which met | 


Sign of Progress 
And the best part of it is 


put us there. 


Fact is, so many families are choosing the 
Free Press for its easy-to-read, balanced 
content that we’re now the 70th /argest daily 


in the U.S.A. 


When readers get more out of anewspaper, 
so do the advertisers! 


For your sales progress, make sure the Free 
Press is on your advertising schedule. 


National Representatives: Story, Brooks & Finley + Retail Representative: George Molloy, New York 


Detroit Free Press 


Michigan's on/y morning newspaper 


... Our readers 


result of “drop-in” proposals con- 
sidered by FCC. Noting that FCC 
is currently proposing to under- 
write a $2,500,000 research project 
to test uhf receiver performance in 
the New York City area, Mr. Lin- 
dow emphasized that his associa- 
tion would regard any all-uhf sys- 
tem as inadequate, so far as a na- 
tionwide tv service is concerned. 


® Donald H. McGannon, head of 
Westinghouse Broadcasting Co. 
and retiring chairman of the tv 
code review board, warned against 
any relaxation of the industry ef- 
fort to prove that it can regulate 
itself. 

Mr. McGannon indicated that a 
great deal of progress had been 
made on code matters, partly 
through the help of “external 
pressures.” He called for a con- 
tinuation of the progress now that 
the “atmosphere is far less pres- 
surized.” 

The Westinghouse executive said 
the industry must show “that self 
regulation is not just a cliche. It 
means just what the words imply 
—a control, a disciplining of our 
own business and business activi- 
ties with a view to protecting our 
public from deception, from im- 
propriety, from bad taste, from 
excesses, from blatancy. 

Mr. McGannon urged the broad- 
casters to give their code strong 
support, through money, manpow- 
er and compliance. In summariz- 
ing code progress made in the last 
year, he revealed that code mem- 
bership is at an alltime high of 
380 stations—or 75% of the coun- 
try’s total. 


@ The second half of the tv ses- 
sion was devoted to a report from 
the industry’s new Television In- 
formation Office. Clair R. McCol- 
lough, head of the Steinman Sta- 
tions and chairman of _ TIO, 
announced that this industry image 
making office is now operating on 
a budget of $500,000 annually, 
provided by 150 members. 

References to tv’s trials and 
tribulations of recent months were 
for the most part of a fleeting and 
incidental nature. A typical one 
came from Norman E. Cash, presi- 
dent of: the Television Bureau of 
Advertising, who said that efforts 
of competing media to damage tel- 
evision with their front paging of 
the tv scandals had not had much 
effect on the viewing public, which 
continues to spend a great deal of 
its time with tv. He said daily 
viewing is up to about six hours. 

Mr. Cash urged tv to battle for 
an even larger share of advertis- 
ing. As a quite realistic goal for 
tv by 1970, he suggested a 24% 
share of all advertising, or a total 
of more than $5,000,000. + 


of our country depends on the wis- 

|dom and resourcefulness which we 
| bring to the training of our young. 
| In the NAB code, he noted, the 
|industry promises to provide for 
the special needs of children. 

But, said the FCC chairman, 
“when I consider the attraction 
that the television set has for the 
children and youth of this country, 
I cannot help but feel that all that 
needs to be done in this area is 
not being done.” 


# Challenging the industry to 
measure up to the commitments 
which it has voluntarily assumed, 
he commented: “It is not merely a 
question of whether there is too 
much of this type or that type of 
|program or advertising matter. 
| Rather it is the question of wheth- 
|er this industry will measure up 
|to its self-imposed responsibilities 
with respect to the advancement 
of education, religion, culture, the 
provision of wholesome entertain- 
ment; its special responsibility to- 
ward children, decency and de- 
corum in production; its unique 
position as a vehicle for commu- 
nity affairs and its factual, fair 
and unbiased treatment of news, 
public events and controversial is- 
sues.” 

On the subject of public service 
broadcasting, he served notice 
that stations which systematical- 
ly turn down requests for time 
for non-commercial programs are 
heading for trouble. 


s Stations must operate profita- 
bly, just like theaters or newspa- 
pers, he acknowledged. “But, and 
this is a big ‘but’,” he said, “the 
law demands of the broadcaster 
that his operation be responsive 
to the public interest,” and this 
obligation cannot be subordinated 
to business aspects. 


= Aside from these two major 
topics, there were undercurrents 
in Chairman Ford’s speech which 
should not be overlooked. 

The speech was entirely devoid 
of the customary platitudes. Ear- 
ly in his speech, the audience ap- 
plauded when he declared: “We 
can all agree on the principle that 
the least government is the best 
government.” The applause proved 
premature as he _ proceeded to 
qualify the statement by pointing 
out that Congress not only expects 
FCC to enforce the act in its pres- 
ent form, but also to seek amend- 
ments when in the commission’s 
judgment that course becomes 
necessary. 

A second round of applause from 
the audience proved equally pre- 
mature—after he said, “I share 
|with you the belief that neither 
|the commission, the Congress nor 
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MEDIA MAN 


There's a new market to be tapped. 
Because of the accelerating increase 
of people over 65, construction and 
operation of nursing homes and 
homes for the aging is now one of the 
nation’s fastest growing industries. 
(4-month growth: 502 homes at an 
estimated total cost of $278 million) 


Learn the dimensions of this market in 
our B P RD ad or by writing to.. . 


PROFESSIONAL 


nursing home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 
Business Journalisis Since 1873 


| BBDO Boosts Hunter 


should not be broadcast.” 


s When the applause died down 
the FCC chairman proceeded to sai 
into children’s programming, wit 
the observation: “Public commen 
and complaints about excessivd 
violence have, however, reache 
such proportions that I feel com 
pelled to mention it to you today.’ 
For those who were particular] 
attentive, Chairman Ford lsd 
seemed to provide his persona 
declaration of independence fro 
the policies of his predecessor. 

Up front, nearly at the start o 
his remarks, he served notice tha 
he will not be numbered among 
those who will approach the in 
dustry’s problems by trying td 
outguess the courts. 

“When the commission is faced 
with a problem indicating the need 
for corrective action,” he declared 
“the fundamental question in m 
mind is not whether the commis 
sion has authority to take correc 
tive action; but it is to determin 
what remedy is required and 
whether it is the commission’s re 
sponsibility to apply that remedy} 

“If it should then appear tha 
further statutory authority i 
needed before the remedy is ap 
plied, it becomes the commission’ 
obligation to inform the Congres 
of that fact and propose the nec 
essary legislation.” 


= In their responses to more tha 
an hour of questioning by broad 
casters, individual FCC member 
disclosed a spectrum of views 0 
specific “plugola” situations whic 
broadcasters are required to dis 
close under the sponsorship iden 
tification rule announced by FCq 
March 16. 

They ranged from Commission 
er Robert Bartley, who main 
tained that every free record mug 
be identified at the time it i 
played, to Commissioner T. A. 
Craven, who was lustily applaud 
ed for declaring, “The Commis 
sion should make a practical con 
struction of the law and n 
impose on the public innumerabl 
announcements each time a recor 
is played.” 


s “We thought we had interprete 
the law,” he said, “and perhaps w 
did. When we receive the indus 
try’s comments in writing, perha 
some clarification of our interpre 
tation will be necessary, or per 
haps it may even be necessary t 
change the law.” 

Chairman Ford. said broadcast 
ers do not meet the requirement 
of the law if they announce thre 
times a day that they use some fre 
records. But he said he does no 
feel the announcement is neces 
sary each time a record is played 
so long as disclosure is made ir 
reasonable proximity to the perio 
in which the record is broadcas 

Commissioner Rosel Hyde com 
mented during one discussion tha 
the commission has no “prejudice’ 
against commercials. He sai 
broadcasters should not b¢ 
“ashamed” to classify an an 
nouncement as commercial. Or 
the same point, Commissione 
Bartley said, “Whether an anj 
nouncement is commercial or oth 
erwise isn’t important. What i 
important is what is broadcast an¢ 
the service that is rendered to th 
public.” # 


Ray Hunter has been named me 
dia director in the Pittsburgh of: 
|fice of Batten, Barton, Durstine & 
|Osborn. Mr. Hunter, formerly a 
associate media director with th 
agency, succeeds Harold Middleton 
who has retired. 
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This is a fact that no sales-minded executive can afford to overlook. The Edmonton market has grown steadily until now it’s one of 
Canada’s biggest, most lucrative markets. Cold, hard statistics prove it. Metropolitan Edmonton’s population is 317,100, an increase 
of 88% since 1951... the most rapid rate of growth enjoyed by any metro area in Canada. The personal disposable buying income in 
Edmonton is now at an all-time high of over $435,700,000. @ The biggest single reason for Edmonton’s growth and prosperity has 
been its rate of industrial expansion and development. The city’s gross annual value of production, now $385,056,000, has more than 
doubled that of ten years ago. @ In the booming Edmonton market the Journal is the top sales medium. More than 90% of the city 
zone circulation is home delivered. Sell Edmonton completely. Sell it through the medium the people know best and trust most, The 
Edmonton Journal . . . Circulation 106,608 A.B.C. March 31, 1959. *15 years of age and over 


YOU GET ACTION WHEN YOU ADVERTISE IN 


Che Edmonton Journal 


ONE OF THE EIGHT SOUTHAM NEWSPAPERS IN CAN 


The other Southam Newspapers are: THE OTTAWA CITIZEN + THE NORTH BAY DAILY NUGGET + THE HAMILTON SPECTATOR » THE WINNIPEG TRIBUNE » THE CALGARY HERALD + THE MEDICINE HAT NEWS + THE VANCOUVER PROVINCE (Published for Pacific Press Ltd.) 
TORONTO THE SOUTHAM NEWSPAPERS, 88 UNIVERSITY AVE., K. L. BOWER, MANAGER. MONTREAL THE SOUTHAM NEWSPAPERS, 1070 BLEURY ST.. J.C. MCCAGUE, MANAGER. UNITED STATES CRESMER & WOODWARD INC. (CAN. DIV.), NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA. 
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